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This advertisement is a repro- 
duction of the Saturday Even- 
ing Post issue of January 8th. 


The first of a new series of 
Edison Mazda Lamp advertise- 
ments in the Saturday Evening 
Post will appear in the February 
5th issue. 


In’ more than_a million homes and offices this calender w Il. mark the day of 1921. Your copy is 
waiting fur you at the store where you buy your Edison Mazpa Lamps, 


WOMAN 
Keeper of the light 


M‘AN followed the chase when the race was young; 


and woman kept her vigil over the sacred 
flame. 


Last year the subject was Prometheas, the light bring- 
er; this year it is light in the life of primitive man. 
Lives change, but life is changeless. Still as of old, 
Down through the ages the story of progress has the struggle for shelter and food is the high duty of a 
been the story of light. It is this story which Mr. man, And in the home lit with Edison Mazpa Lamps, 


Parrish is telling in his magnificent series of paintings it is the glory of the woman still to be the keeper of 
made into calendars for the Edison Lamp Works, the light. 
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A Christmas Message from Dan Fisher of Texas 


E’RE passin’ another milestone, 

To the rim uv the great divide. 
You ’nd me’s gettin’ closer, ol’ pardner, 
As the long, hard trail we ride. 


Where the hoof prints p’int just one 
way, 

With no returnin’ tracks. 

Where the herds are driftin’ onward, 

But none are comin’ back. 


You an’ me hain’t nigh so coltish 
An’ gunhandy ’s we uster be. 
Old age is a creepin’ slowly 

But shorely ’pon you an’ me. 


My gun hand’s gittin’ wobbly 

An’ my temper’s coolin’ down. 

The Prince uv Peace has shorely got me, 
Fer I smile instid uv frown. 


Here’s a cheer fer you Christmas 
mornin’ 

An’-a hope that the years to come 

Deal kindly with you, my good friend, 

Till your work on this range is done. 


An’ when God goes to cuttin’ the cattle 
May He herd you off to the right, 

To a range uv eternal sunshine 

In a land where there ain’t no night, 





DAN FISHER 


Everybody in Texas and the great Southwest knows Dan Fisher of Dallas—hbig- 
hearted bachelor, idolized ‘‘big brother” of newsboys, urchins and all kiddies generally, 
and discriminating connoisseur of oil paintings and good books. 

Fisher has been an electrical utility man all his life, and is a past-president of the 
Southwest Electric & Gas Association, the biggest utility body outside the N. E. L. A. 
He has long been the wheelhorse of great utility companies in his native state. In 
Dallas they tell this story: One day the president of his company, knowing that Dan had 
started his career as a railroad stenographer, entered Dan’s office and with eyes twin- 
kling, said: ‘Mr. Fisher, all the stenographers are away, but I have a very important 
letter to dictate. Would you mind taking it?’ ‘Then he dictated: “Mr. Daniel G. Fisher: 
You are hereby appointed assistant general manager of this company, effective at once!” 

But after several years of “‘doubledistilledhell” in the operating end, Dan determined 
to get back into general administrative work, and besides taking charge of publicity, 
wisely decided that the only perfect existence is that of an editor. His cheerful maga- 
zine, the Texas Utility News, brings a veritable Gulf breeze and a breath of magnolia 
into those offices which wait for it each month. He is a vice-president of the Associated 
Advertising Clubs of the World, and occasionally preaches a lay sermon from the pulpit. 
The newsboys of Dallas have crowned him Amicorum Rex, and 150,000 kiddies attended 
the Children’s Day events which he directed at the Dallas Fair this fall. 

And every Christmas time this kindly Texas philosopher sends to those fortunates 
who are on his mailing list messages of Christmas greeting that are so distinctive and 
so full of heart-warming friendliness that we have just had to let the whole 13,500 


pa of ELECTRICAL MERCHANDISING “in on” this Christmas message from Dan Fisher 
Oo exas. 
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A Map, by States, of the Country’s Users 


of Electricity 


How the Map of the United States Would Appear if the Area of 
‘Bath State Were Proportional to the Number of Users 
of Electricity in That State 
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population in each of the states, and not to the gross 
kilowatt-hour consumption of electrical energy as affected by 
industries using large quantities of electricity. “The map 
therefore shows,” explains J. A. Corcoran of the General 


Tn sales manager who has the responsibility for get- 
ting national distribution on an electrical device is 
sometimes misled by the areas indicated on the usual 

maps of the United States. He, of course, is concerned 


chiefly with the number of electricity users and the relative 
population, and based upon the number of electricity users 
in each state the relative sizes of the states present a very 
different picture. 

Here is a map of the “Electrical United States of 
America,” showing the areas and boundaries of the various 
states as they would appear if each state corresponded in 
size to the number of users of electricity in that state. Note 
that this map relates to the proportion of electricity-using 


Electric Company, which originated and has copyrighted 
this map, “the possible field for the sale of household appli- 
ances, wiring devices, and in fact anything electrical which 
might be used in the home.” 

Following are figures by states, reproduced from the July, 
1920, issue of ELECTRICAL MERCHANDISING, showing the 
number of wired houses, and the population living in elec- 
trically lighted houses, in each state, based upon the Elec- 
trical World’s recent survey: 











Dwellings Population Dwellings Population Dwellings Population 
Wired Living in Wired Living in Wir Living in 
for Wir for Wired for Wired 
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Se/ling Will Sell! 


N SOME of the general merchandise lines right now 

we hear much about the slump in business, about 

“consumer boycott,” and about bad weather ahead. 

Some of our apprehensive electrical friends have in 
consequence concluded that it is about time for the elec- 
trical business to go through the same business dumps, 
and so we hear talk about “conditions,” “depression,” 
“sales resistance,” and so on. 

% * * 


UT, by the great horned kilowatt, we ask: 

What right has any electrical man to talk about 
“depression” today, when we are face to face with the 
greatest waiting market that ever beckoned to any 
industry group to come on and sell its wares? 

Six or seven million wired homes are waiting to be 
equipped with labor-saving devices of one kind or an- 
other; ten or twelve million houses more have yet to be 
wired and then equipped, and a population of one hun- 
dred and odd millions—the richest population in the 
world—waits outside our places of business to be sup- 
plied with its electrical needs. _ 

And what other industry compares with ours in the 
useful character and wide variety of the services it has 
to sell? Run through the list: Lighting fixtures, wiring, 
labor-saving appliances, cooking devices, heating in a 
multitude of convenient forms; motor drive, electro- 
therapeutic apparatus, radio, farm electric outfits, 
electrical automobile accessories, intercommunicating 
telephones, signal and alarm systems, repair and main- 
tenance, etc.—enough lines for a dozen businesses! 

Every community, every business district, every resi- 
dential section, every industrial plant, is chockfull of 
opportunities for the electrical man to sell goods. 

We have to go out and sell, it is true. But the need 
is there, the buying power is still there, and if we will 
get busy selling, instead of standing around to talk 
depression, there is enough business to be had to tax 
the facilities of every electrical manufacturer, jobber, 
contractor and dealer, 

The recent experience of the automobile industry has 
a lesson for us right now! The poor automobile dealer, 
remember, has only one line to sell, against the elec- 
trical dealer’s hundred. So when the so-called “depres- 
sion” struck the automobile field, the result was dis- 
couraging to even the stoutest-hearted—until a few sales 


managers discovered that selling will still sell—that 
people will buy automobiles if salesmen will show them 
the goods and why and how. 

One New York dealer therefore met the “depression 
period” by calmly putting on a house-to-house canvass 
for passenger-car buyers (think of it!) and an indus- 
try-to-industry canvass for truck purchasers. And he 
quickly found that there is no depression. While others 
have continued to gloom, his sales have actually run 
ahead of his record for the same period last year, when 
the automobile business was in the glorious heyday of 
its seller’s market. And that was in the automobile 
field, where, as in the shoe, hardware, grocery and 
other trades, “saturation” always sets a limit. What, 
then, in the electrical appliance field, where the satura- 
tion point .is still invisible? 

Selling will sell—automobiles, washers, sweepers, wir- 
ing, fixtures, or any other useful human need or con- 
venience. 

It is not a question of price. It’s only a matter of 
getting out and digging in! In an unsaturated field like 
ours, the only test of how much we can sell is sales- 
manship! 

* * * 


ND as we get back to selling again, let us have 
patience and consideration for the other fellow in 
the business—patience for the men in the industry who 
make up the rest of the selling chain of which we are a 
part. When the present “blow” is over we are all going 
to need each other again—we shall all be going forward 
to new business achievements together, for this is the 
electrical business, the business where saturation is still 
unknown, the business with an unparalleled future. 

Meanwhile manufacturers must be patient with job- 
bers and dealers. And in turn distributers and retailers 
must, in self-interest, recognize their responsibility to 
help the manufacturer with his problems. Selling and 
buying must go on. It is easier to educate clerks, sales- 
men, dealers and distributers than to replace them. 
Patience will play the winning hand. 

Today the salvation of all groups lies in getting busy 
and selling. All hinges finally upon the retailer’s sales 
to the consumer. 

Selling will do the trick. Selling will sell! 

Business comes to the man who goes after it! 
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Canada—W here They Co-operate from 
Coast to Coast 


In Each of the Great Centers of the Dominion, Montreal, Quebec, Toronto, Winnipeg and Vancouver, 
Active Co-operative Campaigns Are Now Under Way for the More Intensive 
Development of Local and Surrounding Electrical Markets 











Electrical men from all over the Prairie Provinces gathered at 
Winnipeg in October for a series of corns meetings partici- 
jobbers, 


pated in by public utility operators, 


tion from the Atlantic Coast to 

the Pacific, Canada is setting a 
remarkable example to the rest of the 
electrical industry of the North 
American continent. In Canada, in 
spite of an electrical situation com- 
plicated by government and private 
ownership of electrical utilities, and 
(in certain localities) by French- 
speaking and English-speaking con- 
tingents of the electrical trade, all 
electrical groups have nevertheless 
been quick to recognize the impor- 
tance of co-operative effort in serv- 
ing the final customer, the public. 
And as a result, manufacturers, job- 
bers, central station operators, con- 
tractors and dealers are already 
working together in each of the prin- 
cipal cities of the Dominion to find 
better ways of rendering that elec- 


[: POINT of electrical co-opera- 


trical merchandising service to the. 


Canadian public, the responsibility 
for which is upon Canadian elec- 
trical men. 

In each of the great centers of the 
Dominion, Montreal, Quebec, To- 
ronto, Winnipeg and Vancouver, the 
topic of “co-operation” is now upper- 
most in the thought and activities 
of the local electrical trade. To To- 
ronto, perhaps, belongs the credit for 


was launched. 
manufacturers, 


being the first to put the co-operative 
idea into action at a series of meet- 
ings held early in the present year. 
An account of the Toronto co-opera- 
tive situation appeared in ELECTRI- 
CAL MERCHANDISING for March, 1920, 
and so tremendously has the local 
electrical appliance load since grown, 
as the result of this co-operative 
effort, that the Ontario power lines 
have actually been seriously over- 
loaded. 

Montreal got under way with a co- 
operative movement shortly after- 
ward, and in February, 1920, took 
the first steps toward the present co- 
operative campaign under the au- 
spices of “the Electrical Co-operative 
Association of the Province of Que- 
bec,” which was officially launched at 
the great Montreal meetings of Oct. 
19 and 20. 

Meanwhile at Vancouver, on Sept. 
21, “the British Columbia Electrical 
Co-operative Association” had been 
definitely organized with a carefully 
prepared program for the electrical 
development of the Pacific Coast 
province, 

And at Winnipeg on Oct. 13 and 
14 a series of “get-together” meet- 
ings of all groups in the electrical 
industry of the three great Prairie 


dealers and contractors. 


A local Electrical Development League 


The Goodwin banquet of Oct. 14 was the largest 
assembly of electrical men ever gathered in Winnipeg. 


Provinces auspiciously marked the 
beginning of co-operative effort in 
that region. 

The British Columbia Electrical Co- 
operative Association was launched 
on Sept. 21 at a big rally and dinner 
held in Spencer’s cafe, Vancouver. 
The gathering numbered 150 electri- 
cal men from central stations, manu- 
facturers, jobbers and contractor- 
dealers and was by far the largest 
ever held in Vancouver. 

The meeting was marked with a . 
degree of enthusiasm that insures 
the success of the British Columbia 
movement. George Kidd, general 
manager of the British Columbia 
Electric Railway, acted as chairman, 
and among the speakers were J. R. 
Read, district manager Canadian 
Westinghouse Company; W. G. Mur- 
rin, assistant general manager Brit- 
ish Columbia Electric Railway; R. F. 
Hayward, general manager Western 
Power Company of Canada; H. Pim, 
district manager Canadian General 
Electric Company; J. F. Little, dis- 
trict manager Northern Electric 
Company; E. E. Walker, sales engi- 
neer British Columbia Electric Rail- 
way; James Lightbody, publicity 
manager British Columbia Electric 
Railway; W. W. Fraser, E. Brettell 
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and §S. E. Jarvis, Vancouver dealers, 
and F. T. Cope, Vancouver jobber. 
The speakers foretold great things 
for the electrical industry in Van- 
couver as a result of the co-operative 


Contractors, F. T. Cope and W. C. 
Mainwaring. 

A co-operative campaign for the 
intensive development of the local 
electrical market in Manitoba and 


manager of the city lighting plant; 
J. M. Leamy, power commissioner, 
and others. 

Although the Winnipeg meetings 











movement. Figures produced set the 
sales bogey for Greater Vancouver 
at $1,579,600, made up as follows: 
Domestic appliances, $427,200; fix- 
tures and shades, $446,000; lamps, 
$190,000; wiring sundries, $516,400. 
It was estimated that of the domes- 
tic appliances only about $200,000 
worth were being sold annually. 

The plans of the organization were 
laid before the gathering, showing 
the division of the work of the ad- 
visory council into six branches, (1) 
merchandising, (2) accounting, (3) 
advertising, (4) store and window 
display, (5) architects, and (6) con- 
tractors. The following men have 
been assigned to these departments: 

Merchandising, E. E. Walker. 

Accounting, J. Martin. 

Advertising, James Lightbody. 

Store and window display, 
Brettell. 

Architects, 8. E. Jarvis and W. W. 
Fraser. 


E. 


the three Prairie Provinces was 
launched as the result of great meet- 


ings of all branches of the electrical 


industry held at Winnipeg, Oct. 13 
and 14. 
representatives present traveled 850 
miles from their homes in Saskatche- 
wan and Alberta to attend the Win- 
nipeg sessions. 

Nearly four hundred representa- 
tives of central stations (publicly 
and privately owned), contractors, 
dealers, jobbers and manufacturers 
from all three of the Prairie Prov- 
inces—by far the largest assembly 
of electrical men ever held in Winni- 
peg-——attended the closing Goodwin 
banquet at the Royal Alexandria 
Hotel, Oct. 14, when William L. 
Goodwin, M. C. Turpin and others 
_ outlined a plan for co-operation in 
Manitoba. The guests of honor at 
this dinner included many Manitoba 
notables, among them the Premier, 
the Mayor of Winnipeg, J. G. Glassco, 


Some of the out-of-town 


were only preliminary in character, 
two definite results of the sessions 
were: (1) The formation of a Win- 
nipeg contractor-dealer organizavion, 
and (2) a co-operative campaign 
which will be undertaken by the local 
Electrical Development League of 
Winnipeg, with J. E. Gilmour, North- 
ern Electric Company, as chairman, 
and J. G. Smith, Great West Electric 
Company, as secretary-treasurer. 
More than five hundred electrical 
men of Montreal and the Province 
of Quebec were present at the meet- 
ing of the Montreal Electrical 
League, Oct. 20, when, amid great 
enthusiasm, plans were outlined by 
a local committee of the industry for 
the institution of an electrical co- 
operative campaign in the Province 
of Quebec, to be conducted by “The 
Electrical Co-operative Association 
of the Province of Quebec.” William 
L. Goodwin, Samuel Adams Chase 
and others told of the results of the 


(Continued on page 284) 
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A sample of the kind of meetings held by the electrical men of 
Montreal in October, during the visit of William L. Goodwin and 


Samuel Adams Chase. 


Modeled along the lines of the Vancouver 











and California campaigns, ‘Fhe Electrical Co-operative League 
of Quebec’ was organized to push local electrical merchandise 
sales to a bogy of $100,000,000 for the coming year. 








Cheer Up! Why Should There Be Any Depression in 
the Electrical Business, Anyhow? 
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Half the People of the United States Have NOT Died 





Half of America’s Homes and Cities Have NOT Been 
Since June 1, Have They? (You Might Think So, After Wiped Out of Existence, Have They?—So Far As You 
Hearing Some Folks Talk!) 


Have Noticed? 
Instead, the Facts Are That— 



































The Public Has. Just Begun to Learn About Electrical The Manufacturers and the Railroads Are at Last ‘“De- 
Appliances and How to Use Them. 


livering the Goods” in Sufficient Quantities. 
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More People Have More Money Deposited in the Banks And All We Have to Do Is to Get Busy and Go Out and 
Today Than Ever in the Country’s History. 


Sell Our Dozens of Lines to Prospects Everywhere! 
SELLING WILL SELL. In an Unsaturated Market Like Ours the Only Limit of Sales Is Salesmanship! 
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Get Out and Sell Now 


It Isn’t a Case of Business Depression, It Is a Case of Somebody Having Cold Feet Despite the Fact 
that the Sun Is Still Shining—Bet Your Last Dollar that the Prizes in 1921 Will Go to the 
Men Who Take an Inventory, Find Out Just what They Have on Hand and Then 
Get Out and Sell that Stock Now While Timid Folks Mark Time 


to call him. If I frequented 

the race-track, probably I 
should call him a blue-ribbon man. 
If I patronized the prize ring, per- 
haps I should call him a _ heavy- 
weight champion. If I were a 
yachtsman, I suppose I should call 
him a cup-winner. And if I were 
again the baseball fan that I was 
once, doubtless I should call him the 
pennant-winning hitter. 

Since, however, I am merely a sort 
of fellow who is keenly interested -in 
business, in merchandising, in the 
merchandising of electrical appli- 
ances, supplies and service, I suppose 
I must stick to business terms and 
call him—well, the man who will 
deliver the goods in 1921, the Al 
electrical dealer, the tip-top sales 
manager, the star man in getting 
back to selling, the leading merchant 
in the electrical trade—the coming 
master merchant of the electrical 
industry. 

Do not balk at that term, “master 
merchant.” I do not mean*a Mar- 
shall Field or a John Wanamaker 
as they have been when the eyes of 
all the world centered on them. I 
mean the Marshall Field and the 
John Wanamaker of the earlier days, 
the obscure and unknown Field and 
Wanamaker, the thinking and the 
struggling Field and Wanamaker. 
For surely somewhere within the 
electrical industry, somewhere among 
the men and women who have opened 
up electrical stores during the last 
two or three years, let us believe 
there is the unknown electrical mer- 
chant who. will forge ahead in sell- 
ing appliances, supplies and service 
to the American public and who will 
perhaps go down in merchandising 
history along with Woolworth, Field, 
Wanamaker and Stewart. 


For within electricity there lie 
possibilities for goods and service 


\NRANKLY, I do not know what 


By STANLEY A. DENNIS 





1. BECAUSE he must check 
the accuracy of his | 
merchandise account. 


2. BECAUSE he may have to 
submit a financial state- * 
ment to his local banker. 


3. BECAUSE he knows the 
value of an inventory in 
deciding what, when, and 
how to buy. 

4. BECAUSE he must keep his 
stock clean and free of 
depreciated goods. 

5. BECAUSE the value of 
stock on hand must be 
known in figuring turn- 


over. 

6. BECAUSE he wants to 
start a stockkeeping 
system. 


7. BECAUSE he should check 
losses by breakage and 
theft. 


8. BECAUSE his’ insurance 
should be kept at the 
maximum figure possible. 


9. BECAUSE he should safe- 
guard himself against 
loss in any insurance 
adjustment. 

10. BECAUSE he may want to 
sell the business or may 
have to do so. 





Why a Progressive Electrical Dealer Takes an Inventory 











—merchandising possibilities — 
which challenge the best merchan- 
dising ability that America can 
produce, and which in themselves 
are opportunities for building an 
outstanding and upstanding mer- 
cantile career. 


Are You the Man? 


What his name is I do not know. 
It may be Smith, or Jones, or John- 
son, or Peck, or Selbie, or Fox—or 
anything else. He may live in Stam- 
ford, Conn:, or Mount Vernon, N. Y., 
or Rockford, Ill., or Minneapolis, or 
Denver, or Dallas, or San Francisco, 
or Atlanta, or even Brooklyn, for all 


I know. Why, even you, the man 
reading these lines, may be he! 

This unknown merchant-to-be who 
is beginning to hit his winning stride 
is the man that I am thinking about 
now. I am wondering what he is 
thinking, what is his vision, how he 
analyzes the present business condi- 


. tions, what he sees coming in the 


marketing of electrical appliances, 
supplies and service, what his plans 
are for the coming year. It would 
be worth much to know. 

I am not a crystal gazer, nor an 
oracle. I have no gift or magic by 
which I can visualize the face and 
form of this coming master merchant 
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in the electrical industry. I have no 
divining-rod by which I can reach 
over the eastern mountains, across 
the stretches of prairie, over the 
western mountains, feel along the 
far-distant coast, trying to find this 
man. 

But somehow I think I do sense his 
spirit as he goes into the new year. 
I have an idea that I do know what 
is running through his brain. I have 
a feeling that I catch something of 
his vision, something of his courage, 
something of his energy, something 















































Inventory Slip 
Date Place — Slip No. 
| 7 . 
2 | Nantes Sold after 
Article Size ; Cand Cost Count or 
scien Weight 
In Stock on 
Counted in Weighed in 
Taken by ______________ Checked by 











When an inventory is to be taken, start by 
placing sufficient stock on tables and shelves 
and in showcases in the store proper to 
cover as many sales as possible during the 
taking of the inventory. Then place an 
inventory slip (for which a suggested form 
is shown above) in every receptacle for 
stock throughout the store. Number every 
slip first so that missing ones may not 
escape detection later. On the slip note 
quantities sold during inventory. Use care 
in noting down unit (single piece, dozen, 
pounds) in which amount or weight is 
made. Take each room or department 
separately and finish it before starting on 
another. 





of his determination, something of 
his faith in the future of America, 
something of his keen purpose to 
extend the service of electricity into 
the far corners of the land. 

Somehow I have a feeling that 
when the old year is dying and the 
new year is at hand, this master mer- 
chant-to-be is going to pause long 
enough to take a searching look at 
himself and at his business, 


For the man who reaches his goal 
in the fastest possible time, as 
things go in this life, pauses now 
and then to make sure that he is 
going in the right direction. Ask 
Wanamaker. Ask Ford. Ask Edi- 
son. Ask Ingersoll. Ask Curtis. 


I have an idea that he is going to 
sit down some evening after the kid- 
dies have tripped off to slumberland, 
after their mother has said good- 
night, after the candles on the Christ- 
mas tree have begun to burn low, 
after the house is silent and still, 
when the yellow glow of the evening 
lamp is softened—and think—and 
take his own measure as a merchant. 

And in his quiet hour he is going 
to catch a new vision, get new pur- 
pose and new courage, and above all 
other things he is going to see more 
clearly the essential things which 
he must do to win. 


I may be wrong about it, but I am 
convinced that this coming master 


merchant of things electrical is go- 


ing to forget the calamity howlers, 
going to disregard the faint hearts 
who say, “Go easy, don’t hurry until 
things get better.” 


He is going to push aside the 
timid men who merely mark time 
while better men forge ahead and 
make things better. He is going to 
see the present necessity for forget- 
ting all else and doing just one 
thing, and that is, going out and 
selling the goods! 


Set a New Record Each Month 


He is going to set before himself 
the task of making each month yield 
a larger volume of sales than any 
previous month. He is going to act 
on the conviction that despite every- 
thing to the contrary business still 
comes to the man who goes after it. 


He is going to act on the convic- 
tion that the only thing a real man 
can do is to get out right now and 
make business better right now by 
selling right now—selling morning, 
noon and night, today and today 
and today. 

This purpose is going to grip the 
heart and brain of this undiscovered 
master merchant of things electrical, 
and it is just this purpose that is 
going to make him the discovered 
merchant some day. Are you the 
man? 


Do the Essential Things 


So, while the clock ticks on toward 
midnight, this master merchant-to- 
be will think out the immediate, prac- 
tical things to do at once, in order to 
help him carry out his purpose to 
make every month a record breaker 
for sales. For the master merchant 
achieves his ideals through practical 
methods. 


Because the master minds of busi- 


ness are orderly minds, I have a feel- 
ing that he will check over his ac- 
counting methods first of all. He 
will ask himself, “Just how do I keep 
track of my money? Do I handle my 
records properly; in fact, do I have 
the proper records? Do I know the 
money facts that I ought to know? 

If he has not already done so, I 
have an idea that he will decide to 
install the standard accounting sys- 
tem in his business. Because he is 
possessed of a mind that does not 
loaf on its job, he will recognize the 
value in adopting an accounting sys- 
tem that scores of other electrical 
merchants are adopting. He will 
recognize the value to his business 
in employing a good bookkeeper, or 
accountant, if his business has grown 
to a point where he can afford one. 
If he cannot afford a bookkeeper, 
and cannot give close attention to 
the standard accounting system him- 
self, he will make it a point to 
acquaint himself with the new busi- 
ness record that has been designed 
and placed on the market by the Na- 
tional Association of Electrical Con- 
tractors and Dealers—a business rec- 
ord for the merchant-contractor who 
cannot employ a bookkeeper, and a 
record that will protect his business 
until it grows to a point where the 
installation of the standard account- 
ing, also sold by the association, can 
be and should be afforded. 


Decide What Kind of Merchant 
You Will Be 


Again, because the master mer- 
chandising mind is an orderly mind,. 
he will consider the question of in- 
ventory.. He will see that there is a 
group of so-called merchants who do 
not take an inventory at all, who do 
not know enough about business to 
realize the value of an inventory. He 
will not belong to that crowd. 

He will see that there is another 
assortment of so-called merchants 
who believe in taking an inventory, 
but who are not honest with them- 
selves because they place a fictitious 
value on their goods, who fail to re- 
member that the actual market price 
of the entire stock at the time of 
making the inventory is the true 
value of the stock, that a true in- 
ventory is a list of goods at such 
a price. 

He will see that there is a third 
group of so-called merchants who be- 
lieve in taking an inventory and who 
think they have taken one honestly, 
but who fail to check it against pur- 
chases and sales, and therefore do not 
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realize that their figures are only 
little better than guesswork. He will 
make a long detour to avoid this 
group. 

He will see that there remains a 
small number of real merchants 
who do take an inventory and who 
insist on learning from it the exact 
status of their business. And that 
is the crowd he will decide to travel 
with. 


Decide to Take an Inventory 


He will, therefore, decide to take 
an inventory at the very beginning 
of the year, to check the accuracy of 
his merchandise account, to enable 
him to submit a sound financial state- 
ment to his local banker in maintain- 
ing his credit at full measure, to as- 
sist him in deciding the what and 
how much and when in buying goods 
for resale, to help him keep his stock 
clean and free of depreciated goods, 
to help him figure his turnover, to 
provide a starting-point for setting 
up a stockkeeping system, to check 
losses by breakage and theft, to help 
him provide sufficient insurance to 
cover his entire stock, to safeguard 
himself against loss in insurance ad- 
justment in case of fire, and to pro- 
vide an accurate basis for figuring if 
he should decide to sell the business. 


Keep Your Stock Busy Earning 
a Profit 


He will consider carefully the de- 
sirability of installing a simple stock- 
keeping system so that he may know 
at all times the amount and condi- 
tion of his stock, so that he may be 
able to keep as much of his stock as 
possible earning a return on the in- 
vestment as much of the time as 
possible. 

He will recognize the necessity for 
keeping a closer watch and a tighter 
grip on his cost of doing business. 
He will realize that the larger his 
overhead the smaller may be his an- 
nual profit. He will recognize the 
value of the standard accounting sys- 
tem in helping him to obtain accurate 
figures on all of his items that make 
up the cost of doing business. He 
will know that by installing the 

Standard accounting system he will 
be able to check his own overhead 
cost with that of other dealers on a 
comparable basis. He will decide to 
find out every possible method of 
holding down his cost of doing busi- 
ness to a reasonable minimum while 
at the same time he continues to 
build up the volume of business that 
he plans to win in making each 


month of 1921 a record breaker. 

He will set his purpose firm to 
gain a better understanding of this 
much-talked-about subject of turn- 
over—what it is, how it is figured, 
what it means in building annual 
profits, and what his own turnover 
figures are, not only for his stock as 
a whole, but also for each of the lines 
that he handles. He will set his mind 
to discover what the most profitable 
rate of turnover should be for each 
of the items he carries, and how to 
speed up his sales so that he can 
reach that rate of turnover and main- 
tain it throughout the coming year. 


Tie In with Your Industry; 
Don’t Go It Alone 


And before the strokes of the mid- 
night hour break into his thoughts, 


will recognize that priority arrange- 
ment of otherwise conflicting inter- 
ests, and who will plan his business 
accordingly. He is the man who in 
the long run wins out. When all the 
host of selfish little fellows who have 
profited highly but for a day have 
gone and are forgotten, the merchant 
with vision, with courage, with ag- 
gressive selling energy, with enlight- 
ened self-interest, the merchant who 
plans and orders and_ executes 
promptly according to definite and 
carefully laid plans, whose foresight 
is far sharper than his hindsight, 
who believes in himself and in his 
associates, who recognizes his limi- 
tations and who steadily pushes them 
back—he is the coming master mer- 
chant in the electrical industry. He 
is the man who in 1921 will begin to 



















































































Inventory Record Sheet No 
Place Date 
Article Slip : Cost Cost Percentage | Amount of 
(Indicate size or number) | No. Quantity | price | Extension | of Discount | Discount Remarks 
L—_1 
a — 
Entered by VMIEMORANDA 
Extended by 
Examined by 

















Some kind of permanent and simple inventory record is greatly needed. A suggested 


form is shown above. 


goods should be listed at the value paid, 


depreciation, expressed. both as per cent and as amount. 


On it can be assembled the data from the inventory slips. 
all entries are made a complete inventory record should be the result. 


en 
Of course, all 
but discount should be noted honestly for 
The total of this discount 


should be deducted so that a true value figure is obtained for the stock at the time of the 
inventory. Be sure to use a strong and durable bond paper for the permanent inventory 
record. All depreciated stock should be marked, and sold as rapidly as possible and at a 

sacrific of any profit if necessary in order to move it before depreciation becomes greater. - 





he will perceive the lack of wisdom 
in trying to “go it alone,” in attempt- 
ing to be sufficient unto himself, in 
saying, “Every man for himself and 
the devil take the hindmost.” He 
will be gripped by the realization that 
competition may be the life of trade, 
but that co-operation means more 
profitable competition. He will see 
himself and his business as part and 
parcel of a great industry. 

He will see that everybody profits 
most when the interest of the pub- 
lic is put first, when that of the in- 
dustry comes second, his own group 
third, his company next, and him- 
self as an individual last. 

Not every man believes that. Many 
men will call it mere poppycock. Some 
will disregard it utterly. But the 
man who is going to forge ahead in 
1921, I am convinced, is the man who 


set the most striking sales record the 
industry has ever known, who will 
ferret out new appliances, new sup- 
plies, new ways for extending the 
service of electricity in maintaining 
American standards of living. 


Set a High Mark and Hit It 


Who is he? Where is he? I do 
not know. Do you? What place 
would you have in the sun during 
the coming year? You can choose 
it before your hour of quiet thought 
breaks with the dawn of 1921. 

Did I say ONE master merchant? 
I’m wrong. There can be a score. 
There ought to be a hundred. It is 
simply up to you, the man whose 
eyes are following these words, and 
whose hands are holding this maga- 
zine. What do you say, brother? 
Are YOU on? 
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Canada—Where They Co- 


operate from Coast to Coast 
(Continued from page 279) 





electrical co-operative campaign in 
California and the organization of 
similar campaigns in Oregon, Wash- 
ington and British Columbia. 

It was pointed out that the Prov- 
ince of Quebec, with a population of 
2,500,000, should purchase electrical 
merchandise and sup- 


the meetings in French, explaining 
the proceedings. For hundreds of 
years in Montreal there has existed 
a separation of the French-speaking 
and English-speaking populaces so 
well defined that no trade movement 
in other industries has ever been 
able to overcome it. The fact that 
now, under the stimulus of the elec- 
trical co-operative movement, even 
the French and English electrical 


Co-operative Campaign of the 


Province of Quebec: 


Honorary president, J. S. Norris, vice- 
president Montreal Light, Heat & Power 
Consolidated; president, K. B. Thorn- 
ton, general manager Montreal Public 
Service ‘Corporation; vice-presidents, 
J. B. Woodyatt, general manager 
Southern Canada Power Company; J. 
W. Pilcher, Canadian General Electric 
Company; M. K. Pike, general sales 
manager Northern Electric Company; 
F. J. Parsons, manager McDonald & 
Wilson; N. Simoneau, 
Simoneau Electric Con- 





plies to the retail 





value of $50,000,000 a 
year, based on the 
average figure of $18 
per capita for the 
North American con- 
tinent. With co-oper- 
ation and _ intensive 
trade development 
working along’ the 
lines of the Goodwin 
Plan, it was predicted 
that the consumption 
of electrical goods 
could be increased to 
$40 per capita, as in 
California—also a 
land of waterpower— 
making a prospective 
sales bogey of $100,- 
000,000 for the Prov- 


‘Referring to that euchre and 


Montreal French Contractors Hold Euchre, 
Attended by 800 Persons—Entertain English 


Contractors with Proceeds 


The practical sequel to co-operative work of the kind 
described in this article is illustrated by the remarkable 
success of the euchre and dance given by the French- 
speaking contractors of Montreal on Oct. 26. 

How the euchre and dance was organized and how its 
proceeds were devoted to the entertainment of the rest 
of the electrical contracting industry at a subsequent 
oyster supper held in connection with a meeting of the 
French Section is entertainingly told in a letter from 
Monsieur J. A. St. Amour, entrepreneur electricien. Mon- 
sieur St. Amour and Monsieur N. Simoneau are two of the 
indefatigable local French leaders and workers for bet- 
ter electrical trade conditions. 


and they deserved certainly 


tracting Company; Dr. 
L. A. Herdt, McGill 
University. 


_An advisory com- 
mittee was elected 
with these members: 


Power company 
representatives: W. 
O’Brien, chairman Mon- 
treal Light, Heat & 
Power Consolidated; L. 
C. Haskell, secretary- 
treasurer pro tem. 
Southern Canada 
Power Company; R. J. 
Beaumont, Shawinigan 
Water & Power Com- 
pany; N. L. Engel, 
Montreal Public Serv- 
ice Corporation; W. J. 
Lynch, Quebec Railway, 
Light & Power Com- 


any. 
Manufacturers’ rep- 
resentatives: C. Dun- 





ince of Quebec under 
co-operative electrical 
trades effort. Plans 
under’ consideration 
for the Quebec Prov- 
ince campaign call for 
the creation of a local 
fund of about $7,000, 
to be subscribed 
‘ jointly by the central 
stations, contractors, 
jobbers and manufac- 
turers. A manager- 
secretary will be em- 
ployed at once and 
later a field staff will 
be added, to do work 
out among the retail- 


dance a Comity of eight was 
form for that circumstances with 
right to adjoin other members so 
that a few days later every 
members of that section was 
working full blast,’’ writes 
Monsieur St. Amour. 

“Eighty-two (82) gifts were 
given by the power companies, 
manufacturers, jobbers and elec- 
trical contractors of all national- 
ities, all were well please of 
doing so knowing that they were 
helping Canadians and that 
profit would derive from it. 

“We expected about three 
hundred (300) peoples but eight- 
hundred-and-ninety-two (892) 
were present. We had to give 
two, series of straight euchre. 
We felt rather overloaded with 
emotion by thinking that we 
could handle such a big crowd 
and try to please every one. 


congratulation by attending. 

“The total amount was $998, 
less expense of $265, making a 
net total of $723. Not being 
familiar of having so much 
money for electrical contractors 
we have thought that we could 
organized for both sections a 
little Oyster Party. 

“On November 9 we had the 
pleasure to have gathered 65 
electrical contractors of all 
nationalities to listen to our 
regular French meeting waiting 
the opportunity to stand up 
around tables where oysters, 
celery, cheese, crackers, beer 
and wine including toasties to 
be eat without any opposition. 
We had also the pleasure to see 
our legal adviser, two members 
of parliament, the two electrical 
inspectors name by the govern- 
ment being our guest. 


can, manager Duncan 
Electrical Company; 
George Wight, Mon- 
arch Electric Com- 
pany; C. F. Nedbury, 
general manager Ca- 
nadian Westinghouse 
Company. 

Jobbers’ representa- 
tives: J. W. Pilcher, 
general manager Ca- 
nadian General Elec- 
tric Company; M. K. 
Pike, general sales 
manager Northern 
Electric Company; S. 
W. Smith, president 
Electrical Equipment 
Company. 

Contractor - dealers’ 
representatives: J. A. 
St. Amour, Montreal; 
F. Parsons, McDonald 








ers, as has been done 
in California. An in- 





‘Remarkable 
taken by the wholesale dealers ing.” 


actions were 


“A regular Goodwins meet- 


& Wilson, Montreal; A. 
Doddrige, manager 
Quebec Electric Com- 
pany, Quebec; J. Nault, 











teresting feature of 





Nault & Brown, Three 





the Montreal meetings 
was the presence of a large number of 
French-Canadian electrical contrac- 
tor - dealers — “entrepreneurs - mar- 
chands” — who serve the electrical 
needs of Montreal’s large French- 
speaking population. Many of them 
do not understand English easily, and 
at the various sessions, following the 
addresses by Mr. Goodwin and others, 
the president of the French section, 
Monsieur N. Simoneau, addressed 


men of Montreal and Quebec are 
working together shoulder to shoul- 
der, breaking down, for the first 
time, the age-old separation of the 
races, augurs much for the progress 
of electrical co-operative effort in the 
province, in the judgment of those 
men who know local conditions in- 
timately. 

Following is the personnel of 
the officers of the new Electrical 


Rivers; W. Wiggett, 
Electric Repair & Con- 
tracting Company, Sherbrooke. 
Consulting engineers: Robertson & 
Company, De Gaspe Beaubien. 
Bell Telephone Company representa- 


tive: W. H. Winter, general superin- 


tendent of plant Bell Telephone Com- 
pany of Canada. 

Co-operation, then, is an estab- 
lished fact in Canada from coast to 
coast, and all electrical groups see 
clearly its promise in a tremendous 
expansion of electrical business. 
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More Proof that Selling Will Sell: 


— 215 Washers in 12 Working Days! 


What Seems to Be a 1920 Sales Record Has Been Set by the Adirondack Light & 
Power Corporation in a Campaign Which Keeps Schenectady, N. Y., Up 
in the Lead Among Progressive Electrical Cities—Advertising, 
Store and Window Display and Sales Organization 
Methods Which Hung Up the Record 











a 





No, this is not somebody’s grandfather working off an election 

It is just one of the methods used by the Adirondack Light 
& Power Company in gaining publicity and increasing sales in its 
recent electric washer campaign at Schenectady, N. 
on a motor truck was an old-fashioned Nae washboard and 
“ce at er’”’ 


bet. 


wringer, and a modern electric washer. 


ES, 1920 is certainly a great 
\ year. America won the yacht 
race, walked off with the Olym- 
pic games and Schenectady seems to 
have broken the 1920 record for sell- 
ing electric washers. The score: 215 
washers in twelve working days. The 
time: Sept. 13 to 25. So far as we 
know, no campaign in 1920 has 
touched the pace set by the Adiron- 
dack Power & Light Corporation, re- 
gardless of population of city, special 
terms offered, size of selling organi- 
zation or price of the washer sold. 
Going back a bit, in 1917 the 
Schenectady Illuminating Company, 
as it was called in the old days, put 
on a washer campaign and sold 110 
in twenty-three working days. 
Washers were newer then than they 
are today and the Schenectady 
Illuminating Company was_ just 
beginning its acquaintance with the 
particular machine sold, so the re- 
sult of the campaign was considered 
remarkable. Since then the people 


. Y. Mounted © shows 


labored in- 


of the great electrical city have been 
eonstantly and increasingly educated 
in the appliance as a result of the 
progressive advertising and sales ef- 
forts, but not until September was 
W. M. Walsh, the sales manager, able 
to satisfy his cherished desire to put 
on a second large campaign. The 
reason, of course, has been shortage 
of machines. 

The third week in August Mr. 
Walsh decided that he wanted to put 


.on a campaign about the middle of 


September. “The people will be back 
from vacation,” he said, “and they 
will want our machines to prepare 
their blankets and curtains for the 
winter, as well as to do up a lot of 
soiled summer clothes.” 

“Any special inducement to buy 
now?” 

“Yes, we’ve been selling at $10 
down. We'll make it $5 down during 
the campaign, and the rest at $12 a 
month, as usual. That gives those 
who wish it a chance to have an 


dustriously to get out the washing on the line, long after .the 
daintily dressed young lady had completed her own washing, as 
the placards indicate. 


The picture was taken by floodlight and 


how a crowd turned away from a motion picture and 
vaudeville house to hear the old man in picturesque language 
describe the contrast between the old and new washing methods. 


electric washer and wringer in their 
homes for $5, and thirteen months to 
pay the balance. We’ll carry the ac- 
counts and no one need have $150 
tied up in the investment except 
ourselves. Cash sales will be made 
for $150, less 3 per cent.” 

“Well, Bill, what’s your bogey?” 

“Two hundred machines in twelve 
working days.” 

The bogey was immense, the time 
for detailed preparation short, but 
Walsh and his organization don’t let 
any grass grow under their feet. Im- 
mediately the wheels of the Schenec- 
tady advertising and sales organiza- 
tion were put into motion and the 
manufacturer’s advertising depart- 
ment was given a big rush job. 

Three days before the campaign 
opened a series of teaser ads ap- 
peared, increasing in size, reading 
matter and pulling power and exciting 
the curiosity of readers over the 
grand announcement to follow. Each 
featured the question, “What do you 
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need most in your home?” followed 
by a large question mark to attract 
the eye. Each day a line or two was 
added, increasing public curiosity and 
giving added hints of a real oppor- 
tunity to follow. As a result nearly 
every one read the six-column display 
on the opening day of the campaign, 
which answered the previous ques- 
tion with the campaign slogan, “What 
you need most in your home: A 
Western Electric Washer and 


Wringer,” and gave a full description 
of the service and opportunity to 
possess being offered to the public. 
The campaign slogan was used in 
all newspapers, truck and store ad- 


sales commensurate with the prize 
money invested. 

During the campaign the trucks 
carried banners advertising the slo- 
gan and selling terms, and the 
second week emphasized the closing 
date. The trucks decorated were 
those used in making deliveries and 
by the meter department, as they do 
the most traveling. 

Thursday of the first week a street 
parade was staged comprising the 
trucks mentioned, a special display 
truck, and Mr. Walsh’s own ear, 
placarded, in the lead. The special 
truck carried a message all its own. 
An old man was seen breaking his 

















Men, of course, are nearly always interested in the test of a mechanical device, but the 
crowds that hung about this window indicated that’ women are equally interested when 


the test covers a household device. 


The slogan of the campaign, “What do you need 


most in your home?” was kept alive in every window display. 





vertising throughout the two weeks, 
and newspaper ads featured selling 
points of the washer, with increasing 
emphasis on the lapse of time and 
the number of days remaining. 

Mr. Walsh also advertised a prize 
essay contest on the subject, “How 
the Electric Washing Machine Light- 
ens the Labor in the Home.” The 
contest was for children in the grade 
schools and $55 in prizes was offered. 
At the end of the campaign three 
neutral judges found nearly two hun- 
dred essays to review, and no doubt 
as many Schenectady families had a 
hand in preparing the material the 
essays contain. That was clever edu- 
cational work by the sales manager 
and the future should bring increased 


back and wearing out his knuckles 
over an old washtub and scrubbing 
board, and turning an old-fashioned 
wringer. In the front sat a dainty 
miss enjoying herself while the elec- 
tric washer did her washing. The 
moral was the subject of the principal 
banner: “The husband did the wash- 
ing once, then bought his wife a 
Western Electric washer and 
wringer.” The parade was stationed 
at the gate of the General Electric 
Company at closing time, where it 
amused and interested 22,000 work- 
érs who had just been paid off. At 
night the feature truck gave its show 
on the main street at a busy corner, 
and. moved on to Schenectady’s pop- 
ular vaudeville house, where strong 


floodlights made it the center of at- 
traction. Before a flashlight of it 
could be taken the crowd had to be 
pushed back by the police, so humor- 
ous was the countrified jargon of the 
oid farmer who gave his sales talk 
as he scrubbed clothes. The same 
truck was put into operation the next 
day and the last two days of the cam- 
paign. A number of women men- 
tioned the show when salesmen 
called on them, and people coming 
into the store to buy wanted to know 
where the Adirondack company 
found the clever old farmer, who was 
none other than W. A. Robinson, one 
of the aggressive young salesmen of 
the company. 


STORE AND WINDOW DISPLAY 


‘Almost every one in Schenectady 
comes into the Adirondack office to. 
pay his light and gas bills. Two 
arrows painted on the tile floor led to 
a floor.sign displaying the campaign 
slogan and terms, beyond which 
stood a washer mounted on a table, 
in direct line of vision. Overhead, 
hanging between columns, were large 
signs driving home the campaign 
message. 

The manufacturer furnished fold- 
ers to accompany outgoing bills; 
especially prepared form letters 
which were mailed to a picked mail- 
ing list of good prospects; two lan- 
tern slides used in each of seven 
motion picture houses; the news- 
paper cuts used, and a quantity of 
window displays and placards. Adi- 
rondack’s sign painter did all the 
special placards and signs, giving 
variety and originality to the various 
displays. 

The front window and three side 
windows contained displays selling 
different ideas in regard to the 
washer and the service it gives. The 
front window showed the washer 
operating with soap suds, and with 
housings removed to demonstrate 
how it works mechanically. Another 
exhibited a machine which had 
washed clothes more than a thousand 
hours, or thirteen years in the aver- 
age home, without appreciable wear 
on the gears. This made a strong 
appeal to the men. Another window 
featured the tub and cylinder. The 
front window was redressed for the 
second week and displayed a “wax 
lady” pointing to the scrub board on 
one side and the electric washer on 
the other, contrasting the two meth- 
ods through placards. 
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Cleveland Electrical League Opens 


A School for Electrical Salesmen 


Prompted by a Serious Shortage of Capable Salesmen, Every Group in the Industry 
in Cleveland Gets Behind an Actual School with a Special Instructor and Student- 
Salesmen Who Pursue a Course Carefully Worked Out for Electrical Goods 


doing a big thing in a big way. 

In a word, they are building 
a brand new foundation, a sounder 
one, for the entire structure of their 
business, and right in line with the 
new order of things commercial. 

A business school for electrical 
salesmen! Who ever heard of the 
idea? True, there always has been 
the informal sort of schooling passed 
out, sometimes all too insufficiently 
and, yes, too selfishly, by individual 
concerns of the greater magnitude to 
their employees. 

But over in Cleveland they’ve 
started a real -honest-to-God school 
for electrical salesmen, supported by 
every group in the industry, and with 
an instructor who has had a sound 
experience in all types of-selling. It 
isn’t just being talked of—it’s begun. 

Here is why the school started; 
and it might be well for electrical 
men in other cities to sit up, take 
notice and think over the plan. J. E. 
North, one of the active members of 
the Cleveland Electrical League, gave 
the school its original boost: 


(Janes bie electrical men are 


WANTED: MEN WHO CAN 
CLINCH SALES 


“We found here in Cleveland that 
a large number of prospects were 
slipping away from us_ unsold. 
People who inquired about electrical 
goods of almost any description 
walked away in too many cases with- 
out buying. Something was wrong. 
So we investigated. 

“The first observation was the lack 
of what any one could call efficient 
salesmen. There were some excel- 
lent salesmen, of course, but too 
often these few had to bear the brunt 
of loads of an entire company and 
type of electrical salesmen who 
weren’t fitted to sell anything. They 
were just sort of store fixtures, 
capable of only half telling the merits 


By J. H. CUMMINGS 


of their goods and rarely ever being 
able to clinch sales unless the pros- 
pect was sold before approach. 

“This wasn’t the fault of em- 
ployers so much as it was of the 
entire industry in not getting to- 
gether sooner to formulate more 
scientific methods in handling mer- 
chandise. I believe from what I have 
heard and observed that this condi- 
tion is much the same in the electrical 
business all over the country. 


A PART OF THE LOCAL CO-OPERATIVE 
CAMPAIGN 


“Of course, the trouble was the 
same as in every other industry—we 
thought we didn’t need good sales- 
men until somewhere along about 
last spring. Our problem had not 
been to sell but to get merchandise, 
and get it at a reasonable cost. So 
we found that the electrical business, 
like some other lines, had lost its 
real salesmen, that the sales view- 
point was gone and we would have 
to build from the bottom up. 

“Sending field men into the stores 

would help some, but we wanted 
something even more complete in 
ability to get results. So the school 
for salesmen idea was advanced, and 
it took and took hard.” 
. With the idea hatched and its 
limbs growing, somebody had to step 
up as “mother protector.” That 
proved a simple problem, for over at 
Cleveland they have an Electrical 
League that grabs every new idea 
that is worth while and plays it for 
all it’s worth. 

Right at this time, the league is 
beginning a campaign of education. 
It’s a campaign of propaganda for all 
things electrical directed at the 
public and is under the direction of 
a members’ council, a body consisting 
of three representatives of each of 
the seven electrical groups. The 
council immediately passed on Mr. 


North’s recommendation for opening 
a school. 

The man secured as instructor was 
L. H. Reiss, who, in addition to 
having an actual sales experience 
extending over a number of years in 
manufacturing, jobbing, retailing 
and specialties, has been for the past 
five years connected with a large 
business and sales school at Chicago. 

How to make the school. self-sup- 
porting was the next question. A 
scheme was evolved whereby sales- 
men would be permitted by their 
employers to attend class four hours 
each morning, beginning at 8 o’clock 
pronto, for a period of one month, 
then complete the course by attend- 
ing one night class each week for a 
period of six months. This latter is 
a sort of finishing off or post-gradu- 
ate course. 

In order that the first class might 
begin work immediately without 
having to bother about waiting for 
the necessary operating funds, em- 
ployers of the first applicants were 
asked to pay for the first course, then 
arrange with their student employees 
as they saw fit. The charge for this 
course, the first of which opened Nov. 
1, is $65. The December class, how- 
ever, will pay the league this tuition 
fee on an installment plan, graduated 
as low as $5 weekly until fully settled. 


How Mucu Is THE CLASS 
ACCOMPLISHING? 


A few of the merchants at first 
cried “Oh, poppycock!” Others, “No 
good in it.” That was at first. Do 
you remember not so far back when 
courses in agriculture opened up in 
the colleges? “Absolute rot,” de- 
clared old man farmer. Now he’s 
taking lessons from friend son, work- 
ing about one-fourth the hours, and 
making more money! 

Just listen to what the students 
themselves say about it—one a store 
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“No canned selling talks,” says L. H. Reiss, the merchandising 
expert who has been employed as the special instructor for 


Cleveland’s school for electrical salesman. 


“Memorize the best 


points for sales talks. 


fitting your sales talk to the type of customer or the condition 
under which you are selling.” 


Use your intuitive resourcefulness in 





proprietor, another a manager, an- 
other a jobber’s salesman, another a 
manufacturer’s salesman and another 
a new man in the industry. Each 
was asked to write down his actual 
opinion of what the school has done 
for him minus any complimentary 
flourishes. 

The dealer proprietor: “I couldn’t 
learn in twenty years of actual expe- 
rience what I have added to my sales 
ability in this course. It is the most 
beneficial thing I’ve ever had.” 

The jobber’s salesman: “I’m frank 
to say I thought I knew a good deal 
about selling retailers, but I didn’t. 
I’ve counted up thousands of dollars 
in business I have missed just 
because I didn’t apply some of the 
ordinary. things I learned in this 
school.” 

The store manager: “I’ve got a 
little reorganizing to do in my 
business as a result of what I 
learned. It’s very easy to see now 
why business was slipping by me.” 

The manufacturer’s salesman: “I 
wouldn’t have missed it—now that I 
know the results—for any sum of 
money. This course ought to be 
opened to every electrical man in the 
country.” 


The new man: “I’ve got a founda- 
tion in the electrical business from 
this class that I thought would take 
years to acquire. And the~ boss 
already is seeing the results.” 

These expressions are not the 
Cleveland enthusiasm for a local 
project. They are serious remarks 
and, could the outside electrical man 
get a glimpse of the class of old 
timers, young men: and seasoned 
veterans of the electrical business 
drinking in every word pronounced by 
the instructor and fastening their 
eyes on his every movement for the 
four hours’ class period each day, he 
could get a deep impression of the 
seriousness with which the salesman- 
students take their work. 

The graduates of the first class 
include one district sales manager, 
five appliance salesmen, two wiring 
contractor salesmen, two dealer 
managers, one manufacturing sales- 
man, four jobber salesmen and seven 
new men. 

Note that there were seven new 
men. That means new blood in the 
industry; men starting out with a 
better foundation of real, practical, 
scientific salesmanship than we have 
been used to pushing on the public. 


It is needless to say more sales to 
satisfied customers will result. 

Why will these classmen be better 

salesmen? 
- “Because,” in the words of Mr. 
Reiss, the instructor, “they know how 
to show the public your own goods 
with a knowledge of their own 
powers, with an ability to describe 
in detail, if necessary, the workings 
of your products and their superior 
qualities; they have the principle of 
true service to the public and their 
employers ground into them; they 
have learned how to inspire others 
with your product because they know 
how to become enthusiastic them- 
selves and they are instilled with the 
value of loyalty.” 

The methods of making a thorough 
analysis of products to determine the 
best sales talking points, of analyzing 
the market for sales, value of con- 
centrated effort above _ scattered 
drives, human nature study, the pre- 
approach, approach and various sales 
talks to a prospect—all these are 
drummed into the classmen. 

“No canned selling talks,” is the 
motto of Mr. Reiss. ‘Memorize the 
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Managing an 


Electrical Contracting Business 


IN TWO PARTS—PART II 


Business Will Be Successful to the Extent that the Fundamental 
Principles of Management Are Applied, and the Business Will 
Be a Failure to the Extent that These Principles Are Neglected 


factory practice refer to definite 

routine operations, very necessary 
and important steps in the process of 
executing an order. A schedule is the 
record of a plan, a listing of various 
operations to be performed in the exe- 
cution of an order, showing the 
sequence of operations and time allotted 
to each. The term “dispatching” refers 
to any means taken to insure the actual 
carrying out of plans and schedules. 
Scheduling and dispatching are not 
definite routine operations in business 
management as in factory practice, but 
are fully as necessary and important. 
Under scheduling we will include any 
operation of putting a plan in definite 
and concrete form with definite times 
allowed for carrying out the various 
portions of the plan. The organization 
plan shown in your diagram, when 
accompanied by a list of individuals 
selected te fill the positions indicated, 
and when the time is specified at which 
each individual is to begin his duties 
on a particular task, becomes a sched- 
ule. When the manager has employed 
the men, has assigned to each man his 
duties, and thus has started the 
machine going on schedule time, his 
schedule operations have been properly 
dispatched. 

At first sight it may not be evident 
why these two principles should be 
considered equally as important as the 
other eleven. The reason is found in 
that ancient enemy of efficiency and 
progress, procrastination. Many a 
good business plan, many a bright 
idea, has passed away and been for- 
gotten simply because it was never put 
into definite form and carried out. 

Scheduling may well be applied to 
some of the routine work in the office. 
In one office it has been found of great 
value to prepare on a special form a 
schedule of each job of any consider- 


G tsctory prac and dispatching in 





*From an address by A. L. Abbott, Elec- 
tric Construction Company, St. Paul, before 
the annual convention of the National Asso- 
ciation of Electrical Contractors and Deal- 
ers, Baltimore, Oct. 7, 1920. Part I, covering 
ideals, plans, personnel, organization, and 
records in an electrical contracting busi- 
ness, appeared in the November issue. 


By A. L. ABBOTT 


Electric Construction Company, St. Paul 


ELECTRIC CONSTRUCTION CO. 


CONTRACT SCHEDULE 


Contract with 


en ite 





Desc: iption of Work 


5 





Engineer in Charge 





Building Progress 


Pour floor 


eee | eee 


File No. —— 


Job Progress 


| __ Start work 





ste tile walls 


Sets wanted 





Ist car pe 
2nd “ 
3rd “* 


Panels 
Small wire 
Large wire ~ 


Finishing fittings 


Detail cabinet installation 
Detail switchboard installation ~ 
Make sketches cabinet 
LARGE WIRE 
Schedule for factory 
Schedule for foreman 
PLATES 


Specifications for factory 





A special form of contract schedule for each job of any considerable importance is 


valuable for office use. 


The schedule first shows the anticipated rate of progress and 


date of completion of the building ; next the corresponding rate of progress on electrical 
work, and finally the dates on which the principal classes of electrical material will be 
needed and on which any office engineering work should be completed. 





able importance. This schedule first 
shows the anticipated rate of progress 
and date of completion of the building; 
next the corresponding rate of progress 
on the electrical work, and finally the 
dates on which the principal classes of 
material will be needed and on which 
any office engineering work should be 
completed. Having the schedule pre- 
pared, the engineer in charge of a 
dozen jobs is enabled to dispatch his 
work so as to insure the delivery of 


materials and the furnishing of re- 
quired data to the foreman at the 
proper time. 

The next principle claiming our at- 
tention is that of standardized condi- 
tions. In this expression of the term 
“standardized” is intended to mean not 
merely that which conforms to a 
standard, but that which is brought up 
to the highest standard. In consider- 
ing the conditions under which a man 
works, his physical surroundings come 
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first. These in turn have a very de- 
cided influence on a man’s mental con- 
dition. 

It is a fundamental and perfectly 
obvious principle in managing labor, 
though one often neglected, that the 
workman must be given an opportunity 
to do his best; that it is unreasonable 
and even absurd to expect the best 
results from a man when he is working 
under conditions that make the best 
work impossible. This is coming to be 
well understood in factory practice, so 
that we find the progressive factory 
manager going to extremes, taking in- 
finite pains to provide ideal working 
conditions for the mechanic. The me- 
chanic’s product is easily measured and 
recorded as to quantity and quality, 
therefore the results of standardized 
conditions are in this case easily trans- 
lated into dollars and cents. If it were 
possible to apply equivalent methods of 
measuring and grading the product of 
the brain worker, surprising possibili- 
ties of reducing overhead and improv- 
ing service would be shown. 

All details of the office and its equip- 
ment must be given careful study— 
space, arrangement, heating, ventila- 
tion, lighting, janitor service, desks, 
tables, chairs, filing equipment, storage 
for supplies, appliances, and many 
other items. There is a double reason 
for bringing the lighting in your office 
up to a standard of first-class office 
illumination; it is actually economical 
to do so, and at the same time you ad- 
vertise your technical ability and good 
sense. 

The extreme importance of standard- 
izing the working condition in the 
office is no doubt well understood by 
many contractors, but certainly not by 
all. The beginner in the business with 
a very small organization can often 
overcome the handicap of poor working 
conditions by the force of his person- 
ality. As the size of the organization 
increases more and more work and 
authority must be delegated, making it 
increasingly difficult to maintain high 
standards of work under bad condi- 
tions. 

Office engineers and estimators in a 
contracting business do a great deal of 
work in connection with large building 
plans. At the same time, catalogs, 
correspondence and data files, note 
books and curve sheets are in use and 
must be spread out for convenient ref- 
erence. In one office conditions are 
standardized for maximum efficiency in 
this class of work by providing each 
man with a regulation flat-top desk and 
a 3 ft. x 5 ft. table of special design 
having a number of very carefully 
thought-out features, with a _ swivel 
chair placed between the desk and the 
table. 

The sum total of standardized condi- 
tions is expressed in the atmposphere 
of the office. There is no satisfaction 
like that of achievement; put this 
satisfaction within a man’s reach by 
surrounding him with conditions that 
make achievement possible. It is al- 


most impossible to stop an organiza- 
tion that is working in an atmosphere 
of efficiency and success. 


STANDARDIZED OPERATIONS 


In the same way that it is necessary 
to provide the proper equipment, appli- 
ances and other conditions, it is also 
necessary to standardize the method of 
doing the work. There is only one best 
way to do anything; that way must be 
found, and that thing done only in that 
way. In most offices there is little diffi- 
culty in having the established routine 
followed, for this is the line of least 
resistance, but a great deal of inertia 
must be overcome before any effort is 
made to seek out and apply the one 
best method. In spite of his traditional 
progressiveness, the average American 
business man is very much attached to 
his own little rut and very much preju- 
diced in favor of continuing the old 
method, for the sole reason that the 
thing has always been done that way. 
Most of our operations are standard- 
ized in the sense that they are fixed— 
a certain thing is in most cases always 
done in the same way—but the method 
is often one that we have drifted into 
the habit of using and is not the result 
of careful study and investigation to 
find the one best way. 

The principle of standardizing oper- 
ations should be applied to all routine 
clerical work, to engineering work and 
to estimating. By standardizing the 
operation of writing specifications, it 
has been found possible greatly to im- 
prove the form of the specification; as 
to arrangement and wording, there is 
practically no chance that important 
items will be omitted, and the time 
required is greatly reduced. 

There is no good reason why all 
estimates made in one office should not 
be made in accordance with a stand- 
ardized method. If properly recorded, 
the estimates will then be perfectly 
intelligible to any estimator in that 
office and can be easily checked. This 
applies particularly to pricing labor. 
It is entirely practicable to arrive at 
labor costs by a fixed method of calcu- 
lation based upon tabulated data. 


WRITTEN INSTRUCTION 


Having expended some time and 
money in,an investigation to determine 
the best way of doing things, we must, 
in order to preserve the results of our 
efforts, set them down in the form of 
written instruction sheets or other per- 
manent records. All office routine 
should preferably be reduced to writ- 
ing, forming a complete code of prac- 
tice, which is revised as may be neces- 
sary and always kept up to date. Such 
a code is indispensable in large con- 
cerns and would be of some advantage 
to any contractor, but it is not so neces- 
sary where the entire office routine is 
handled by only a few people. 

Every electrical contractor is contin- 
ually working out new methods of do- 
ing things, new construction details, 
new schemes for shortening office oper- 
ations. All such improvements should 


be made permanent assets of the con- 
cern by means of some form of rec- 
ords which are kept convenient for 
reference. The new ideas that work 
out well in practice become the stand- 
ard practice of the company, and the 
records become standard practice in- 
struction sheets. For example, an in- 
struction sheet for draftsmen covering 
sizes of drawings, border lines, titles, 
symbols, etc., insures uniformity in 
drawings and saves much time. A 
special loose-leaf binder holding sheets 
13 in. x 20 in. has been found very 
useful as a means of keeping con- 
venient for reference all drawings of 
construction details that have perma- 
nent value as standards. 

The Minnesota Labor Cost Data 
Committee prepared a set of written 
standard practice sheets covering in 
detail all operations in making an esti- 
mate. These sheets serve several pur- 
poses. The small contractor whose 
business is gradually expanding is en- 
abled to follow the best practice in 
estimating, makes more accurate esti- 
mates and thereby becomes better in 
competition. In some of the larger 
offices it frequently becomes necessary 
to teach a new man how to estimate 
work. By the use of the written in- 
struction sheets, this can be done with 
the instructor, and the beginner learns 
the minimum expenditure of time by 
all the best methods. 


DISCIPLINE 


Discipline is a necessity in every 
organization. However, in a small 
organization discipline is not a matter 
of time recorders, rules and penalties. 
Rules there must be, but an enthusi- 
astic interest in the work in hand is 
far more potent in enforcing rules 
than are any penalties. There always 
is, of course, the penalty of discharge, 
but this is a penalty for lack of ability 
or lack of desire to accomplish rather 
than for the infraction of set rules. 
The most rigid self-discipline must be 
practiced by the man at the top; the 
force of his example is all-powerful 
and all-pervasive. Standardized con- 
ditions are a large factor in the main- 
tenance of discipline. A well-arranged, 
well-equipped, well-lighted, well-venti- 
lated, comfortable and clean office ex- 
erts a powerful influence on the office 
force to keep regular hours, to prevent 
loafing on the job and to make them 
orderly and systematic in their work. 

Some employers follow a_ close- 
mouthed policy of keeping their office 
employees in complete ignorance, so 
far as possible, of everything pertain- 
ing to the condition of the business. This 
is a great mistake. Take a man into 
your confidence and if he is a man of 
the right mental caliber he will respect 
that confidence. If you are having a 
tight pull financially, tell your men at 
least something about conditions and 
they will redouble their efforts to pull 
you out of the hole. If business is good 
and things are coming your way, be 
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This “Lighting 
Furniture” Idea 


HAT are we doing to put power and progress be- 

hind the Big Idea of “Lighting Furniture”? It is 

a thought that must be sold, but it’s a thought that 
will sell more fixtures than all the tricks of the master sales- 
man. It is a thought that will put hundreds of thousands 
of already-wired houses in the market for the kind of fixtures 
that the owners want and ought to have. 


While they have considered this lighting equipment as 
fixtures, there has been no market in the old-fashioned home. 
For fixtures are fixtures and there they are. But let them be 
thought of as “/zghting furniture’ and that’s something else. 


For everybody now and then discards old furniture and buys 
something new. 


Why not, then, all together to talk “Lighting Furniture”! 


But it doesn’t do us all much good to know that this is so 
and let it go at that. We've got to sell this Big Idea. The 
market will develop, and as it grows improved lighting con- 
ditions will come in the home only as more and more men 
and women get the point and bring more and more fixtures 
to re-equip more homes. Each one of us should hold him- 
self responsible for spreading this thought among his per- 
sonal friends and customers. Let’s get some of the homes 
we know refurnished with “Lighting Furniture” right now. 
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Getting at Fixture Selling Costs 
Through Organization 


Lack of Uniform Methods in Analyzing Costs Is at Bottom of Many Evils of Competition in the 
Fixture Business—Fixture Dealers’ Society Plans to Establish Dependable 
Cost-Finding Methods Throughout Retail Fixture Shops 


By FRANK B. RAE, Jr. 


E’RE all pretty well agreed 
\\ that the lighting-fixture busi- 
ness is not exactly a mint. 
The profits are not large, the trade 
abuses are many and exasperating, 
the competition is of a sort that 
sometimes makes a pack of hyenas 
appear ethical and altruistic by com- 
parison. It is, in the language of the 
street, one heluva business. 

At the same time it is a great and 
necessary business. When we think 
of the tremendous building activities 
that must take place in this country 
within a very few months to over- 
come our acute housing shortage, 
when we think of the hundreds of 
thousands of farm-lighting plants 
being sold, when we see the close net- 
work of central station service wires 
spreading out in every direction—we 








Now we cannot hope to cure our- 
selves of this obsession all in a 
minute. It will take time. But we 
can point out the way to business 
health and prove that the cure 
recommended is safe and sure. If 
we'll all try it all the ills of the 
fixture trade that have been ascribed 
to competition will disappear. The 
business will become constructive; it 
will grow by leaps and bounds; you 
will make money. 

The cure prescribed is organiza- 
tion. 

*° * * 

The primary aim of a _ trade 
organization is to give its members 
greater profit. This was accom- 
plished in the old days by the simple 
device of fixing prices. Certain 





so-called “trusts” used to fix: prices 


realize how great and how necessary 
the lighting-fixture business is. 

Then why should it not also be a 
noble and profitable business? 

Ask this question of any one who 
deals in fixtures or deals with fixture 
men and you will always get the 
same answer, and the wrong answer 
—competition. There seems to be an 


J. A. A. HAMILTON 


Chairman Educational Committee Lighting 
Fixture Dealers’ Society of America 


Mr. Hamilton is president of the Hamilton 
Company, fixture dealers at 735 Central 
Avenue, Cleveland, Ohio, and is a director 
of the national society of lighting fixture 
dealers. As chairman of the educational 
committee of the latter organization Mr. 
Hamilton has devoted much thought and 
effort to the problem of getting a uniform- 
cost-accounting system before the retail 
fixture trade. 


in such outrageous fashion that 
Uncle Sam got sore and passed a 
law against it. Today they put price 
fixers in jail. 

But while it is both unethical and 
illegal to fix prices it is thoroughly 
proper and thoroughly profitable to 
have uniform methods of finding 





ineradicable conviction in the trade 


costs. Your Uncle Samuel, through 
the Federal Trade Commission, 





itself that the rest of the men who 
comprise the fixture trade are “a peculiarly low, vicious 
and ignorant variety of the genus homo sapiens.” It 
seems to be taken for granted that any one who conducts 
a business in this lowbrow industry must of necessity 
adopt stone-hatchet methods of competition. 

Of course such an idea is absurd. 


“JUST PLAIN CRAZY” ON THIS SUBJECT 
OF “COMPETITION” 


The fact of the matter is that the fixture trade is 
just plain crazy on this one subject of competition. We 
have talked about vicious competition so long and looked 
for vicious competition so keenly and—let’s face the 
truth—we have on occasion practiced vicious competi- 
tion in a manner so unworthy that we and everybody in 
the business are simply bughouse on the subject. 


classes as unfair competition the gink 
who underprices an article through ignorance of his 
costs. It is held that the darn fool who sells an item at 
less than cost because he doesn’t know what the true cost 
is, is a menace and an injury to honest business men. So 
it comes about that while two or more men cannot get 
together and “conspire” to fix a price the fixture dealers 
in any community can properly exchange cost informa- 
tion on fixture selling. 

And then when all the dealers know exactly what the 
costs on any item are it is a safe bet that none of them 
will be so foolish as to sell below cost, and that none will 
be so audacious as to profiteer. 


* % * 


“Why,” I asked one well-known fixture man, “is it 
that fixture costs are so varied? I have seen identical 


292 








ei: en ree 








acta: lB ar 


1 kala: 








be 
beste 





ane es 





lx 


re an Pete ow , <n ria, Orr TaD 
ighdng Jounal Section / Electrical Merchandising 











items for sale in stores next door to each other on which 
the prices vary 35 per cent. 


FORGETTING, AND “THERE-OR-THEREABOUTS” 
METHODS ARE TO BLAME 


“Forgetting is the big reason. In figuring costs some 
item is almost always left out. This is due to lack of 
system in figuring fixture costs, to too much guesswork 
and to ‘there-or-thereabouts’ methods which prevail. 

“For example, a dealer will buy a fixture and in 
pricing it for resale he will get in what he believes are 
all the items of cost, thus— 

Bare cost 

Overhead 
Completing material 
Assembling labor 
Installing labor 

“That looks fairly complete, but when you dig into 
details you find that the solder and tape used in install- 
ing are forgotten, that a couple of screws are left out, 
that the inspection charge has been omitted. 

“T spent half a day in one of the largest fixture depart- 
ments in the country, an organization having a very 
fine and complete bookkeeping and audit system, and 
not a fixture in its stock had been priced in accordance 
with any true cost system. About half of its system was 
guesswork, and half the small and hidden cost items 
were forgotten or bulked arbitrarily. 

“TI was in another large fixture house and was privi- 
leged to dig into its glassware costs. I found one invoice 
upon which the packing, freight and haulage on a lot 
of glassware. were more than the value of the glass; an- 
other invoice where the packing and freight were the 





wai 





same on twenty-seven pieces as upon two dozen pieces. 
In this establishment all glassware carried a fixed per- 
centage for packing and freight, but nobody knew 
whether that percentage was true or not. It was a 
guess. In one case the packing and freight amounted 
to 110 per cent; in another case, 20 per cent; in a third 
case, 12 per cent. But in pricing a flat percentage was 
added to each item, which made them price some stuff 
below cost and some at an exorbitant profit.” 
* * * 


A UNIFORM SYSTEM OF COST FINDING 


It is the purpose of the Fixture Dealers’ Society, 
according to J. L. Wolf, its secretary, to gradually 
establish through the country a uniform and dependable 
method of cost finding. That work is now under way 
in many communities where local branches of the society 
exist and has resulted in the practical elimination both 
of the price cutter and the gouger. Instead of varia- 
tions as great as 35 per cent on identical items the 
prices in these communities where the fixture dealers 
know their costs are within the reasonable bounds fixed 
by keen and intelligent competition. 

It is to be noted that the success of this movement 
toward true cost finding depends upon organization. No 
one man can get anywhere if he alone of all the dealers 
in town knows how to figure costs. The leading dealers 
of the community must all have this knowledge and 
they must menage somehow to hammer it into the heads 
of the less enterprising of their competitors. Organiza- 
tion is essential. 

And organization is something which a great many 


A GROUP OF WELL-KNOWN FIGURES IN LIGHTING FIXTURE ORGANIZATION WORK 


Here is an unusually fine example of our Cubist retoucher’s best 
(or worst) work following the Impressionist school of Art! 
Starting out with what was a picture of six well-known good- 
looking lighting fixture gentlemen, the gifted artist has, with a 
few deft strokes, worked the remarkable transformation shown. 

Undoubtedly Dr. Teague, the great New York facial specialist, 
would have charged Charles H. Hofrichter, secretary of the Na- 
tional Council of Lighting Fixture Manufacturers (second from 
the left), a fee of several thousand dollars to perform the changes 
in his facial appearance here shown. Yet all this our artist has 
accomplished painlessly, quickly, and with evident joy in his 
work. The highly conventionalized right hand given to Mr. 
Hofrichter is also a subject of professional pride on the part of 
the artist. The assault-and-battery case, middle rear, is none 


other than the handsome president of the National Council, Fred 
R. Farmer, afer the artist has finished painting the lily. 

The complete list of victims are, from left to right: H. L. 
Lissfelt, Macbeth Glass Company; Mr. Hofrichter, J. L. Wolf, 
secretary of the Lighting Fixture Dealers’ Society of America, 
Cleveland; Mr. Farmer, Charles Ott, former president of the 
Illuminating Glassware Guild, and C. J. Netting, president of the 
Lighting Fixture Dealers’ Society of America. : 

We suppose retouchers have wives who love them and children 
who know not the enormity of their fathers’ crimes, and that 
they all somehow must live. But personally we will head the 
list of patrons of a plan to hire a steamer and ship all the photo- 
engraving retouchers in America to Terra del Fuego or the 
New Hebrides! 
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people shy at. It is a common fallacy that organization 
means-a sacrifice of independence. It doesn’t. Any 
time organization begins to encroach upon the independ- 
ence of its members it is headed toward restraint of 
trade, and restraint of trade is a mighty serious thing 














The building in which the Lighting Fixture Market of 1921 will 


be held during the week of Feb. 14 to 21. The Elmwood Music 
Hall, Buffalo, is conveniently located and is accessible from the 
center of the city by excellent street-car service. 





for all hands if the government gets hep to it. No, 
you needn’t fear that organization will tie your hands 
or stop your mouth. You can still do and say what you 
please. The only thing about it is that you won’t want 


to do and say a lot of the things you’ve been accus- 
tomed to. 


* * * 


It is another common fallacy to’ believe that when a 
competitor knows your costs and approximate prices he 
will immediately gype you by cutting a shade under. 
Somehow or other this doesn’t happen in practice. I 
have an instance which proves this truth, taken not from 
the fixture business but. from the electrical jobbing 
business, which is quite as highly competitive. 

A prominent electrical jobber in the Middle West 
sends his price lists and price changes to his competitors 
at the same time he mails them to his own salesmen. 


The first two or three times he did it every one of“ 


these competitors chopped a cent or two off the sched- 
ules and hustled out to grab all his trade on a cut-price 
basis. They got a lot of business—from wise buyers 
who were looking for sucker sellers, from. weak buyers 
whose ability to pay was open to question, and from 
fool buyers who’ll sign for anything that sounds like a 
bargain. But to their great amazement the solid, desi- 
rable buyers seemed quite indifferent to this line of 
attack. 

“We sell 2 cents cheaper,” they argued. 

“Then there must be something the matter with your 
stuff. If you’re selling 2 cents cheaper your goods must 
be worth 10 cents less. We’ll stick to the old house. 
They’ve always treated us fair.” 

Pretty soon these competitors tumbled to the fact that 
price-cutting got them nowhere. By shading and jockey- 
ing and trading they merely aroused buyers’ suspicions. 
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The resultant business they secured developed rejects, 
trouble, claims, grief, bad accounts and mental anguish, 
but very little profit. Today, instead of cutting the big 
jobbers’ prices they boost theirs to match ’em. 


% * % 


There are, of course, a lot of benefits which. accrue 
when you know costs, and when your competitors also 
know costs. There are a lot of items for which the 
customer ought to pay which have been “lumped’’ into 
fixture prices in the past. Secretary Wolf of the Deal- 
ers’ Society refers to them as “byproducts.” Among 
these items, which in many cities are paid by the dealer 
or bulked into the price of the fixture, are inspection 
charges, insulating charges, incandescent lamp charges 
and even hanging charges. 


THE AVERAGE STOCKROOM “LEAKS LIKE A SIEVE” 


And equally there are a lot of losses which can be 
avoided or neutralized when costs are known. Look over 
your material stocks and note how many broken porce- 
lains there are, and then find out who pays for this 
inevitable percentage of loss. Who pays for tape and 
solder and flux? How many hickeys did you buy last 
year and how many found their way into the cost sheets? 
The average stockroom leaks like a sieve, yet how many 
of these leaks get charged at all? 

It is the business of the Fixture Dealers’ Society to 
turn the spotlight of knowledge into these dark mys- 
teries. So long as the trade doesn’t know its costs 
there will be ignorant and ruinous price competition. 
When costs are known competition will become intelli- 
gent, and success will attend those who have the ability 
and foresight and common sense to operate their 
businesses efficiently. Those who lack such ability, 
foresight and common sense are bound to fail anyway, 
and the sooner they do so the better for both the trade 
And the public upon whom we all depend. 





Fixtures in Bas-Relief Make Billboard 
Advertising Realistic 
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Raised models of portable lamps more than twice the size of the 
original lamps are shown by the Narragansett Electric Lighting 
Company, Providence, R. I., in a unique billboard display. The 
lamps are so accurately made that the two halves shown on the 
board can be joined together as one complete lamp. In the center 
of the display are models of chandeliers and wall brackets. <A 
flasher lights in turn the portable lamps, center fixtures, and 
then the reflectors at the top. E,, R.. Davenport, until recently 
sales manager of the company, considers these signboards to be 
among the best advertising the company. has ever done. 
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Why the Fixture Dealer Should 


Welcome Standardization 


What the Fixture Manufacturers Are Doing to Make Fixtures, Fixture Parts 
and Fixture Hangers Interchangeable in the Interest of More Retail Sales 


By V. D. GREEN 





66 OW is standardization going 
H to help me?” exclaims. the 
dealer impatiently as he reads 
from time to time of the efforts and 
investigations now being made by the 
National Council of Lighting Fixture 
Manufacturers toward the standardi- 
zation of fixtures and fixture parts. 
A fair question, Mr. Dealer! If it 





being a special fixture which needs 
special parts, you will readily see,” etc. 

Enlarging somewhat upon the ques- 
tion of the customer’s fussiness in se- 
lecting a fixture, did it ever strike you 
that this same fussiness is largely 
caused because fixtures are non-stand- 
ard? Knowing that the fixture has to 





really isn’t any use, why worry? But 
if it is—well, perhaps an analysis of 
your morning’s mail will, to use the 
French expression, “give furiously to 
think!” 

Here’s Letter No. 1 from a cus- did? 
tomer. She wants to know why the 





And here’s a letter from the 
busy executive of a large in- 
dustrial plant. It reads: ‘Please 
send me one dozen 15-in. enam- 
eled iron shades for the machine 
shop—the ones that fit on a sort 
of ring like a gas globe. You 
know the size of the ring, I 
expect?” Don’t you wish you 


be made up specially and not realizing 
that the alteration of one. part may 
easily involve the alteration of a dozen 
others, your prospect is apt to specify 
several “minor” changes, and fail to 
understand why you cannot get them 
done. 

Were all parts and fixtures stand- 








wall-bracket you installed for her the 

other day doesn’t match the one she bought from you the 
year before last. Of course it wasn’t your fault that the 
two fixtures were from different makers—that you can’t 
possibly remember the exact shade of a fixture you sold 
two years ago—that both fixtures were specified “dark 
Flemish,” but that the two makers’ ideas of what consti- 
tutes “dark Flemish” differ by several shades. But 
wouldn’t it be nice if you could specify “Finish No. 61,” 
for instance, from your standard finish card—and know 
instead of hope that the fixture will match? 

Now for Letter No. 2—this time from a large indus- 
trial plant. ‘‘Please send me one dozen 15-in. enameled 
iron shades for the machine shop. They are just the 
ordinary kind—the ones that fit on a sort of ring like 
a gas globe. You know the size of the ring, I expect?” 


- Don’t you wish you did? 


Next, your friend Jones, the contractor, asks you 
whether you can get him some canopies to fit those 
fixtures you sold him for that big bank job. The presi- 
dent of the bank is a bit fussy and wants to have 
canopies something like the enclosed sketch. You would 
very much like to help out friend Jones, and you know 
you can get the canopies he wants—but you don’t know 
whether they’ll fit the fixtures when you get them. 

Letter No. 4, about the non-delivery of that fixture 
which after a good deal of hesitation and talk the lady 
who leads the social set in your district has selected as 
“just the thing for the sun parlor.” The manufacturer 
writes you that he “regrets this line has now been dis- 
continued, but we will endeavor to make up a special 
sample, which will be delivered in about six weeks. This 


ardized these changes could probably 
be made quite readily. As a matter of fact, however, 
when once fixtures are standardized the customer would 
in nine cases out of ten accept one or the other of those 
already in stock without question. No one insists upon 
being supplied with lamps of non-standard candlepowers. 
In the early days of the lamp industry, however, such re- 
quests were frequent enough. Standardization makes 
it easier for the dealer to sell lamps. It will make it 
easier for him to sell fixtures. 

Yet another point. How many of the freak fixtures— 
the “white elephants” which you have in unguarded 
moments been persuaded to purchase, and which stay- 
on your shelves year after year—would ever have been 
designed at all if they had had to be standardized? 
Standardization involves jigs and templates, careful 
analysis of the sales possibilities by the maker, rapid, 
large-scale production of parts. Standardized fixtures 
would either guarantee quick sales to the dealer or a 
speedy and painful end to the manufacturer’s business. 

Quick deliveries, better satisfied customers, quick 
sales, rapid turnover, easy replacement of parts and. 
accurate methods of matching colors and finishes—these 
and many more advantages will result if the National 
Council of Lighting Fixture Manufacturers succeeds in 
its efforts toward standardized fixtures and parts. 

Should the dealer welcome standardization? - Well, 
what do you say? 

That the cases already mentioned are not in the least 
exaggerated most of us know from painful experience. 
For the benefit of those fortunate dealers who have 
never had any troubles of this kind (and therefore do 


295 
















my 


er 
Ore 








not see the necessity for standardization) we will merely 
cite the example of a dealer who had the curiosity to 
investigate the various finishes of “Jap bronze” which 
he had in stock. He discovered that practically every 
maker had a different idea of what constituted “Jap 
bronze.” He counted 






limiting artistic possibilities, combine as far as possible 
the advantages of all the samples submitted. A number 
of these standard canopies will then be made and sub- 
mitted to the manufacturers for criticism. Then a new 
standard set of samples will be made up embodying the 

improvements suggested. 





twenty-three different 
shades! In fact, since he 
probably did not buy from 
twenty-three makers, it ap- 
pears as if one or two of 
them had several ideas at 
once of “Jap bronze,” and 
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In this way a canopy will 
be produced which is satis- 


édb factory to every one and 
which can be _ adopted 
throughout the member 


firms as a final interchange- 





able unit. A similar course 









“played safe” by making 
all of them. Just imagine 
the confusion which would 
ensue in, let us say, the 
automobile industry if there 
were twenty-three different 
kinds of screw-threads for 
the same job! Truly the 
lighting fixture industry 


her. 


done. 





Of course, you like a smiling customer, and heave a 
sigh of relief when the fussy one closes the door behind 
But did it ever strike you that this same fussiness 
is largely caused because the fixtures are non-standard? 
Knowing that the fixture has to be made up specially, 
your prospect is apt to specify several “minor” changes, 


and then fails to understand why you cannot get them 
Standardization would simplify all this. 


will afterward be taken 
with other fixture parts 
until complete standardiza- 
tion is attained. Of course 
there will always be those 
who will say “it can’t be 
done.” There always have 
been. They were right on 
the job when Ford sug- 








needs standardization. 
Standardization would, moreover, help the dealer in 
another way—by decreasing “sales resistance” on the 
part of the customer. Women are, directly or indirectly, 
our best customers. They are used to prompt service 
and quick delivery from practically every other store 
with which they do business. They cannot see why the 
fixture dealer cannot follow suit. They are keen buyers. 
They buy as a rule on one of two principles—either they 
insist upon seeing the goods before purchasing, or they 
demand the right to have them made exactly to their 
own ideas, just as they would a “made-to-order” cos- 
tume, whether these ideas involve changes or not. The 
difficulties in the way of doing this in a factory do not 
interest them, and the present system of selling fixtures 
necessarily impresses them as illogical. Perhaps it is. 


A STANDARD HANGER CONNECTION—“QUICK 
DETACHABLE FIXTURES” 


So we have before us two alternatives if we are to 
boost fixture sales to any great extent. We can adopt 
a standard method of quickly hanging and connecting 
fixtures in place so that the customer can see what she 
is buying and just how it will look in its proper sur- 
roundings; we can get together and insist upon the 
manufacturers producing standardized fixtures whose 
parts form mechanically interchangeable units, easily 
and quickly assembled and delivered. 

The other alternative is to alter the buying habits of 
the ladies, and to convince them that they do not really 
know the way to buy. Any volunteers for the job? No? 
Well, I don’t blame you, either! 

Let us admit, however, that the standardization of 
an entire industry is a big job. The National Council 
of Lighting Fixture Manufacturers realizes this. It is 
not making vague promises and a big noise. It is doing 
things. Probably some of us may not realize that for 
months their engineer, Clifford Peters, has been at 
work investigating, comparing and standardizing the 
various types of canopies of its member firms. 

Now, after careful consideration, a standard form of 
canopy is being designed. This will, without unduly 


gested the standardization 
of automobiles. Their doleful chorus was in full blast 
when the Panama Canal was started. But because those 
things were needed they were done. 
The same is true of lighting fixture standardization 
today. There are certain things that ought to be done, 
must be done, and will be done. 





Portable Lamps Are Still Taxable—How 
Tax Is Computed 


Following the publication of the statement by the 
United States deputy revenue collector in the last issue 
of ELECTRICAL MERCHANDISING announcing that gold and 
silver plated electric lighting fixtures are not regarded 
as taxable under the war revenue act relating to “gold 
and silver plated jewelry and other articles of adorn- 
ment for the person or home,” a number of readers have 
inquired whether war taxes have been similarly removed 
from portable lamp sales. 

Portable lamps are still taxable under the luxury tax. 
Portables are taxed at 10 per cent of the.amount for 
which sold which is in excess of $25, except that gold 
or silver plated portables are taxable at 5 per cent of 
the entire selling price. 

Thus an ordinary portable retailing for $40 would 
be taxable at 10 per cent of $15 (the amount by which 
$40 exceeds $25) or $1.50 tax. 

A portable carrying gold or silver plate, however, 
would be taxable no longer as a “portable” but as a gold 
or silver plated article of adornment, and if similarly 
retailed at $40 would be required to pay a tax of 5 
per cent on the entire amount of the selling price, or 
$2. Such a gold or silver plated portable is, however, 
not required to pay the 10 per cent tax. 

As the law is drawn and enforced, gold and silver 
plated portables thus pay a higher tax than ordinary 
portables for values up to $50. For portables exceeding 
$50 in value, those classed as gold and silver plated 
ornaments actually pay a less tax, in proportion to value, 
than ordinary non-plated portables. 
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An Industrial-Lighting Demonstra- 
tion “on Tour” 


HE value of a permanent “industrial lighting 
\ demonstration room in every manufacturing 
center in America” has been pointed out in these 
columns many times during the months since the first 
industrial lighting demonstration was held under the 
auspices of the National Electric Light Association con- 
vention at Pasadena last May. 
Such a lighting-demonstration room can be used to 
show factory owners, architects, engineers, superinten- 
dents and managers what good lighting is and how it 


increases production. By stimulating the re-equipment 
of factories with modern high-intensity illumination 
such a demonstration room benefits every electrical 
group in the community—central station, contractors, 
dealers, jobbers and manufacturers of lighting and elec- 
trical equipment. 

While a permanent local exhibit is desirable where 
possible, the new-business department of Henry L. 
Doherty & Company, New York City, has devised a 
plan for taking a portable exhibit “on tour” for 
demonstrations of a week each in the twenty-three 
cities in which the Doherty interests operate local elec- 
tric lighting plants. 

The Doherty tour was organized and is being directed 
by George Williams, manager of the new-business 
department of the Doherty company, and is being 
operated in co-operation with the Bryan-March Lamp 
Division of the National Lamp Works. The tour will 
include the twenty-three cities in which the Doherty 
organization operates central stations and has as its 
purpose the conversion of local business men to the 
gospel of better lighting by “seeing-is-believing” 
demonstrations. One week’s time will be spent at each 





property and the tour will extend into the late spring. 
A portable lighting exhibit is installed complete in 
each city, that all may see the difference between good 
and bad lighting. An illumination engineer accompanies 
the demonstration and gives professional advice on 
practical lighting problems. The exhibit is modeled 
after the one used at the N. E. L. A. convention in 
Pasadena last May and that at the contractor-dealers’ 
convention at Baltimore in October. 

The program each week includes four meetings and 
demonstrations, specific problems of separate groups of 
factory interests being taken up each time. The first 
evening of the week is for the benefit and enlightenment 
of the local Doherty organization. executives, salesmen 





and central station men. On the following evening local 
electrical interests—contractor-dealers and jobbers— 
are invited guests. 

Local manufacturers and mill executives are invited 
to attend the demonstration the third evening, and the 
following night is for the benefit of the merchants of 
the city. A fifth evening is available for any special 
group that may be interested, or for follow-up work. 

Toledo was the first itinerary on the tour and there 
the entire lighting program was carried out without a 
hitch. A special demonstration was put on the first 
night for the benefit of the “factory management” class 
of Toledo University. Four hundred and fifty people 
attended the overflow meeting. Later in the evening the 
scheduled program was given for the local organization. 
The accompanying photograph was taken at that time. 
The demonstrations throughout the week were attended 
by practically every person invited. The keen interest of 
the Toledo business men in the exhibit was typified at 
the Wednesday evening meeting when one manufacturer 
came forward at the end of the meeting with a rough 
plan of his factory and asked for technical] data on the 
subject of better factory lighting. 
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Good Store 


Lighting Costs Barely One-Quarter of 


Salary of One Clerk 


By NORMAN MACBETH 


Former Editor of “Lighting Journal” 


HE present rating of incandescent 
lamps in total watts renders the calcu- 
lating of lamp operating costs exceed- 
ingly simple, so simple, in fact, that the aver- 
age customer can usually figure them himself. 
This in a way is unfortunate, for the asso- 
ciated costs are not likely to be considered. 
The cost of light. cannot be considered solely. 
Lighting is for a purpose and that purpose 
must be justified. 

Why do we need light in a store? To en- 
able us to see, to permit the use of our eyes 
in the examination of goods. The merchant 
of today, with the liberal return of merchan- 
dise privileges now again practically univer- 
_gal, wants you to know what you are select- 
ing, wants you to see the article in his store. 
He wants to cash in on his advertising, to do 
the necessary business warranted by the lo- 
eation for which he pays rent, to have his 
sales people highly productive. If store-lighting costs 
are considered as they should be, the estimator must 
know of the other items that are lumped under the 
“cost-of-doing-business.” 


NORMAN 


WHILE THE SALESMAN WAITS 


If a salesman must wait while a customer goes out 
into the street or to a distant window to examine some 
fabric, partly for color, but mostly because the lighting 
intensity is about one-tenth of what is necessary, just 
how much of the-store rent, of the advertising expense, 
of the salesmen’s salary, of the total overhead should 
be charged to improper or inadequate lighting? What 
is the net proportion of these costs that can be influenced 
and made more productive through good lighting? 

It is true that economy must be practiced all along the 
line if a merchant desires to be successful. A clear 
‘definition of economy, however, is “Cheapness of opera- 
-tion, by a practical system in which means are adjusted 
to ends.” It is rarely practical today, and there is more 
opportunity now than at any time in the past to reduce 
the total costs of operation by effective lighting. Such 
remarkable returns can be secured per dollar invested 


*Norman Macbeth, former editor and publisher of the Lighting 
‘Journal, now combined with ELECTRICAL MERCHANDISING, is @ 
well-known illuminating engineer and lighting authority. He was 
‘for a number of years engaged in consulting illuminating engi- 
neering and the installation of lighting equipment. Prior to 
acquiring an interest in the Lighting Journal in 1912 he was with 
the’ Westinghouse company, in charge of its illuminating engi- 
neering department, which he organized, having previously acted 
"in a similar position with the Welsbach company. He is now 
_president of the Artificial Daylighting Company, Inc., New York 
City, specializing in the development and manufacture of color- 
matching and other special equipment for the reproduction of 
daylight. He has held important offices in the Illuminating Engi- 
neering Society and was one of the lecturers at both the Johns 
Hopkins and the University of Pennsylvania lecture courses on 
illuminating ‘engineering. Mr. Macbeth is also a member of the 
Illuminating Engineering Society of London, England; the Frank- 
lin Institute, the American Gas Association and a charter member 
of the Optical Society of America. 


MACBETH* 
Former Editor 
the Lighting Journal 


in lighting compared with the same amount 
spent in other channels that it is difficult, if 
not impossible, to save any money on lighting 
service without greater losses elsewhere, as 
the effort requires the most skillful handling 
and is rarely worth while. 

The dollar saved on lighting with all the 
effort and watchfulness needed is no bigger 
than the dollar saved elsewhere; both are 
just 100 cents. 

For instance, a store measuring 20 ft. by 
60 ft. can be lighted with a reasonably high 
intensity of illumination for six hours a day 
at regular rates of 10 cents per kilowatt-hour 
or less than the wages of a messenger boy or 
25 per cent of the salary of one clerk; for 
less than half the cost of sweeping the floor 
and keeping the basement tidy. 

Is there a merchant in a store of that size 
who would question the business value to him 
of saving the equivalent of one-quarter of the wages of 
a messenger boy on lighting service, if he is also taking 
a chance of upsetting a successful combination? Un- 
doubtedly mere dollars of payroll could be saved if he 
would fire the clerk and promote the messenger boy to 
the vacancy. Any merchant knows, however, that the 
salesman produces more than his salary and as a sales- 
man the boy would probably not earn his present wage. 

That way to save money is within the scope of any 
small store merchant. But he knows the answer. 

It is up to the lighting service men to justify their 
costs for service in a similar manner. On the basis 
where our old dollar value in other necessities has gone 
today, lighting service costs but 10 cents of the dollar 
expended a few years ago, and today we know how to 
render better service per dollar, 


LEARN NOT ONLY LIGHTING DATA But ALSO 
MERCHANT’S BUSINESS COSTS 


It isn’t a question of how much can be saved from 
lighting costs, but “how much expended less effectively 
in other directions can be added to the lighting costs 
with the net result of greater earnings per dollar 
of the total cost of doing business.” 

In figuring on a store lighting problem, therefore, use 
not only the costs per kilowatt-hour, the hour’s use, the 
area illuminated—information which any one of reason- 
able intelligence can secure almost from the exterior of 
the store, but go into the store, and go also into the 
details of costs, turnover, time per sale, and all the 
other items procurable which the merchant must include 
in his “cost-of-doing-business.” 

Remember to impress upon your merchant the twin 
maxims that “It takes time to see,” and “A look is worth 
a thousand words!” 


298 
































= 
| Independence Hall 


now lighted by electric chandeliers 
duplicating the historic 
original fixtures 











XCEPTIONALLY attractive chandeliers, fac- 

similes of the originals which hung in the 

historic edifice, have just been placed in Inde- 
pendence Hall, Philadelphia. The chandeliers are the 
result of a special design which was prepared after 
a most careful study was made by experts of the 
chandeliers which were in use at the time of the 
construction of the historic building, 1735. Some of 
the original fixtures of the time, still well preserved, 
are hanging in All Hallows Church at Barking, Eng- 
land, and these were included in the study made. 

The chandeliers are of ornamental brass with the 
candle effect on which is a small frosted glass bulb. 
In design they are precisely like those which hung 
in the building originally with the exception that 
they are now equipped for electric current. 

When Independence Hall was constructed it was 
perhaps the largest and most expensive building in 
the American colonies. Today it is one of the most 
hallowed shrines of the American people. 


































































































To Win Better Sales in 1921 Make 








FIXTURES, each with a separate control 
switch, are displayed in _ individual 
compartments at the rear of the store 
of the Pullen-Zoll Electric Company, 
Miami, Fla. 








ANDIRONS, tongs and shovel and vases 
tie in harmoniously with lamp and fix- 
ture displays in one corner of the store 
of the Detroit Mantel & Tile Company, 
Detroit, Mich. 




















e | Your Store Your One Best Salesman 

















IN THE “DESIRE STORE” of the Elec- 
trical Supply Company, Wenatchee, 
Wash., each appliance is connected with 
a convenience outlet and is given a 
natural setting. 
































A REST CORNER in which women may 
write letters, telephone, or use aS a 
meeting place has been fitted up by the 
Progressive Electric Company, Minne- 
apolis, at the rear of its store. 
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“OCCASIONS” — by 


The real desire for lighting fixtures cannot be gaged by building reports. 


T IS INTERESTING to note that 
J “occasions” — ail those numerous 

events of modern living that create 
the demand for movable products of 
the liberal arts—have meant little to 
the lighting fixture man in calculating 
his business prospects. Yet it is on 
these occasions that the real demand 
for new lighting effects naturally oc- 
curs and should be satisfied. 

All other lines of business are high- 
ly sensitive to these opportunities. 
Silverware is advertised for wedding 
gifts, and automobiles are pictured as 
an incident to a country-club party. 
But the lighting fixture business is too 
content to limit its creative thought to 
the bare necessities of new buildings. 

Let us encourage conditions that will 
make the word “occasions” mean some- 
thing in lighting-fixture sales and that 
will enable people to buy these artistic 
utilities when they most desire them. 

Until we have wireless lighting con- 
nections this means that we must have 
plenty of places for lights. 


© 
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: Editor’s Note—The illustrations on 
this page have been prepared by Mr. 
White's organization, The lectric Out- 
let Company, for future use with a 
series of advertisements to the trade 
and to the public, to show some of the 
new lighting-fixture possibilities opened 
up by the proposal to have homes 
wired with fixture receptacles—‘“places 
for lights’—so that the householder, 
unaided and at his own pleasure, can 
“hang a fixture like a picture.” 


























Getting Ready for the Party 


N OCCASION of moment to the welcoming warmth of shaded lights, 

daughter of the family! The’ carefully placed. Father’s attention 

success of the evening depends has been successfully enlisted and 
upon the comfort and charm of visible some beautiful earved brackets, 
surroundings. Nothing is so potent worthy of this and other occcasions, 
to create the right atmosphere as the’ have just arrived. 








Lights for the Home-to-Be 


ROM THE ARRAY of arriving 
wedding gifts, these dainty electric 
sconces have aroused something 
more than a moment’s admiration. 
They contain sl umbering radiance for 
the charming Colonial living room so 
soon 
kindled by the possibilities of their ar- 
rangement. One of these will be light- 
just where it will be glimpsed 
through a doorway on his arrival home 
in the evening. 
surprise him by rearranging them. 
The friend who sent them knew that 
ig for lights, ready for the fixtures 
to e 
easion for a gift that would mean 
much to them both. 
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to be hers. Imagination is 


Sometimes she will 


plugged in, made this the oc- 

















“Hurry, John, They’re at the Door” 


HE GUESTS are of more than 
usual importance. The lights 
that John could not afford be- 
fore were selected today because it 
was good business—this event could 
not have been foreseen when their 


house was built. but every possible 
occasion for charming and_ finished 
lighting effects was provided for at 
small expense by installing a number 
of places for lights. ready for the 



































fixtures to be plugged in. 
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Selling Artistic Lighting Effects 


How the Salesman Can Acquire a Vocabulary that Will Interpret 
His Wares and Associate Them with the Customer’s Own Desires 


By JAMES D. SPILLAN 


HE selling of electric lamps, especially the higher 

priced sort, is really the selling of “design.” It 

would take a super-optimist to attempt to extract 
dollars to the amount of the price of a modern art 
lamp for the bare material. Obviously, then, what we 
sell is the design—the skillful craftsmanship. 

Design is a combination of color and form. It is the 
life work of artists. It is too subtle and evasive to be 
analyzed and catalogued; all we can expect to give is a 
thoughtful, common-sense consideration of the more 
evident principles, and by continued consideration to 
develop an appreciation of design that will be helpful to 
understand our wares and the desires of our prospects 
and, by bringing them together, produce sales. 

Of interest to us is the general classification of colors 
as “warm” or “cold.” The basis of this classification is 











probably the association of fire and the sun with the 
red and orange colors. Red is the dominant warm color. 

On the other hand, blue, the color of the sky, is 
associated with coolness, freshness and openness, there- 
fore it is termed “cold.” Derived colors, such as green, 
a combination of yellow and blue, can be either warm or 
cold, according to which component color dominates. 

If we think about these facts as we go over our 
stock we will acquire a vocabulary that will really 
interpret our wares and aid in connecting them up with 
the prospects’ desires. 

Observe the effects of colors: The light, sunshine and 
happiness of yellow and orange; the warmth, vitality, 
life and energy of reds; the wealth and prosperity of 
gold; the royal luxuriousness of purple; the strength 
and solidity of gray; the somber dignity of black, etc. 





“J - — 





























aii 





Here are some representative types of portable lamps of both the 
table and floor types. As a bit of practice in applied psychology 
try to visualize the kind of an interior in which each lamp would 
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be most appropriate. Look at that bronze design—subdued and 
solid. Can you not visualize it on a massive oak table? See how some 
of these lamps breathe calmness, while others strike a lively note. 























Note the sedative effect of some of the solid dark 
colors; the delicacy and inspiration of some tints. 


In lamps we rarely have solid color. Any color com- 
bination aims either at harmony or contrast. In con- 
trast we have something that grips the attention, it 
fascinates for the moment, but has comparatively small 
power to be interesting over a period of time. The 
present vogue seems to be of lurid contrasts. We might 
characterize contrast as “lively,” “active,” “attractive,” 
and so on. 

Harmony in color gives more or less pleasing, interest- 
ing, sustaining effects. We are not attracted so much 
initially, but we will not tire of such combinations. 
People of refined and appreciative tastes will probably 
seek out these designs. We could characterize harmony 
as giving “repose” and “restfulness.” 


THE MATTER OF FORM 


Design as regards form aims at unity or variety. 
In unity the trend is to similarity or exact symmetrical 
arrangement. It possesses the characteristic of “calm,” 
“repose” and “simplicity.” A Colonial piece usually 
expresses such dignity. 

Variety is expressed by curves and iregular masses in 
the decorative features. It possesses “vitality,” “life,” 
“action” or “movement.” A Satsuma piece or floral 
design usually exemplifies variety. 

Now consider the purchaser. What he really wishes 
to buy is decoration; light is secondary. He wants 
something that will be pleasing to him. He is going 
to place the lamp in some room furnished presumably 
according to his taste. 

Now let us find out what is his taste in decoration. 
Ascertain the dominant color, the style of furniture, 


the size and shape of the room. This information can 


be extracted while showing lamps. Describe a lamp; 
suggest what kind of color scheme it would fit well 
with. Your statement, your inflection and manner can 
be framed so as to suggest a reply as to what decorative 
scheme the purchaser has to fill in. Make it easy for the 
».cspect to tell you this. 


HANDLING THE PURCHASER 


Keep in mind the customer wants something pleasing 
to him; he will have to live with it. His selection might 
be distasteful to you. Try to sympathize with his feel- 
ings. Help him all you can, but don’t impose your 
preference upon him. 

People usually express their characters in their selec- 
tions. For example, a bachelor who spends a large part 
of his time reading preferred of our display a mahogany 
Colonial stick, with a mottled purple shade. Checking 
up with the foregoing remarks we could say he desired 
repose and luxury; from our knowledge of this person 
we would say this is fairly accurate. A mother with 
a cozy little home when asked her opinion of this same 
piece found it particularly distasteful; she preferred a 
small cheery lamp of lively design. 

Each of us has individual taste in decoration. To sell 
we must first go over our stock, think about what the 
designer of each piece aimed at, imagine that lamp in 
a room, picture what colors and style of furniture it 
would fit in well with. Try to do this impersonally, that 
is, according to the principles of design the piece con- 
tains. Enrich your vocabulary and descriptive powers 
by interpreting the lamps in terms of action, repose, 
warmth, coolness, etc. When a customer comes, try to 
sympathize with what he is after, try to interpret his. 

desires in terms of your stock. A woman 





Voltage Diversity (and Perversity!) as Revealed by 


Sales of Incandescent Lamps 


came to our shop for a solid blue shade. 
We didn’t have one and she went away 
to search elsewhere. It is possible that 
if she had been met by some explanation 
she would have purchased one of our 
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shades and really have been better 
pleased than if she found exactly what. 
she at first desired. 

Suppose she was told that the reason 
we had no solid blue shade was because 
they were rarely required; that they did 
not fit in with most home decorative 
schemes; that they lacked the cheery 
warmth of the desired reds and orange 
shades; that even a rich complexion ap- 
pears ghastly in blue lighting, and at the 
same time showing her the effects you 
speak of. Now, she probably had some 
reason for wanting to buy a blue shade. 
Point out that she could select a combi- 








nation of colors such as we have, hav- 





M. D. Cooper of the engineering department, National Lamp Works, Cleveland, 
Ohio, sends us this chart, which shows the trend of changes in lamp voltages 
for the past few years. ‘Note that whereas 110 volts has remained practically 
a constant percentage of the total lamp demand,” writes Mr. Cooper, “115 volts 
has steadily increased until it represents the greatest demand for any one volt- 
age.” The confusion of voltages shown puts a tax on every concern in the 
electrical business, and on the public itself, as ELECTRICAL MERCHANDISING has 
repeatedly pointed out. To decide which voltage shall be the standard for 
household and general use is a question which demands the careful study of 
representatives of all imterests—central stations, contractors, dealers, jobbers 
and manufacturers of lamps, heating appliances and motors. ELECTRICAL MER- 
CHANDISING again urges that a conference be called, representatives of all 
interests, to consider and standardize on—“One standard voltage for household 
and general use.” 
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ing enough blue to fill out her decorative 
scheme, but containing also red or other 
color linings and trimmings to give a 
cheery, warm effect. Such an approach 
might have sold a shade to a satisfied 
customer. In things electrical the cus- 
tomer assumes you have expert knowl- 
edge. Prove it. 














Sell Fixtures for Presents — 
Right Up Till Christmas, 
and Afterward! 


The weeks around Christmas can 
be the busiest of the year for the 
enterprising dealer in electrical fix- 
tures who goes after his prospects as 
Christmas purchasers, and sells them 
new lighting fixtures as a Christmas 
gift for the whole family. 

Such orders for Christmas fixture 
gifts can be taken right up to and 
including Christmas Day. And even 
during the week following the fixture 
dealer should arrange to “cash in” 
on the purchases which will be made 
with “Christmas checks” and Christ- 
mas money gifts. 

For years the Christmas season 
has been manna for other merchants, 
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THIS CERTIFICATE ENTITLES 
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Electric light fixtures as Christmas gifts 
are made convenient and easy to sell by 
this form of Christmas-Gift certificate. The 
dealer fills out the certificate when the 
order is given, the customer gives. the 
certificate as a present on Christmas Day, 
and the selection of the fixture and its 
actual installation can follow later. 





and there is no good reason why the 
fixture dealer—whose merchandise is 
undoubtedly more useful and beauti- 
ful than any other gift lines— 
should not take advantage of the 
Christmas opportunity. 

To help its dealers “break into the 
Christmas market” the Duplexalite 
Company, 6 West Forty-eighth 
Street, New York City, has printed 
up gift certificates as _ illustrated. 
Such a certificate can be filled out 
when the order is taken, and the 
customer then gives it as a present 
on Christmas Day. The selection of 
the fixture, and the work of installing 
it, can come along later. 

“Arrange attractive displays of 
Duplexalites in your windows and 
store,” urges G. P. Norton, assistant 
general manager of the company, in 
a communication to retailers accom- 
panying a sample of the gift certifi- 
cate. “Circularize or call on your 








Items of Experience in the | 

Installation of Lighting 

Systems and Good Advice in 
Lighting Practice 














best prospects now, while they are 
still wondering what to give for 
Christmas, and sell them the idea of 
giving a Duplexalite—a present that 
will be both useful and beautiful.” 





“The Fixture Business Is Ex- 
actly What We Make It” . 


“The electrical fixture business is 
exactly what you make it,” was the 
pointed, keynote phrase of the address 
given by C. J. Netting, president of 
the Lighting Fixture Dealers’ Society 
of America, in welcoming the 1920 
fixture dealers’ convention to his 
home city of Detroit. 

“If your business is good, it is 
because you are putting vim and 
push behind it, and giving the people 
the right kind of merchandise. If 
business is poor, it’s your fault. 

“Poor business is not the fault of 
the customer. Poor business is not 
even tle fault of your competitor. 
It is your own fault. 

“Let us forget all the little petty 
jealousies that may have existed in 
the past and let us start out with the 
determination that whatever we say 
or do will be for the benefit of our 
neighbors. The more we benefit 
others the more we benefit ourselves. 

“The Rotary Club of the United 
States has the impressive slogan: 
‘He profits most who serves best.’ 
That slogan is applicable to the elec- 
trical chandelier and fixture business. 
It applies to the manufacturer, the 
seller, the jobber, the ‘parts’ man, 
and to every one else!” 








“A Thousand Years of Fix- 
ture-Selling Experience!” 


“It has been said that it is possible 
for one man to have a thousand years’ 
experience! One of the reasons that 
I’m such a # pica believer in sales con- 
ferences and conventions like these fix- 
ture men’s meetings grouped around the 
annual Fixture Market is that we can 
learn in a few hours or minutes knowl- 
edge that has taken men years of ex- 
perience to collect.”—F. LEE FARMER, 

Beardslee Chandelier Company, 
Chicago. 

He referred to the second annual 
Lighting Fixture Market, and associ- 
ated conventions of fixture men, Buf- 
falo, week of Feb. 14, 1921. 
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Classes of 


Prosperous New 
Luxury Buyers—They Are 
Fixture “Prospects” 


_ The existence of a vast new group 
of prosperous, freely spending “pros- 
pects” for lighting fixture purchases 


was emphasized by Charles L. 
Benjamin, Chicago advertising man, 
in addressing a meeting of lighting 
fixture dealers at Detroit during one 
of the conventions held in connection 
with the first annual Lighting Fix- 
ture Market. 

“Last December,” said Mr. Ben- 
jamin, “I was talking with a friend 
in Chicago who is a dealer in talking 
machines and pianos, and he asked 
me something about mailing out a 
circular to advertise talking machines 
and records as Christmas gifts. 

“T asked him to let me look at his 
mailing list and he showed me a list 
of about 10,000 names of people, 
some of whom had been old cus- 
tomers of the store, and other names 
which he had added because he 
thought he could do business with 
them. But in checking that list over 
I found that the names were all of 
people who lived in sections of the 
city where the rents ran from $60 to 
$100 and upward. 

“ ‘Why did you limit your mailing 
list to these people?’ I asked him. 

“‘Well’ he said, ‘that is the class 
of trade I do business with. Any 
person who pays from $60 to $100 a 
month in rent is a good prospect for 
@ piano or a talking machine. 

“ ‘Where have you been for the last 
four years?’ I came back at him. 

“ ‘Right here! What do you mean?’ 
he answered, surprised. 

“Don’t you know that a new class 
of trade has come into existence,’ I 
asked him. ‘Why don’t you get some 
names from around the stockyards, or 
out near Hawthorne, where the 
mechanies live?’ 

“He said he had never done 
business with those people. I 
answered that that was no reason 
why he should not, and added: ‘The 
people on your list here are the 
people who have had money for 
years. Many of them have their 
pianos or their talking machines. But 
this new class of customers, these 
mechanics, have come into moneyed 
existence since the beginning of the 
war. They are the people who want 
talking machines and pianos, but 
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never before could they afford them.’ 

“The dealer took my advice on 
that point and got up another list 
of 10,000 names covering those por- 
tions of the city where the mechanics 
lived. 

“Later he told me that the week 
before Christmas his store was 
filled with people that he had never 
seen before. They were not charge 
customers. They came in and bought 
talking machines for $100 and $200 
and planked the money right down! 

“Bear that in mind when you 
think of selling fixtures,” concluded 
Mr. Benjamin to the fixture men. 
“There are many people who can now 
afford to buy things they never 
bought before. Don’t think that your 
only trade is the old trade that you 
have been doing business with!’ 


To Check Up Unearned 
Fixture Commissions 


To avoid disputes and the occa- 
sional necessity of paying unearned 
commissions upon business claimed 
to have been sent to the fixture 
dealer from electrical contractors, 
A. M. J. Gibbons of Dayton, Ohio, 
has devised a_ specification form 
which is both simple and effective. 

A pad of these forms is given to 
each contractor with whom Mr. Gib- 
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tomer who is having premises wired 
is ready to select the fixtures, he or 
she is given a filled-in specification 
blank by the contractor, and this is 
presented at the fixture display room. 
These specifications enable the fix- 
ture salesman to show examples 
which will closely meet the conditions 
of the installation, and to price these. 
The chief value of the form, how- 
ever, is to check unearned commis- 
sions. Any customer who calls and 
secures an estimate without present- 
ing the contractor’s specification 
blank is looked upon as a customer 
of the fixture house and no commis- 
sion is allowed upon the goods pur- 
chased. This puts it up to the con- 
tractor really to direct the business 
to the man who pays the commis- 
sion, instead of allowing the cus- 
tomer to shop around and then put in 
a claim upon whoever manages to 
secure the order in the scramble. 





The Week of Feb. 14, 1921, 


will go down in the history of the fix- 
ture business as the week of the second 
annual Lighting Fixture Market, held 
at Buffalo, N. Y. Coincidentally, in 
Buffalo that week will be held the con- 
vention of the three associated fixture 
trade organizations, the National Coun- 
cil of Lighting Fixture Manufacturers, 
the Illuminating Glassware Guild and 
the Lighting Fixture Dealers’ Society 
of America. 





bons does business. Whenever a cus- 
A. M. J. GIBBONS 


Electric Shop 


, 4 Gibbons Arcade 
DAYTON, OHIO 


Main 387 Home Phone 2387 





SPECIFICATION BLANK 
In planing the selection of Lighting Fix- 
tures please observe the following conditions: 























Name 
Address 

HEIGHTS OF CEILINGS 
Basement . 1st Fl. 2nd Fl. 
3rd FL 4th FL. Sth FL 
Ins. Jt. Hickeys Crow Ft. 
Remarks: 

















Signed 
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Bed No.3 | _ 
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To avoid disputes over commissions for fixture sales made through contractors, A. M. J. 


Gibbons of Dayton, Ohio, has devised this blank (front and back are shown). 


A record 


of the entire transaction is kept, which makes misunderstandings practically impossible. 
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Principles of Common Sense 
Control in Decisions 
on Design Patents 


“There are many erroneous beliefs 
about patents, particularly about 
design patents,’ said Harry Lea 
Dodson, of the law firm of Dodson & 
Roe, Chicago, in addressing a meet- 
ing of fixture men during the recent 
Detroit Fixture Market. 

“Many people, for example, sup- 
pose that all you have to do to avoid 
the charge of infringement of a 
design patent is to change a line 
here or there; to change the orna- 
mentation or the configuration, or 
the relative proportions. Such, how- 
ever, is not the case. The Circuit 
Court of Appeals in a certain opinion 
has stated the rule this way: 

As to the defendant’s structure, it is 
true that it is not a copy of the pat- 
ented design. It is not necessary that 
it should be a copy in order to be an 
infringement. The law forbids a color- 
able imitation as well as a copy. 

It is sufficient if the results sought 
and the result obtained are the same. 

“In that particular case the de- 
fendant had not only changed the 
contour but he had altered the rela- 
tive proportions of the shape of the 
design. 

“The test, therefore, is not whether 
the two are copies, one of the other, 
and the other of the one. In the 
words of the judge in another case: 

An infringement is not to be avoided 
by putting an expert on the stand and 
pointing out minute, though real, dif- 
ferences. The test is that which would 
be applied by the casual purchaser, 
viewing the goods as they are displayed 
for sale. 

“There is another belief, met fre- 
quently, that one can anticipate and 
invalidate, and hence render of no 
effect, a patent for a design by show- 
ing that the component elements of 
which that design is made up are 
old. And so we are met in every 
such case with copies of old catalogs, 
old prints, old carvings and draw- 
ings. Yet in not one single instance 
have the courts ever held that such 
a showing would invalidate a patent 
or anticipate a design patent. 

“This may sound rather startling 
to you, gentlemen, but it is a fact 
that design cannnot be predicated 
upon by showing the elements to be 
old. 

“In the case of the General Gas 
Light Company vs. the Matchless 
Brass his Honor Judge Huslett, one 
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of the great patent judges in this 
country, commenting on this kind of 
defence, makes the statement: 


I can find in the catalog supplied by 
the defendant every element of plain- 
tiff’s design. I can find many of them 
in juxtaposition, but this does not affect 
the patent, because nowhere can I find 
the design as a whole. 


“To a defence of this kind in a 
case pending before Judge Carpenter 
in Chicage, where the lawyer had 
brought in’ quantities of old prints, 
photographs, catalogs, carving and 
things of the sort, the bench 
remarked: 


Why, if what you say is true, there 
never was a new design, because some- 
where in the world you can find every 
line, every curve, every scroll, every or- 
nament that goes to make up a design. 

You might just as well say there is 
nothing new in music. The notes are 
all there on the piano. All you have to 
do is to hire a mechanic to pick them 
out. Yet we are every day sustaining 
— for new musical composi- 

ions. 
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N.E.L. A. Wiring Committee 
Approves E. M.’s Proposal of 


Plug Connections 


At the meeting of the wiring com- 
mittee of the National Electric Light 
Association at Cleveland last month 
the subject of plug connections for 
fixtures was brought up and it was 
reported that this subject was very 
active and that the manufacturers 
are conferring with reference to a 
standard construction for fixtures, 
receptacles and plugs, although so 
far there was nothing that could be 
officially laid before the committee. 

The wiring committee was very 
strongly in favor of a development 
along these lines of “quick-attach- 
able fixtures” with an ultimate stand- 
ardization on the best device, 

It was suggested that the commit- 
tee take action toward adopting a 
rule requiring that all outlets be left 
by the wireman connected to a re- 
ceptacle of some sort, so that there 
would be no need for soldering when 
fixtures are installed, and that if 
this rule should be adopted now, to 
go into effect, say, two or three years 
hence, it might have good results. 

It was felt, however, that any ac- 
tion by the committee at this time 
would be premature until further 
progress is made by the wiring de- 
vice manufacturers in agreeing upon 
a standard fixture plug and recep- 
tacle. 





A fighting Jounal Section of Electrical Merchandising 


Beer antenn ates: 





“Quick-Detachable Fixtures” 
Proved a Thorough Success 
in Ontario 


By V. K. STALFORD 

Illumination and Power, Hamilton, Ontario 

Wiring regulations in Ontario re- 
quire the installation of an approved 
outlet box at all outlets in concealed 
knob-and-tube work. This regula- 
tion has been in force in the Hamil- 
ton district. The electrical contrac- 
tors and dealers through their local 
association decided to install outlet 
boxes in all new houses where con- 
cealed knob-and-tube work was used. 

This method has been tried for 
over a year. A suggestion was made 
early in the year that owing to the 
cost of material the order be re- 
scinded and the method which was 
formerly used, an angle board with 
loom, be made the standard practice 
again. The contractors protested at 
making the change, as they had found 
that the cost of the boxes and the 
time of installing was very small, 
and as the boxes made a much safer 
installation, they decided to continue 
to install them. The Benjamin Elec- 
tric Manufacturing Company of 
Canada, manufactures an outlet-box 
receptacle, No. 1,410, which has a 
brass shell with a special thread for 





the 


of 
The company also manufactures a 
fixture connector which can be at- 
tached to this receptacle, the weight 
of the fixture being held by the shell 


attachment shade-holders. 


of the receptacle. The shell of the 
receptacle is attached by means of a 
stirrup to the fixture stud in the out- 
let box. 

Recently I have designed several 
installations where this method of 
installing the fixtures has been used. 
The owners have been very well 
pleased with this form of construc- 
tion, as it permitted them to change 
the fixtures at any time in the same 
manner as lamps would be changed. 
In apartment houses and office build- 
ings this method of installing fixtures 
provides a very flexible installation 
and eliminates the fire hazard, as it 
has always been considered that the 
connections behind the canopy of 
fixtures was the weakest part of the 
system. 

In residence work it is also very 
desirable as it permits the builder to 
have the house entirely completed 
and allows the tenants to install their 
own fixtures to their liking. 

By using the form of receptacle 
shown it is also possible to have light 
in any room even before fixtures are 
put up by merely inserting lamps. 





Ceiling Receptacles in Canadian Office Building Permit 


Quick Change of Fixtures 









































These pictures show three different types of fixtures supported by Benjamin No. 1,410 
outlet-box receptacles, as installed in a large office building at Hamilton, Ont., where 


the tenants supply their own fixtures. 


This method of hanging the fixtures was adopted 


to prevent the cutting of wires at the outlets when changing the fixtures. 


If fixtures are not desired, bare lamps can be installed in the receptacles. 
of the fixtures is supported by the outer shell of the receptacle. 


The weight 
No weight is placed 


on the current-carrying parts of the receptacle, and no skill is required to change 


the fixtures. 


The conduit shown was installed exposed, because the building where this equipment is 
in use was formerly a large fire-proof storage warehouse, and has been converted into 
an office building. The system has proved to be very flexible and fully meets all re- 


quirements to date. 
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One Good Fixture Market 
Promises a Better One 


RE YOU one of the few electrical lighting 
fixture folks who failed to attend the Light- 
ing Fixture Market at Detroit last- February? 
If so, you have probably been regretting the fact 
ever since, as so many of the other folks who 
did not go are doing. The ten pictures on these 
two pages will give you some idea of what the 
first Fixture Market looked like. It was a good 
market—-a fine start! The second market, at 
Buffalo, in February, is going to be a far better 
one. Are you on? Better be! 
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A Good Booth Has More Oppor- 
tunities than a Show Window 


F YOU have not already planned your display 

booth for the Fixture Market at Buffalo in 
February, better begin to do so now. Too often 
exhibitors let the planning of the display wait 
until the last moment, and then little, if any, 
actual planning results. A good booth has even 
more opportunities than a good show window, 
and the exhibit of your fixtures at Buffalo should 
be as carefully worked out as the details of a fine 
window display. These pictures should help you 
to plan your display. 
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215 Washers in 12 Working 
Days 


(Continued from page 286) 





The rest of the store display con- 
sisted of placards and washers placed 
at every conceivable vantage point on 
the sales floor. 


SALES ORGANIZATION 


Mr. Walsh’s sales organization 
was alive to the occasion and 
its toes” every minute. Mr. Walsh 
has a sunny optimism and enthu- 
siasm which breed confidence and 
persistence among his men. It is 
the “go get ’em” spirit of his whole 





What you need most in your home 


Are You Giving Your Wife 
a Square Deal? 


‘Whether you ate a business man, a machinist, an electrical, engineer or a book- 
keeper, Took bout you while at work ahd vee the-up-to-date time and labor saving de- 
vices at your disposal. 


The adding machine, cash register. automatic machines, measuring 
a chaatlaas thes Gotatt ote taliping you te bo aeee offsient ond are 
making your job easier! 


Is there any reason in the world why your 
wife shouldn't ‘have modern home equipment, 
parallel to yours,to make her work easier ond 
thoroughly efficient? 

Of course not! Then why not start now and 
give her that which she deserves. Start big by 


removing the greatest burden from her shoul- 
ders. Get here 


Western Electric 
Washer and Wringer 


$5. down 


will put one in your home. The remaining few 
payments will be easy, for the washer actually 
pays for itself in a year. 








Right now is the time to buy. These special. 
easy terms offered only for a few days more! 











. PHONE 2500 





Adirondack Power and Light Corp. 











One of the newspaper ads early in the cam- 

paign carried an appeal to the man in the 

home and also to the children in the home. 

The prize essay contest among the school 

children was one of the features of the 
campaign. 





team that makes every Schenectady 
campaign a marvel. He has six 
clean-cut, aggressive outside sales- 
men bringing in business on a draw- 
ing account and commission. The 
outside men are backed by a compe- 
tent inside selling and office sales 
force numbering ten, including the 
artist mentioned and a clever adver- 
tising man, who gives a good part of 
his time to the Adirondack company. 
All are closely knit into a harmo- 
nious, aggressive merchandising body 
under their leader. 

During the campaign the inside 
selling force took the name and ad- 
dress whenever possible of prospects 
talked to on the floor, and at each 


morning’s sales conference these 
names were given to the outside 
salesmen according to territory, for 
report in forty-eight hours. 


DAILY RESULTS 


A campaign is always a strenuous 
affair. There are always a thousand 
and one details to cover and every 
one operates at top speed under a 
high tension. When the day’s sales 
are good, every one is radiant and 
buoyant; when they are low, the 
whole world is blue and despondent 
and every one else is to blame. 
Schenectady was no_ exception. 
Seventeen was the daily bogey. The 
first day nineteen washers were sold. 
No doubt some had been held over 
for the opening by the outside sales- 
men. The next day brought thirteen. 
Things had settled down. It was 
behind bogey, but good for so early. 
Then followed eleven and _ twelve, 
about what was expected. Friday 
was pay day at the factories. Sales 
reached eighteen, and on Saturday, 
sixteen, and the first week closed 
with eighty-nine and every one smil- 
ing and hopeful for a Monday like 
the Monday before. Monday brought 
only fifteen, but the big days were 


ahead, and every one would wait until 
the last few days before buying, any- 
how. 

So ran the thoughts. Tuesday and 
Wednesday went into the records 
with only nine each day, the low 
water mark. Right about that time 
the place was indigo. Four days left, 
and eighty-eight machines to go, or 
twenty-two a day! Thursday 
brought seventeen, just bogey. Then 
came Friday with thirty-two. The 
people were awake and the lid was 
off! And what a sight to see five 
people at the counter at one time, all 
signing contracts and making first 
payments! Saturday’s sales went to 
forty-four. A blackboard kept track 
of the figure and each time it in- 
creased one a cheer followed. Forty- 
four for Saturday, one hundred and 
twenty-six for the second week and 
two hundred and fifteen in twelve 
working days! 

Nearly every one of Schenectady’s 
100,000 citizens learned of the elec- 
tric washer campaign during those 
two weeks, and the public is buying 
at a faster rate now than before the 
campaign. 


For a campaign like that builds for 
the future, too! 





Record of Lighting Fixture Patents 


Issued from Oct. 12, 1920, to Nov. 


2, 1920, Inclusive 


COMPILED BY NORMAN MACBETH 
Consulting Illuminating Engineer, New York City 


Design Patents 


The following are ALL the design ere per- 
taining to lighting materials, issued by the U 
S. Patent Office, from Oct. 12, to Nov. 2, 1920, 


56,403. Arm for Electric, Gas and Comhined 
Fixtures. Barnet Newland, New York. Filed 
May 4, 1920. Issued Oct. 19, 1920. Term of 
patent, 7 years. 


56,404. Arm for Electric, Gas and Combined 
Fixtures. Barnet Newland, New York. Filed 
May 4, 1920. Issued Oct. 19, 1920. Term 
of patent, 7 years. 


56,405. Lamp Shade. Joseph Arner, Chi- 
cago, Ill. Filed Mar, 22, 1920. Issued Oct. 
26, 1920. Term of patent, 31% years. 


56,416. Toy Lamp Post. Gus Corey, Phila., 
Pa. Filed May 22, 1920. Issued Oct. 26, 1920. 
Term of patent, 14 years. 


56,417. Toy Lamp Post. Gus Corey, Phila., 
Pa. Filed June 12, 1920. Issued Oct. 26, 1920. 
Term of patent, 14 years. 


56,421. Lamp Stand, Morris Farkas, New 
York, assignor to Cassidy Co., Ine., Long Island 
City, N. Y. Filed May 27, 1920. Issued Oct. 
56, 1990. Term of patent, 7 years. 


56,430. Lamp Shade. William Frank M. 
Hawe Pittsburgh, Pa., assignor to Macbeth 
Evans Glass Co., Pittsburg, Pa. Filed June 
23, 1919. Issued Oct. 26, 1920. Term of 
patent, 14 years. 


56,431, Inclosed Lamp Globe. William Frank 
M. Hawe, Pittsburg, Pa., assignor to Macbeth 
Evans Glass Co., Pittsburg. Pa. Filed June 23, 


1919. Issued Oct. 26, 1920. Term of Patent, 
14 years. 


56,433. Bowl. Ernest W. Huttig, Pittsburg. 
Pa., assignor to The Jefferson Glass Co. Filed 
May 28 1919. Issued Oct. 26, 1920. Term of 
patent, 3% years. 


56,434. Bowl. Ernest W. Huttig, Pittsburg, 
Pa., assignor to The Jefferson Glass Co. Filed 
May 28, 1919. Issued Oct. 26, 1920. Term 
of patent, 3% years. 


56,435. Bowl. Ernest W. Huttig, Pittsburg, 
Pa., assignor to The Jefferson Glass Co. Filed 


May 28, 1919. Issued Oct. 26, 1920. Term of 
patent, 3% pon 

56,447. anging, 1 —-- Jacob B. 
Lake View, ae iled May 12 1919. 
Oct. 26, 1920. ‘Term of patent, 7 years. 


56, 448. Pedestal Lamp. Jacob B. Lohr. 
Lake’ View, Iowa. Filed ay 12, 1919. Issued 
Oct. 26, 1920. Term of patent, 7 years. 

56,451. Lighting Fixture. Edward P. Mit- 
chell, Cleveland, O., assignor to Scott-Ullman 
Co., Cleveland, O. Filed Mar. 11, 1920. Is- 
sued Oct. 26, 1920. Term of patent 3% years. 

56,,453. Stem Spindle for es im) Fixtures. 
Barnet Newland, New York. Filed June 1. 
1920. Issued Oct. 26, 1920. Term of Patent, 


hr, 
Issued 


7 years. 
56,454. Finial oa — hting Fixtures. Barnet 
Newland, New York. Filed June 1, 1920. Is- 


sued Oct. 26, 1920, Term of patent, 7 years. 


56,455. Stem Spindle for Fe pod Fixtures. 
Barnet Newland, New York. Filed June 1, 1920. 
Issued Oct. 26, 1920. Term of patent, 7 years. 


56456. Stem Loop for Chandeliers. Barnet 
Newland, New York. Filed June 1, 1920. Is- 
sued Oct. 26, 1920. Term of patent. 7 years. 

56,457. Canopy - + os Fixtures. Barnet 
Newland, New York June 1, 1920. 
sued Oct. 26, 1920. Term of patent, 7 years. 


56,458. Candle Cup for Lighting Fixtures. 
Barnet Newland, New York. Filed June 1 


1920. Issued Oct. 26, 1920. Term of patent, 
7 years. 


56,459. Body Plate for Lighting Fixtures 
Barnet Newland, New York. Filed June 1, 1920. 
Issued Oct. 26 1920. Term of patent, 7 years. 


56,460, Stem Loop for Chandeliers. Barnet 
Newland, New York, Filed June 1, 1920. Is- 
sued Oct. 26, 1920. Term of patent, 7 years. 


56,461. Electric Socket ey Barnet New- 
land, New York. Filed June 1, 1920. Issued 
Oct. 26, 1920. Term of patent, 7 years. 


56,462. Bracket ~— ag Lighting Fixtures 
Barnet Newland, New York. Filed June 1, 1920. 
Tssued Oct. 26,1920. Term of patent, 7 years. 
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56,463. Arm for Lighting Fixtures, Barnet 
Newland, New York. Filed June 1 1920. Is- 
sued Oct. 26. 1920. Term of patent, 7 years. 

56,464. Plate for Lighting Fixtures. Barnet 
Newland, New York. iled June 1, 1920. Is- 
sued Oct. 26, 1920. Term of patent, 7 years. 

56,465. Arm for Lighting Fixtures. Barnet 
Newland, New York, Filed June 2, 1920. Is- 
sued Oct. 26, 1920. Term of patent, 7 years. 

56,466. Chandelier. Barnet Newland, New 
York. Filed June 2, 1920. Issued Oct. 26, 
1920. Term of patent, 7 years. 

56,467. Chandelier. Barnet Newland, New 
York. Filed June 2. 1920. Issued Oct. 26, 
‘920. Term of patent, 7 years. 

56,472. Lighting Fixture, Herman Plaut, 
Sew York. Filed Sept. 12, 1918. Issued Oct. 
26, 1920. Term of patent, 7 years. 

56,474. Shade Holder. Leon J. Rainaud, 
Meriden, Conn. Filed Mar. 12, 1920. Issued 
Oct. 26, 1920. Term of patent, 3% years. 

56,481. Lighting Fixture. Sam Silverstein, 
Brooklyn, N. Y. Filed Jan. 7, 1920. Issued 
Oct. 26, 1920. Term of patent, 3% years. 

56,485. Plate for Lighting Fixtures. Lester 
R. Wellman, Chicago, assignor to Friedley Vos- 
hardt Co., Chicago. Filed Apr. 22, 1918. Is- 
sued Oct. 26, 1920. Term of patent, 7 years. 

56,523. Shade Bracket. Noe Cloutier, Attle- 
boro. Mass. Filed Apr. 11, 1919. Issued Nov. 
2, 1920. Term of patent, 7 years. 





56,457 
56,453 56.455 


gf 


56,454 56,456 


56,528. Arm for Lighting Fixtures. Barnet 
Newland, New York. Filed June 2, 1920. Is- 
sued Nov. 2, 1920. Term of patent, 7 years. 

56,529. Arm for Lighting Fixtures. Barnet 
Newland, New York. Filed June 2, 1920. Is- 
sued Nov. 2, 1920. Term of patent, 7 years. 

56,547. Reflector. William Giles Yates Cleve- 
land, O., assignor to The Adams-Bagnall Elec- 
trie Co., Cleveland, O. Filed Mar. 9. 1920. 
Issued Nov. 2, 1920. Term of patent, 14 years. 


Mechanical Patents 


1,355,163. Head Construction for Electric 
Lamps. Morris Ozlek, Phila.. Pa. Filed Sept. 
17, 1917. Issued Oct. 12, 1920. 


1,355,164. Cluster Top for Lamps. Morris 
Ozlek, Phila.. Pa, Filed Sept. 17, 1917. Is- 
sued Oct. 12, 1920. 

1,355,193. Luminous Attachment. Otto H. 
Van Amberg, Schenectady, N. Y., assignor to 
General Electric Co. Filed May 27, 1918. 
Issued Oct. 12, 1920. 


1 355,301. Electrical Receptacle. Reuben B. 
Benjamin, Chicago, Ill., assignor to Benjamin 
Electric Mfg. Co., Chicago. Ill. Filed May 29, 
1917. Issued Oct. 12, 1920. 


1,356,312. Lighting Fixture for Attachment 
to Bedroom Furniture. James T. Robb, Bay 


56,417 


Shore, N. Y. Filed Dec. 19, 1919. Issued 
Oct. 19, 1920. 

1,356,745. Coupling for Electric Light Fix- 
tures. Arthur A. Schwartz and William A. 
Whiteside, Buffalo, N. Y.. assignors to J, Al- 
fred Gauthier, Buffalo. Filed Feb. 15, 1918. 
Issued Oct. 26, 1920. 


1,357,295. Drop Light Bracket. Alexander 
Lorne McNaughton. Kamloops, British Colum- 
. sane Filed Mar. 26, 1919. Issued Nov. 


1,357,539. Locking Means for Locking In- 
eandescent Electric Lamps. Carl H. Bissell, 
Syracuse, N. Y., assignor to Crouse-Hinds Co., 
Syracuse, N, Y. Filed Apr. 10, 1917. Issued 
Nov. 2, 1920. 

1,357 559. Globe Holder. Richard A. Heil- 
enday, Jersey City, N. J., assignor to Standard 
Oil Co., Newark, N. J. Filed Nov. 1, 1918. 
Issued Nov. 2, 1920. 


1,357,568. Lighting Fixture. Bassett Jones, 
Mahwah, N. J., assignor to The J. G. Wilson 
Corporation, Norfolk, Va, Filed July 17, 1919. 
Issued Nov. 2, 1920. 


1,357 634. Lighting Fixture. Fred Ivan 
Green, Toronto, Canada. Filed Nov. 1, 1919. 
Issued Nov. 2, 1920. 


1,357,824. Incense Burner and Lamp. Lillian 
May Rhodes and William A. Rhodes, New York. 
Filed July 31, 1919. Issued Nov. 2, 1920. 
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Copies of illustrations and specifications of patents may be obtained from the Commissioner of Patents, Washington, 


D. C., for 10 cents each 
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~ Yes — but Does the Housewife 
Know That? 


A Bare-Fisted Discussion of Some Basic Fundamentals of Electrical 
Merchandising and of the Advertising of Electrical Devices 


6cy ) J HY don’t you get an electric 

dish-washing machine, dear?” 

suggests Mr. Desperate Hus- 

band, who for weeks has listened to the 
servant problems of his beloved wife. 

“They aren’t any good. They are too 
much trouble. They don’t work,” says 
Mrs. Desperate Wife. 

“How do you know?” 

“Because, I know.” 

“But, do you know how they work?” 

“No, I don’t—but anyway, they aren’t 
any good.” 

“Have you ever read a description of 
the way one works?” 

“No—but what’s the use? They may 
be all right for some people, but they 
wouldn’t help any in this house.” 

How many times a week—yes, how 
many times a day throughout the land, 
are conversations like that being carried 
on between husband and wife? 

The wife has been trained to regard a 
pair of scissors as the greatest mechan- 
ical problem that she cares to tackle. 
She is set with prejudice. 

She doesn’t want—because she doesn’t 
know—and it is human nature to steer 
away from that with which we are not 
familiar. 

The electrical merchandising man 
knows too much about household appli- 
ances—that is, too much from _ the 
standpoint of maximum efficiency in 
advertising and selling. He takes it for 
granted that the average housewife 
who comprises his market knows quite 
a little about dishwashing machines, 
electrical ironers, vacuum cleaners, ice- 
less refrigerators, and all the other 
savers of home happiness. 

She doesn’t know. It is just like the 
old story about the man who went up to 
the home in the suburb, and started to 
open the gate when a big bull-dog 
dashed out toward him. A _ kindly 


woman stepped out on the veranda and 
called: 


“Come, Fido.” 

But the dog kept gnashing its teeth 
and growling threats. 

“Come right in,” cried the woman. 
“The dog won’t bite you.” 

“That’s all right,” said the man. 
“You may know that, and J may know 
that, but does the dog know it?” 

The national advertisers of electrical 


By ALEX F. OSBORN 


Vice-President Barton, Durstine & Osborn, Inc. 


merchandise are doing a great deal to 
help make the woman know. 

On one Friday I picked up two 
national publications, and one of them 
contained $98,000 worth of advertising 
of electrical merchandise, and the other 
contained $42,000. In other words, a 
total of $140,000 worth of advertising 
went out to the women of America in 
just two publications, on just one day. 

In fact, during the past six years, in 
thirty-six leading magazines appealing 
to all classes of men and women, elec- 
trical advertising has just about 
quadrupled. Here are the figures: 


RA 555%. rttare 9469/2596 “1918... $1,313 279 
ADs soins chase MOU9SS WONG. ocs oc as 1,850 100 
BNO sos cestressats SG aS |) | Re 2,5 0 000 
Tete 27,946 


The figure for 1920 is estimated on 
the basis of general advertising in- 
creases in 1920 as against 1919. The 
other figures are actual. 

Whether electrical merchandise be 
advertised by retailer or manufacturer 
—there are certain basic aspects which 
will largely determine as to how it 
ought to be presented. 

What features of the product are 
worth talking about? 

What point of contact has the product 
with the prospect? 

What qualities of the prospect can be 
appealed to? 

What medium will be the best ave- 
nue through which to carry those fea- 
tures of the product to those qualities 
of the prospect? 


THE THREE METHODS OF ADVERTISING 


We can answer these questions to a 
certain degree, if we can classify 
things to be advertised. In general, we 
say article No. 1 can be successfully 
advertised by “A” method, No. 2 by 
“B” method, and No. 3 by “C” method. 
(See chart opposite.) 

Before knowing what to say—how to 
say it—whether to illustrate it—or 
where to place your “copy,” you must 
know many things such as can be dis- 
covered only by analysis of the product 
to be sold, and of the prospect to whom 
you hope to sell. 

Of course, this will not decide all vital 
questions in regard to how, when, and 
where you should advertise. But, with 


the exception of the class of goods 
which must rely on cut-price for popu- 
larity—perhaps these three “pigeon- 
holes,” A, B, C, may include almost 
anything which you might have to pre- 
sent to the public through publicity. 

For instance, take an electric dish- 
washing machine or an electric refrig- 
erator. Probably the first thought 
would be to use painted bulletin boards. 

But, if you ask some questions about 
this appliance: “How much does the 
public know about it?”—you will have 
to admit to yourself: “This is an in- 
novation. The average woman is not 
familiar with it. It is a new thing. 
Moreover, it is not actively wanted. It 
is in no way a necessity.” 

Your task then is to make it known— 
and wanted. To do that you have got 
to put your story where it can be read 
thoroughly. 

In other words, you can see at a 
glance that this “product” falls under 
the class of the “Unknown-Unwanted.” 

Knowing that, you will then have to 
analyze your prospective buyer. What 
would be most likely to get her atten- 
tion? Probably “novelty,” would be the 
answer. Therefore, “Fire your servant 
if you want to” would be a character- 
istic headline for one of your ads. It 
would suggest the novelty of the invest- 
ment. No matter how slight her inter- 
est might be, that kind of an appeal 
would suggest to any woman the idea 
that this appliance would give her more 


independence in the management of her 
home. 


CREATE DESIRE—SEEK “MORE 
INFORMATION” 


Then, how would you accomplish the 
next step—create desire? Your prop- 
osition of itself ought to make her 
want a dish-washing machine—that is, 
if she knew something about it. So, if 
the medium used is fitted for such, 
description is the next essential. But, 
in addition to that, you must make her 
seek more information—or to allow you 
to talk to her personally. 

In other words, your advertising on 
an “unknown—and unwanted product” 
like this should be expected to create 
enough desire to make the prospect 
seek more information, send in her in- 
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quiry, or be more receptive to the can- 
vasser who called. Such advertising 
should not be expected to pay for itself 
from direct sales resulting from the ads. 

There are three big avenues through 
which you can influence people’s de- 
cisions as to whether or not to purchase 
electrical appliances. These are: 

1. Business (profitability). 

2. Pleasure (pride, joy, etc.). 

3. Weakness (fear, vanity, etc.). 

Of these, business instinct is a con- 
siderable element, but it has to do with 
the logical mind, whereas pleasure and 
weakness have their source in the feel- 
ing. Therefore, the latter two gates of 
susceptibility are easier to enter—and 
through them you can set into action 
certain motives that are stronger than 
processes of mind. 

So, you might appeal to your pros- 
pect’s business instinct by showing how 
this appliance ought to pay big div- 
idends. 

Also, you might awaken her sense of 
pleasure by proving that it would be 
good fun to be “among the first.” You 
could suggest to the possible buyer 
how she would like to hear herself 
remarking with pride: “Yes—I have 
one of those new electric dish-washing 
machines.” : 

And, you could appeal to her human 
weakness, by giving the-machine the 
atmosphere of a toy—something new 
which would tickle the kid-side of the 
grown-up housewife. 

So, when your analysis of product 
and prospect has taught you these 
points, your problem simmers down to 
a choice of whether you should spend 
your money on newspaper, billboard, 
street car space, or how. Of course, 
personal work is best, but it is so 
expensive. Circular letters may be 
worth while, but their cost is $20 or $30 
per thousand of prospects reached, 
whereas the same sized space in a 
publication costs 40 cents or 50 cents 
per thousand of people. 


“REASON WHY” PERSUASIVE 
ADVERTISING 


You know from the above analysis 
that your advertising has got to be of 
the “reason why” persuasive variety— 
that it must be descriptive and per- 
suasive, and that thoroughness of treat- 
ment is necessary. 

For this purpose, any medium that is 
read-on-the-run is out of the question. 
Your advertisement must be put where 
the reader not only merely sees, but 
also looks, and reads. Therefore, in 
“A” in the class of the “Unknown- 
Unwanted,” it is necessary to use the 
newspaper or the magazine, or some 
other medium which is closely read. 

Unless you do put your advertising 
where it can both suggest, and actually 
persuade, then you cannot hope to make 
known the unknown, and to make 
wanted that which is unwanted— 
unwanted both as to the specific brand, 
and also as to the general class of 
which it is a part. 

One distinguishing point about a 
product of this kind is its cost. 


To make a woman buy “This” cake of 
soap instead of “That” (both being the 
same price) requires just one condi- 
tion, 7.¢.: 

1. To make her desire to buy “This” 
instead of “That.” 

You do not have to persuade her to 
spend any money which she otherwise 
would not spend. 

But—the “Unknown-Unwanted” elec- 
trical appliance is far from a necessity. 
To get her to buy this sort of thing 
entails two tasks: 

1. To make her spend money she 
otherwise would not spend. 

2. To make her buy your particular 
brand of the appliance. 

All new electrical appliances go into 
the pigeonhole of the “Unknown- 
Unwanted.” So does Cutex, Multi- 
graph, Encyclopedia Britannica and 
many others. For such must not only 
make known their names, but also they 
must establish the identity of the spe- 
cies to which they belong. 


They must prove whether they be 
fish, fowl or beast, and then must prove 
why the possible purchaser ought to 
have something of that species. Unless 
they monopolize their field, they must 
also prove why the public should prefer 
their particular brand above all other 
possible brands of the same type. 


“HALF-KNOWN AND HALF-WANTED” 
APPLIANCES 


Next we come to a class of products 
which form a middle ground. They are 
neither known nor unknown—neither 
wanted nor unwanted. So let us call 
this class the “Half-Known and Half- 
Wanted.” 

For example, let us take an electrical 
vacuum cleaner. This is operated with- 
out operators. It is different in many, 
many ways from a carpet sweeper—but 
after all, it is of fair familiarity. As 
to its demand—well, it’s kind of “half- 
wanted.” 

“You see, I have a good carpet 
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sweeper now, and to buy a vacuum 
cleaner also would require the spend- 
ing of more money than I really have 
to—and in a way might be an unjustifi- 
able duplication.” Something like that 
is the average attitude at first. 

Thus, you would find that this prod- 
uct, on analysis, would gravitate under 
the head of the “Half-Known and Half- 
Wanted.” It would be but semi- 
familiar and only passively desired, 
both as to the specific thing itself, and 
also as to the class of goods of which 
it is a part. 

To win the prospect’s attention, 
therefore, your appeal should be to 
prove it a necessity. You must explain 
a great deal. You might, for instance, 
tell how it works. You might show why 
it works better than other things 
against which‘ it competes. Only thus 
can you create desire. To start the 
prospect’s action, you could prove the 
profitability of your vacuum cleaner. 
You have got to make her feel she’d 
better have it after all. 

Of the major human _ incentives, 
“business” might be the best one to 
which to appeal when advertising this 
sort of thing. The business instinct 
could be aroused in the case of a 
vacuum cleaner, for instance, by show- 
ing how this would save money. You 
could tickle the sense of pleasure of 
your prospect by getting her to feel: 
“Well, what’s the use of my denying 
myself?” 


“EVENTUALLY—WHyY Not Now?” 


The next thing would be to coddle 
her inherent weakness by making her 
feel: “Well, I’ll get it eventually. I 
guess I might as well sign up for one 
now.” And while appealing to her 
weakness, you might appeal to that 
most powerful of all her susceptibili- 
ties—fear. You might suggest how 
much health she might lose by not hav- 
ing a vacuum cleaner in her home. 


Thus, through an analysis of this ° 


second class of the “Half-Known and 
Half-Wanted,” you can tell what fea- 
tures of the appliance to emphasize, 
which appeals will best bring about 
the necessary steps of (1) attention, 
(2) desire, and (3) action. 

You can also readily see what fea- 
tures of the prospect’s make-up are 
easiest of approach. 

In advertising products “Half-Known 
and Half-Wanted” your copy must be 
strong with display value, which will 
awaken a potential interest. It must 
also be persuasive with real reasons— 
designed to create desire. 

And you must use a medium that is 
more than merely glanced at. For the 
mere flaunting of a name or a trade- 
mark will never create desire for the 
“Half-Known and Half-Wanted.” You 
must place this kind of advertising in 
publications which are read—the news- 
papers, and the magazines. 

The kind of things which come under 
this class are numerous. Automobile 
advertising, for instance, is one of the 
most prominent. Here, too, you usually 
have to make the purchaser spend 


money which he otherwise would prob- 
ably not spend, for such products are 
seldom necessities. To that extent, this 
class is the same as the class of the 
“Unknown and Unwanted,” and is dif- 
ferent from the Class “C,” where the 
kind is really known and wanted, even 
though the specific commodity may be 
“Unknown as to Brand.” 

The main difference between the 
“Unknown-Unwanted” and the “Half- 
Known and Half-Wanted” types is that 
in the latter class you do not need as 
much description to explain the idea of 
your product. 


Must CREATE DESIRE FOR GENERAL 
PRODUCT AND FOR YOUR BRAND 


Yet, to make people buy the “Half- 
Known and Half-Wanted” commodity 
you must not only make them want 
the commodity in general, you must 
also make them want your specific 
brand. You must first establish a de- 
sire for something of the same kind 
as the thing which you advertise. But 
since the desire is half created to be- 
gin with, your main task is to make 
the specific thing which you advertise 
preferred above all others in this class. 

Quite often a commodity, such as an 
automobile or a vacuum cleaner or any 
patented device, may at first belong in 
the class of the “Unknown-Unwanted.” 
As such it may necessitate the com- 
pletest description. Then as the com- 
modity becomes better known through 
advertising, it automatically graduates 
from that class into the “Half-Known 
and Half-Wanted.” Then as something 
which is fairly well known, it will re- 
quire more and more emphasis as to 
its special brand, rather than in regard 
to the general class of which it is a 
part. 

Now we come to the class of the 
“Unknown by Brand.” This name is 
deceptive, but is the only one that will 
describe it in contrast to the two pre- 
vious classes, as well as in relationship 
to just what the advertising is in this 
case. 

The title is deceptive because into 
this pigeonhole goes the army of names 
which have become practically a part 
of the nation’s vocabulary. Tungsten 


lamps come under this class, for 
instance. 


CHANGING “UNKNOWN BY BRAND” 
INTO “By BRAND, WELL KNOWN” 


Although “Unknown by Brand” may, 
therefore, appear paradoxical in name, 
it is so called to suggest that there is 
nothing “Unwanted” about that kind 
of an article, and that the sole object 
of the advertising is to change “Un- 
known by Brand” into “By Brand, Well 
Known.” 

All products whose utility and gen- 
eral properties are utterly familiar and 
which are actively wanted—yes, needed 
—fall under this heading. They re- 
quire no _ educational work. They 
simply seek popularization, which repe- 
tition of name can provide. 

You need not play up the advantages 
of lighting a home. In advertising a 


certain brand like this (which is part 
of a species recognized as a necessity), 
your main task is to make the name 
of your particular lamp so well known 
that automatically the woman, on going 
into the store for some kind of lamp, 
will specify your special brand. 

In other words, the element which 
you should emphasize in order to gain 
attention should be the name itself. 
You may build up its attention value 
as they originally did with Sapolio by 
connecting it up with so many dif- 
ferent things as to make the name each 
time enjoy the notice that novelty al- 
ways elicits. 


CREATING DESIRE BY REPETITION 


And where the chief task is the build- 
ing up of a special brand of a needed 
commodity, you can create desire 
simply through repetition. You must 
drum the name in—time after time— 
until finally, by suggestion, you get 
the housewife to ask for your brand 
instinctively, rather than for the one 
that your competitor has to sell. 

Here you don’t have to make the 
buyer spend money that she otherwise 
would not spend. You do not have to 
change her tendencies or convictions a 
great deal in order to switch her over 
to your brand. To get action you must 
simply persuade the consumer woman 
to try your kind the next time she 
is to spend that half dollar. 

If you do suceed in getting her to 
try your brand, it is not so much 
through any appeal to her business 
tendency. The commercial profit to 
her, in using your lamp, for instance, 
instead of the other fellow’s, is usually 
negligible. 

In other words, “Name Publicity” 
can be used for this class of goods. 
Suggestion can be accomplished through 
almost any medium whether it be 
painted sign, street car card, or poster. 
In fact, any kind of advertising, in- 
cluding magazine and newspaper, may 
be successfully used in this kind of 
endeavor to establish a specific brand. 

In electrical merchandising, “Persua- 
sive Advertising” is usually better 
than mere “Name Publicity,” because 
it permits of adequate name display, 
plus copy which contains real interest 
and selling suggestion. 


“PERSUASIVE ADVERTISING” VERSUS 
NAME PUBLICITY 


“Name Publicity” is usually atmos- 
pheric and simply seeks the familiar- 
ization and popularization of a name, 
or slogan, or a trade-mark. By “Name 
Publicity,” the advertiser hopes through 
emphasis to stamp his product on the 
subconscious mind of the consumer. 
“Name Publicity” does not seek any 
direct action. It is content to familiar- 
ize—to build up prestige—gradually, 
insidiously and cumulatively: 

Persuasive “Action Advertising” is 
quite different in its aim and method. 
This seeks to establish a familiarity 
toward and a favorable flavor around 
the product advertised, incidentally to 
stamp its brand and familiarize its 
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name. Above all, it aims to persuade 
and to create conviction. 

“Persuasive Advertising” seeks either 
to get the consumer to send for more 
information, as a step toward an ulti- 
mate purchase, or if possible, it aims 
to get the consumer to go and buy the 
thing without further ado, or at least 
to feel a real desire for that particular 
product as against all other brands. 

“Persuasive Advertising” has to do 
more than merely attract the eye. In 
fact, it has four functions: 

1. Attract the eye. _ 

2. Clinch the interest. 

3. Move the judgment. 

4, Open the purse. 

Argument, plus persuasive sugges- 
tion—in other words, “Reason Why” 
copy—that is what persuasive adver- 
tising is made of. Its message must 
impel action. It must contain more 
appeal than any mere name-emphasis 
does. It cannot be read on the run. 

The tendency is towards “Persuasive 
Advertising,” because usually this 
method gets over the trade-name quite 
as well as “Name Publicity”—and in 
addition—by way of excess value, “Per- 
suasive Advertising” plants on the pub- 
lie mind, a definite feeling of positive 
favor toward the product advertised. 


THE CASE OF “QUAKER OATS” 


“Quaker Oats” used to be pushed 
through “Name Publicity.” Emphasis 
of the trade-name was the backbone 
of the advertising. 

Why not? It sounded reasonable. 
Every family used oats. All that 
seemed necessary was to yell the name 
“Quaker” loud enough and often 
enough. 

But the plan shifted and today 
“Quaker Oats” occupies more than a 
million dollars’ worth of space each 
year in magazine advertisements, which 
explain in pictures and words just 
why (yes, why and how) “Quaker Oats” 
is cheaper and better than meat, and 
all that sort of thing. 

There is one of many instances where 
“Persuasive Advertising” has been 
adopted. And under the old method, 
the name occupied 90 per cent of the 
space. Now the name takes up a small 
fraction. But still it is sufficiently 
prominent so that if you but glance at 
a “Quaker Oats” ad you will see the 
trade-name—and on top of all that, you 
will receive that creative suggestion— 
that reason why which persuades as 
well as reminds. 

Advertising competition has neces- 
-sitated more and better “Persuasive 
Advertising.” In the old days if you 
painted the name of your soap on 
elephants’ backs, on barn roofs, on flat 
rocks and wooden fences, you were a 
great advertiser. 

But what chance would that soap 
have now against Lux, and Woodbury’s 
and Ivory and the other brands which 
enjoy such alluring, intriguing and per- 
suasive reason-why appeals? 

Many, many products are known by 
name—many, many products are on the 
lips of the millions—so many, that if 


yours is not in the heart, as well as on 
the lips of Mrs. Consumer, your brand 
will not be bought. 


IN SELLING AN ELECTRICAL APPLIANCE 
Must First “PERSUADE” 


Emphasize the name, yes. But don’t 
forget that you might yell “Jones 
Washing Machine” forever and ever 
into the ears of your prospects and yet 
they would feel no desire for said 
washing machine. 

Yes, make the name known but don’t 
forget that in order to sell an elec- 
trical appliance you must first persuade. 
You must create the desire for the 
thing before you can sell a brand. 

That is why I think the tendency to 
devote major emphasis to names and 








Our Hearty 
Congratulations! 





Square D Company Junks the 
Negative Appeal 


New Campaign of Positive Nature to Supplant Much Criticised Scare Copy 


‘THE Square D Company, of complished its purpose. It has 
Detroit, which has caused‘con- brought safety switches to the at- 
siderable of an uproar in the elec- tention of the people in a way that 
trical field by the use of advertis- could not possibly have been ac- 
ing, setting forth the dangers of complished by positive advertising 
the so-called “open knife” switch, unless we had been willing to have 
has decided to change the charac- waited several times as long, 
ter of its appeal so 
as to make it positive 
rather than negative 
In other words, in- 
stead of telling what 
a dangerous thing the 
open knife ‘switch is, 
the company will sect 
forth the satisfactory 
results that follow the 
use of its enclosed 
safety switch. 
Printers’ INK, of 
September 2, told 
about how an a- 
Janche of  crii.casm 
was descending upon 
the Square D Com- 
pany from other fac- 
tors in the electrical 














ent voice—calling men 
to death 

t ° One moment a pulsing, living being— 

industry who feared the next a crumpled, lifeless shel 

that the negative ad- Cano 

vertising would so 
impress people with 
the dangers of using 
electricity that the 
general sale of ap- 
pliances would be 
hurt. This criticism 
has been most em- 


The sil 


phatic for a long time, 
but the company 
steadfastly refused to 
change its policy. The 
appeal was unusually 
forceful and resultful 
—so much so that the 
company felt it would 
prefer to run the risk 
of antagonizing the electrical in- 
dustry as a whole rather than 
change the advertising. 

“But we feel now,” D. H. Col- 
cord, advertising manager of the 
Square D Company, said to a 
Printers’ INK representative who were launched against us. 
called, on him in Detroit, “that “Other branches of the electrical 
our negative advertising has ac-  mdustry assailed us on the ground 


From Printer’s Ink, Nov. 11, 1920 








THIS IS THE COPY THE ELECTRICAL INDUSTRY SO 


“We went into this negative 
campaign with our cyes open. We 
criticism would come, We 
ted attacks from } 

hes of the electrical industry 
ore bitter even than those that 















Above we reproduce from Printer’s Ink, a 
leading journal read by advertising men, 
a staff article announcing the Square D 
Company’s change of policy in its popular 
advertising. As_ Printer’s Ink explains, 
hereafter Square D ads that reach the non- 
electrical public will no longer carry the 
former copy appeal associating danger and 
death with electricity, against which ELEc- 
TRICAL MERCHANDISING heartily protested 
on pages 129 and 142 of our September 
issue. 

Advertising in general, besides being a 
tool for creating business, exerts such a 
powerful influence in educating and shap- 
ing the minds of its readers, especially at 
this time, when the electrical industry needs 
friendly understanding and good will, that 
the whole industry will welcome the Square 

Company’s announcement that it now 
proposes to line up with the industry in the 
use of constructive advertising copy to the 
non-electrical public. 

_On this happy outcome, we tender our 
sincere congratulations to both the company 
and the industry itself. 

—-Editor ELECTRICAL MERCHANDISING. 


prices is a mistake. Bargains are 
neither good business nor good adver- 
tising, except for things that are ac- 
tually wanted. 

To advertise a 25-cent collar for 18 
cents will pull business because collars 
are wanted, and a certain number of 
collars will be bought every day. Part 
of the demand can be diverted your 
way as a result of advertising collar 
bargains. 

But will a bargain price, or the em- 
phasis of easy payment make a woman 
want a washing machine? No. If she 
really wants one—if she feels it is 
necessary to her—she will look around 
of her own volition. 

The task is to make her want one, to 
create an intelligent desire. The mat- 
ters of price and terms come later, just 
as they do in all good selling. People 
buy things because they want them, 
not because they are cheap. 


CO-OPERATIVE NEWSPAPER ADVERTISING 
BY DEALERS 


Local efforts of dealers to co-operate 
in electrical pages is a step in the right 
direction. But the reading matter in 
these is too “tradey,” too much “store 
talk,” not enough home talk. And they 
do not concentrate enough to create 
specific desire. When one page scatters 
its message over seven different kinds 
of appliances, how can it hope to create 
a desire for any one class of appliances ? 

The job of creating new wants re- 
quires concentration and high voltage. 
Why not concentrate co-operatively? 
Why shouldn’t the local electrical club 
adopt a program of merchandising, and 
put a month’s effort behind a certain 
appliance—tying in the effort of each 
dealer’s own selling force, store dis- 
plays and individual advertising, as 
well as the co-operative pages—all con- 
centrating on a specific kind (not brand) 
of specialty with enough steam to make 
the public want it? If that class of 
thing sells, the particular brand which 
a dealer carries will automatically sell 
too. 





L. W. ‘Chubb, engineer Westinghouse 
Electric & Manufacturing Company, 
kas been appointed manager of the 
newly created radio engineering de- 
partment of the company. During the 
past year Mr. Chubb has been on spe- 
cial duties in the material and process 
engineering department, and _ before 
that, for ten years, was in charge of 
the electrical section of the Research 
Division, Engineering Department. Mr. 
C abb is a member of a number of 
committees of the A. I. E. E. and of 
the United States national committee 
of the International Electrotechnical 
Commission. In the fall of 1919 and 
the spring of 1920 Mr. Chubb was sent 
to London and Brussels respectively as 
one of the American delegates to the 
meetings of the I. E. C. During the 
time which Mr. Chubb has been asso- 
ciated with the Westinghouse company 
he has received patents on nearly one 
hundred inventions in almost every 
phase of electrical engineering. 














316 


ELECTRICAL 


MERCHANDISING 


Vol. 24, No. 6 





Dig Up the Dollars 
Buried in Books 








To help electrical merchandisers put their 
hands on books of definite business-getting 
value, there will appear in this column 
from month to month a brief review of one 
or more of the business books listed on 
pages 140 and 141 of the September, 1920, 
issue of ELECTRICAL MERCHANDISING, or of 
any other good business book which may 
interest electrical contractors, dealers, job- 
bers, jobber salesmen, central station sales 
managers and manufacturers of resale 
goods. Suggest a book, if you wish, that 
you think will be helpful to the other fel- 
low.—THE EDITOR. 


“Winning the Public” 


WINNING THE PuBLIC. By S. M. Kennedy, 
New York: McGraw-Hill Book Company, 
Inc. 168 pages, illustrated. Price, $2.50. 

Every electrical man, whether he be 
a jobber, contractor, dealer, electrical 
engineer or central station man, is in- 
terested in public relations or public 
policy questions, with reference to the 
electrical industry. Every electrical 
man, no matter what his particular job, 
if he is onto that job, is trying to do 
his part to better public relations in the 
interest of the industry. Such a man 
will find an unmeasured wealth of en- 
couragement, inspiration, instruction 
and practical suggestion lying within 
his hands when he picks up a copy of 
“Winning the Public” by S. M. Ken- 
nedy, vice-president in charge of pub- 
lic relation and business development 
of the Southern California Edison Com- 
pany. 

Mr. Kennedy’s book will be of inter- 
est and value not only to public utility 
executives, because its author has won 
the confidence of both his public utility 
associates and of his public, but it will 
also be of value to jobbers and con- 
tractors and dealers, because his mes- 
sage applies with almost as much force 
to the appliance-buying public. Mr. 
Kennedy’s chapter on “The Man in the 
Street” could without question be read 
with profit by every resale man in the 
electrical industry. Take, for example, 
the following paragraph: 


“THE MAN IN THE STREET’ KNOWS 
No SATURATION POINT 


The Man in the Street knows of no satu- 
ration point, neither should we. The Man 
in the Street is willing that the annual con- 
sumption per capita should increase year 
by year if he is benefited thereby. It is up 
to us to show him that electricity and con- 
venience are synonymous and in what di- 
rection new benefits may be _ obtained. 
There is no limit to intensive development 
of this kind—but it cannot be obtained by 
wishing and waiting. The point upon which 
this whole question of business development 
hangs is the ability to let the people know 
—in other words, to create the desire. 

The Man in the Street must be informed 
so that he may be fully advised as to the 
possibilities of electric service, in the light- 
ening of labor and in adding comfort and 
good cheer to the life of mankind. He is 
already in a receptive condition and is only 
waiting to be shown the wonderful capacity 
of electric energy in performing almost 
everything within the range of industrial 
and commercial life. All we need is men 


who have a thorough practical and _ inti- 
mate knowledge of the possibilities in the 
use of electric service. The possession of 
this knowledge fills them with confidence 
and enthusiasm, so that when they talk to 
the Man in the Street, the battle is as good 
as won. Obstacles are swept aside, ob- 
jections are overruled, competitors are an- 
nihilated and, by and by, the Man in the 
Street, far from being saturated, will, like 
Oliver Twist, only ask for more. 





“Advertising the Technical 
Product” 


Advertising the Technical Product. 
Clifford A. Sloan and James D. 
McGraw-Hill Book Company, Inc. 
trated. 


By 
Mooney. 
Illus- 


Because of the inherent power of 
technical advertising and because of the 
present necessity for utilizing it most 
effectively and economically, the book 
recently published entitled “Advertis- 
ing the Technical Product” is of vital 
interest to every electrical man. One 
of the co-authors, Clifford A. Sloan, was 
formerly advertising manager of the 
Hyatt Roller Bearing Company; the 
other, James:D. Mooney, is of the vice- 
president’s staff, General Motors Cor- 
poration. 

The subject is treated in detail, the 
opinions expressed are frank and come 
from men who have had experience in 
advertising technical products. In con- 
cise tabular form, the authors present 
a clear and forceful résumé of the chief 
economic losses which exist in the 
present-day advertising of technical 
products. This digest, which is worth 
the attention of every electrical man 
who advertises, because the problems 
it treats of are his too, is presented 
here in full: 


Losses Due to Faults in Technical 
Advertising 


I. Losses due to the manufacturer or his 
advertising department caused by: 
1. Lack of analysis: 
(a) Of product for best selling points. 
(b) Of component markets. 
(c) Of the relation of the product to 


the respective markets; to supply 
material for the most powerful 
appeals. 


(ad) Of all the mediums available for 
carrying the message, and the pos- 
sibilities of co-ordinating the use of 
several of these to establish a com- 
plete campaign. 

(e) Of the costs of advertising, and 
the results produced, to provide a 
basis for spending further money 
more effectively. 

. Too much attention focused on the 
product instead of on the service it 
performs. 

3. Too little use of the dollars and cents 
appeal. This appeal is one of the 
strongest used in advertising general 
commodities. It is one of the oldest 
and most powerful appeals used in 
selling anything. The money appeal 
has been used very little in selling 
technical products, but it ‘presents 
very interesting possibilities. 

4. Lack of knowledge of the psychology 
of the technical or professional buy- 
ers in the component markets. 

5. Advertising in territories or to com- 
ponent markets for which no 

arrangements have been made for 
selling or distribution. 


bo 


6. Lack of understanding of correct or-- 


ganization principles to insure effec- 
tive work in the advertising depart- 
ment. The advertising departments 
of many large manufacturers spe- 
cialize entirely on the functions pe- 
culiar to the execution of advertising 
detail and routine, such as copy, 
illustration, art work, type, but spe- 
cialize not at all on the problems 
peculiar to selling the product or 
products to component markets for 
these products. 

This condition or organization is 


10. 
at. 


12. 


13. 


14. 


15. 


16. 


pa 


Err. 


2. 


. Lack of sales ammunition, 


. The sca:city 


the cause of the appearance of such 
a great proportion of blanket appeal 
advertising, good advertising in form 
and appearance but almost power- 
less in sales energy. 


. Lack of sufficient contact between the 


advertising department and the field 
men. Too little observation in the 
field by members of advertising de- 
partment. 

of sales 
substance as a basis for building the 
messages. 


. Lack of the carefully planned cam- 


paign, of which 
should be a part. 

Poor choice of medium or mediums for 
delivering the messages. 

Lack of perception of the distinction 
of character of magazines, as ex- 
pressed in their purposes, fields and 
editorial services. 

Lack of follow-up, of sales-clinching 
messages to establish the value of 
the general advertising by bringing 
in the volume. 

Poor execution of direct mail; poor 
grade of mail pieces; faulty lists. 

Liberal and costly use of expensive 
space in popular magazines for in- 
direct methods of advertising, with- 
out a balancing amount of time and 
money spent on the kinds of adver- 
tising that will clinch sales. 

“Dominating” advertising campaigns. 
It is possible for a manufacturer to 
dominate the market for a technical 
product, but not as the result of one 
big ‘“‘smashing” campaign in a popu- 
lar magazine. 

The use of house organs that express 
too much “house ego.” 

Losses due to the mediums, caused by: 


every message 


. The reduction of some trade and 


technical magazines to the category 
of directories, because of the great 
masses of advertising carried by in- 
dividual issues. 


. The lack of some means of getting the 


reader over into the advertising sec- 
tions of the trade or technical mag- 
azines, some such means as the in- 
terpolation of editorial material with 
the advertising. 


. “Special issues” of trade or technical 


magazines. 


- Too many issues per year of mag- 


azines with little news. 

Losses due to the manufacturer’s 
counselors, caused by: 

Bs of counselors who are 

disinterested. The manufacturer’s 
counselors are made up of two prin- 
cipal groups, the national advertis- 
ing agencies and the advertising 
service departments of the trade and 
technical magazines. There is a 
third very small group made up of 
the “technical agencies’; they are 
more truly disinterested parties, but 
so far their influence in technical 
advertising is very limited. The na- 
tional agencies, of course, are inter- 
ested in the promotion of advertising 
in the popular magazines because 
their commissions from these sources 
are income for them. The advertis- 
ing service departments of the trade 
or technical journals are interested 
in the promotion of advertising in 
their own particular magazines. It 
seems hardly accidental, therefore, 
that advertising should be highly 
developed in these two directions. 
Nor is it strange that the direct 
forms of following up the magazine 
advertising that concentrate directly 
upon crystallizing the sale have been 
developed slowly and at present get 
very little of the attention they de- 
serve; there is a lack of organized 
effort to promote the use of such 
advertising ; it is nobody’s child. 

The general lack of experience and 
knowledge of marketing technical 
products in the national agencies 
that give counsel to the manufac- 
turer on advertising in the popular 
mediums. There is a lack of adap- 
tation of the principles of advertis- 
ing to fit the conditions peculiar in 
general to advertising technical 
products and in particular to adver- 
tising the particular technical prod- 
uct to its component markets. 


3. The making of the appeal in popular 


mediums to the average reader in- 
stead of to the average prospect- 
reader. 


4. The specialization of many of the 


large advertising agencies entirely 
on the functions related to the phys- 
ical factors of building advertise- 
ments instead of the specialization 
on the individual products and their 
respective component markets. ' 
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Managing an Electrical Con- 
tracting Business 
(Continued from page 289) 





sure that your whole organization 
knows it; don’t miss the opportunity 
to instill a little more of that elixir of 
life, the spirit of success. 

The business organization of any 
kind which does not make the principle 
of the fair deal the basis of all deal- 
ings with itself, its employees, its cus- 
tomers and its competitors is today a 
back number. Without a fair deal to 
employees there can be no loyalty to 
the employer, none of that spirit per- 
vading the whole organization that is 
so strong a factor in attaining success. 
The customer expects and demands a 
fair deal from the contractor and will 
have nothing to do with the house 
where he does not get it. The preda- 
tory type of contractor may make 
money on one job by “putting it over” 
on his customer, but he rarely if ever 
gets a second chance with the same 
man. 

The whole idea of co-operation upon 
which this association is based rests 
upon the principle of the fair deal be- 
tween competitors. 


COMPETENT COUNSEL 


It may be quite positively stated that 
no man knows all there is to be known 
about his own business. The world is 
moving rapidly today along the line of 
development of business methods. It is 
a matter of necessity to the contractor 
who has the ambition to be a real suc- 
cess in business that somewhere and 
somehow he obtain expert advice, re- 
liable data, up-to-date information on 
methods of applying fundamental busi- 
ness principles. Large business houses 
very commonly employ specialists, 
either as permanent members of the 
staff or in a consulting capacity, to 
conduct research work on their special 
problems. The prices these men com- 
mand place them beyond the reach of 
most electrical contractors, so that it 
is a serious problem indeed for the 
contractor who would be progressive to 
obtain the necessary competent coun- 
sel. There are a considerable number 
of books which have some bearing on 
the subject, but none that furnish the 
information wanted in concise form. 

The real hope of the contractor for 
obtaining the business information he 
most needs lies in the National Asso- 
ciation. Research and development 
work can be easily carried on by the 
association which would be of prohibi- 
tive cost to any except the largest of 
the individual members. An outstand- 
ing example of the practical results of 
such work is the National Association’s 
Standard Accounting System. It is my 
earnest hope that more work of this 
character may be undertaken by the 
association in the immediate future. 

Common sense is the summation of 
all the thirteen principles; it compre- 
hends them all and transcends them 


all. The twelve other principles are 
merely common sense analyzed and 
made specific and explicit. Common 
sense must be used in the application 
of the twelve others, otherwise they 
cease to be principles of efficiency. 
Common sense is a personal attribute; 
most people have enough to get along 
with if they would only use what they 
have. Mr. Emerson brings out the 
points that all people have some com- 
mon sense, that common sense can be 
cultivated, and that the human mind 
works logically, but the greatest foe to 
efficiency and human progress is mental 
laziness. 


EFFICIENCY REWARD 


The cumulative net result of our 
efforts should be a greater net profit at 
the end of the year. If we have become 
more efficient, we are entitled to and 
can get a just reward. 

A portion of this reward will come 
through the increased volume of busi- 
ness which naturally gravitates to the 
smoothly operating business machine, 
on account of the superior service ren- 
dered. Increased volume in itself op- 
erates to decrease overhead expense, 
and the same perfected machine that 
produces the high grade service will 
also reduce the total costs of work. 
Certain definite efforts must be made, 
however, in order to realize the full 
measure of the reward to which effi- 
cient organization is entitled. Much 





Make the Atmosphere of Your 
Electric Store “ More 


Friendly” 












THE FRIENDLY STORE 


There is a quality in friendliness which 
pabe we endeavor shall be an impelling mo- 
roe tive behind the service: of this store. 

As one is glad to give counsel and 

assistance to any friend without 

thought of return, so this same spirit of 


— throughout this stores organization sug: 
ue ets that counsel and guidance, when 
Pa. a d, be freely given our patrons, and 
that this counsel shall be untettered by 
self-interest. It is this friendly idea that 
makes the suggestions this store gives 
its patrons about style, becommyness, 
use, appropriateness, dependableness ani 
serviceability worth while. They are 
opinions upon which one may place 

iance because they are this store's sin- 
cere belief based upon expert judgment 
and experience, suggeste by ‘no other ¢ 
consideration than the patrons interests. 


CARSON PIRIE SCOTT AND COMPANY 















There is a large store in Chicago which has 
the above message printed on the envelopes 
in which small purchases are handed to its 
customers. This little preachment on “The 
Friendly Store’ is a sermon for every mer- 
chant and every clerk, and particularly for 
the man who sells electrical wares and de- 
vices—for expert advice on which the lay 
customer must depend upon the friendly 
counsel and interest of “the electrical man.” 


can be accomplished by legitimate ef- 
forts through the local association to 
raise prices to a fair level; still greater 
results can be accomplished by prop- 
erly directed sales efforts, in direct 
dealings with architects, engineers and 
owners. A reputation for fair dealing 
and for carrying the job through to 
successful completion without trouble 
or annoyance to any one concerned is 
by far the most effective selling argu- 
ment the sales engineer can employ 
and will often enable him to secure 
business without competition or at an 
increase over competitive prices. It is 
a psychological fact that the good sales- 
man can and will sell the service of 
his house at a higher price when he 
is himself completely sold on the idea 
that that service is of a superior brand. 

In addition to securing a fair effi- 
ciency reward for the owners of the 
business, it is equally as important that 
an adequate efficiency reward should be 
received by all employees. Personally 
I am absolutely convinced that every 
individual in the organization should 
be paid a salary or wages plus a bonus, 
a few of the higher salaried men to 
receive a percentage of the net profits 
of the company at the end of the year, 
the balance of the office force and all 
workmen to receive a bonus based upon 
the quantity and quality of work they 
turn out. This is so far only a theory, 
but if the principle can be successfully 
carried out by the Bethlehem Steel 
Works, why cannot the same thing be 
done by an electrical contractor? 

On account of time limitations a 
large branch of this subject’ has been 
left untouched, namely, all problems 
relating to the actual handling of con- 
struction work, handling labor, organ- 
izing the job, installation methods, etc. 
It will be readily seen that the thirteen 
principles apply here as well as to the 
general management of the business. 
It has been my observation that the 
average contractor takes care of this 
part of his work better than the other 
end. However, there is room for a vast 
amount of improvement in the methods 
most of us employ in handling the work. 

Summing up the argument, if you 
would succeed, first know what you 
want, then plan to get it. Base your 
plans upon records and keep records 
upon which future plans can be based. 
Having made your plans and having 
put them in definite form, carry them 
through on schedule time. Surround 
your organization with conditions that 
are an inspiration to the best work, 
employ the best methods in everything 
that is done, and make these methods 
definite and permanent. Keep your 
organization inspired with that love of 
the game that produces the highest 
type of team work. Make the fair deal 
the underlying principle of your busi- 
ness. Realize that you don’t know it 
all and that competent counsel must 
be and can be obtained. Measure all 
things by the standards of common 
sense, and finally, having done this, 
you have earned a reward. 
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Electrical 





Merchandisi 


The Monthly Magazine of the Electrical Trade 


believes that: 


Goods must be sold and business done at a profit. 
Business comes to the man who goes after it. 


Central stations must compete with other retailers at a profit. 


The contractor-dealer must go after business if he expects to get 
what he deserves. 


Discounts in the chain from manufacturer to jobber to dealer must 
be so adjusted that every man who has a function gets paid for it. 


It is to the central station's interest to encourage and foster retail 
sales by every retail electrical dealer in its community. 


Electrical contractor-dealers should cease selling merely wiring jobs 
or appliances, and sell an electrical service. 


8 The electrical merchant—central-station man, as well as contractor- 
* dealer—must analyze his business, know his costs, and adopt 
modern merchandising methods in both buying and selling. 


9 The electrical trade must think and practice ‘Quality Electrical 
* Work,” using quality materials. This means that owners, archi- 
tects and builders must be shown the advantages of equipping houses 
throughout with convenience outlets; that plugs and receptacles must be 
standardized; that fixtures should be equipped with standard-plug con- 
nections; that lighting outlets and switches be located with regard to the 
principles of good illumination and convenience; and that meter-boards 
be so located that meters can be read without entering the house. 


10. t is the duty of every electrical man to help educate the public 
* to use electricity and electrical devices that lighten the labor of 
the home, office, shop and factory. To this end we urge local newspaper 
advertising on the part of every dealer handling electrical appliances. 
and that advertising departments of local newspapers be made part of 
the local electrical industry. 


NNO WN = 











Install Signal Systems—the Opportunities 
Are Legion 


LECTRICAL MERCHANDISING has often pointed 

out the number and variety of opportunities for 
business that are waiting for the electrical man in every 
community. We have tried to emphasize that the great 
non-electrical public is only waiting to employ us to 
equip it with the hundreds of conveniences we have to 
sell and install, but which the public itself yet hardly 
knows exist. The electrical man who will go out and 
follow up his obvious opportunities will find dozens of 
channels through which profitable business will come 
pouring in upon him. 

Let’s put aside for a moment all the possibilities for 
selling appliances and even for doing wiring for light 
and power. Let’s consider one wiring field which is 
often overlooked—that of signal installations. 

ELECTRICAL MERCHANDISING has talked about the field 
for intercommunicating telephones in homes, apart- 
ments, offices, shops and factories. Yet even that great 
field only begins to scratch the surface of the potential 
business there is for the electrical contractor in “low 
potential” wiring. Most contractors are familiar with 
standard wiring practice for light and power, but very 
few indeed are acquainted with the immense number of 
uses of low-tension signaling systems, operating on 14 
volts and thereabouts. 

Hospitals, for instance, are splendid prospects with 
their call systems and intercommunicating telephones. 
The wiring of a fair-size hospital is by no means a 
small job. There are also numerous indicating systems 
which may be used in banks and libraries. Fire-alarm 
systems are needed in schools, in hotels, in industrial 
plants, and in rural communities. Then there are watch- 
men’s clock services, and industrial and store calling 
systems, and dozens of others. The signaling-system 


manufacturers are ready with the equipment and with 
simple wiring diagrams for their installation. 

The business right here in sight would keep every 
contractor’s crew busy for months. And the way to get 
this business is 'to go after it! Selling will sell. 





Sell an Appliance Out of What Is Saved 


HRIFT is a subject uppermost in the minds of many 

household buyers today. Thrift can be turned into 
a buying motive to encourage the purchase of electrical 
appliances. Often a little timely forethought on the 
part of the electrical man will show the customer how, 
by buying an electrical device, he can save making some 
unexpected outlay which he had theretofore taken as a 
matter of course. 

For example, a Connecticut sales manager sold an 
electric range to a local householder who was building 
a new home by showing him that if he installed an elec- 
tric range he could dispense with one of his chimneys 
shown on the architect’s plans. The cost of the chimney 
thus saved was more than enough to pay for the elec- 
tric range! Thus the owner saved putting up a useless 
chimney, and the electrical man received the chimney 
appropriation for electrical appliances. 

Again, a New York woman was shown that she would 
not need to install the usual stationary laundry tubs 
if she bought an electric washer. Accordingly she saved 
herself the big plumbing bill she was about to incur. 

The principle has many applications. It fits in well 
with the thrifty times that are ahead. For in the 
thrifty market electrical appliances should come into 
their own! 











Not All Women Are Sound-Proof to 
Technical Talk 


HAT was a pretty good tip a Southerner gave elec- 

trical men the other day when he said that not 
every woman will be satisfied with the cut-and-dried 
demonstration of the salesman who’s motto is “Don’t 
get technical when talking to women.” There actually 
are some women today who have a fair knowledge of 
mechanics and whose choice of an electric washer is 
based on something more than the color of the enameled 
finish. The woman who drives her own car isn’t going 
to flee in a panic at mention of “gears” or “shaft drive.” 
On the contrary, she’s going to insist on knowing them. 
It’s up to the salesmen to see that that kind of woman is 
supplied with the facts. And besides, adds the sly 
critic, there’s a good deal of subtle flattery in making a 
woman think that you think she is above the average 
in intelligence and understanding! 
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Selling the Bachelors on 
Electric Cookery 


By GEORGE T. HOLMES 


Consider the bachelor, all ye sellers 
of electrical cooking appliances, for 
he is no longer the jewel gone to 
waste, nor the diamond in the rough, 
nor even the Man without a Cook- 
stove. 

Word comes from Louisville, Ky., 
that the Louisville Gas & Electric 
Company has been making a big suc- 
cess of a campaign to “sell the bache- 
lors.” Hundreds of electric cooking 
appliances have been sold to single 
men in Louisville within the last few 
weeks, according to Robert Mont- 
gomery, sales manager. 

The thing is not as foolish as it 
sounds. Restaurant prices and hotel 
prices for food are not dropping, as 
many commodities are, and there is 
becoming evident a tendency among 
the great mass of “lunch hounds” 
who claim no home and fireside to 
resent the evident attempt of such 
establishments to keep up the war- 
time scale of profits. In fact, the 
complainants make no bones about 
calling them profiteers, and are hav- 
ing their say in the newspapers, 
which quite naturally take the side 
of the said complainants. 

Now, here is the “kick”—stronger 
than 4 per cent too—so far as the 
dealer in electrical appliances and 
novelties is concerned. It offers prac- 
tically a new field to which to appeal. 
It makes novel advertising. It af- 
fords a chance even to start a fad, 
out of which may be reaped big 
profits in sales. 


ELECTRIC IRON WILL PRESS 
TROUSERS AND FRY EGGS 


Sell the bachelor an electric iron, 
with which he can press his clothes, 
and which he can invert, making a 
first class little stove on which to fry, 
bake or toast. 

Sell him regular electric cooking 
appliances, and show him how the 
cost of them is a small item when 
compared to what he saves on his 
breakfast and supper, by cooking 
those two meals. 

Advertise to him directly, making 
your appeal to the “man,” and not to 


Ideas for the Man Who Sells 











Plans, Schemes and Methods 
Gathered from Successful 
Selling Experience to In- 
crease the Sale of Electrical 
Appliances 




















the woman side of the proposition. 
Men are economizing these days. 
The move is sweeping the country. 
It is given impetus by the entry of 
women into the voting class. If you 
don’t believe there is something in 
it, you are not keeping up with the 





One Hundred Lighting 
Fixture Exhibits 

Seventy-four principal fixture exhibit 
booths have been provided for displays 
by fixture manufacturers at the second 
annual Lighting Fixture Market to be 
held in Elmwood Music Hall, Buffalo, 
during the week of Feb. 14, 1921. Be- 
sides the principal booths, there will be 
a number of smaller spaces, bringing 
the total number of exhibits up to about 
a hundred. Each of the principal 
booths will be wired for 2,000 watts. 








times. Men are becoming addicted 
to satisfying their own home wants 
in just the same proportion that 
women are getting away from it. 

In other words, the dealer in elec- 
trical cooking and heating appliances 
has a new and ever increasing field 
to which to sell, if he will only call 
attention to it and cultivate it. 

Now here is a novelty in which lie 
the possibilities of a fad: 

The “boys” who occasionally meet 
for lengthy sessions in the upstairs 
room want a little something to wake 
them up about midnight. Now that 
liquor has gone, there is only one 
thing left: Cook Something. 

They are doing it in Louisville. A 
Welsh rabbit or an omelet. There is 
no reason why they should not in 
your town. Make the idea popular. 
Get the right gang to start it, and 
you will be surprised at the sales you 
have on chafing dishes. 





One of the Twelve Westinghouse “ Better Merchandising ” 
Shows, Shown in Operation at St. Louis 

















The Westinghouse Better Merchandising Show, which was described in the September 
issue of ELECTRICAL MERCHANDISING, is shown above as it was exhibited last month in 


St. Louis to the contractor-dealers of that city. 


The newly formed Westinghouse 


Merchandising Bureau at 165 Broadway, New York City, has been actively engaged 
in sending out these shows to various cities where the local representatives of the 
Westinghouse companies and their distributers are instructed and then these men in 
turn take the shows to the various cities in their district. 


There are now en route or under way more than a dozen shows, which will be sent 
to as many different sections of the country to spread the gospel of better merchandising. 
An attendance of approximately 300 people was recorded at four shows held in tho 
St. Louis territory, and the interest shown by the local contractor-dealers was very 


gratifying to those in charge 
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The Fellow 
Who Goes Out After Business 


Gets It! 


By G. A. PORTER 


General Manager National Sweeper Divi- 
sion, the Torrington Company 











IT MAY BE: 

That a man with a store, 
Has idle clerks, 

And a lot of stock, 

And prods 

About bills: 

No harm 

To agree; 

It may be so. 


Says Mr. Head-of-The-House 
To Friend Wife: 

“Times are tight, 

Prices are tumbling, 

We won’t buy a thing 

We don’t have to have.” 


That’s what’s happening 
Everywhere. 

They’ve got to be coaxed, 
And to see the Need; 

And the Value has to be there, 
Before they buy. 


But that’s not the reason 
To be blue; 

Or to sit 

And talk 

Tight business. 


It fits the times 
To sell 
Vacuum cleaners. 


Only homes that are wired 
Are gone after— 

Nearly 8,000,000 of ’em, 
That’s all. 


And seven out of every ten 
Are yet unsold. 


And these are the people 
Last off the payroll, 

And mostly colupon-cutters, 
But even they 

Have to be shown. 
They’re all in the mood 

To save. 


They’ve gotta know 
How 


A vacuum-cleaner pays 
For itself 
Over and over. 


Just how it saves, 


in dust sucked, 
in litter picked, 
in rug wear, 
in help hire, 
in time saved, 
in germs moved, 
And the colors clear, 
And the air clean, 
And the untired woman 
Proud of her job 
As she should be. 


And when they know 
How it pays, 
They buy. 


They’re doing it now— 
From the fellow 

Who goes 

Out after business! 











*Mr. Porter believes, with ELEcTRICAL 
MERCHANDISING, that in any kind of a 
market, selling will sell! He knows that the 
way to get vacuum cleaners or any other 
appliances sold is to go out and sell them. 
So the Torrington Company, of which he is 
general manager, has had this bit of sound 
propaganda printed in long galley form like 
the above. for distribution by its salesmen 
to its jobbers, who in turn distribute the 
sheets to dealers. The psychology back of 
the whole situation is a healthy one. 

Business comes to the man who goes 
after it !—EprTor. 


Marathon Piano Player At- 
tracted Crowds to Electric 
Shop Opening 

A unique way of throwing the 
doors of his establishment open to 
the public was practiced by A. L. 
Phillips, owner and proprietor of the 
Pioneer Electric Company of Port 
Angeles, Wash., recently. 

The grand opening was featured 
by a marathon piano-player who per- 
formed continuously for thirty-six 
and one-half hours, prior to and dur- 
ing the first day’s operation of the 
establishment. During this time the 
entertainer never left the instrument 
and played with either one or both 
hands all of the time. He was fed 
by an assistant. 

The Pioneer Electric store is up 
to the minute in every respect and 
carries a complete line of electric 
appliances, along with farm-lighting 
plants and pumping systems. 





They Carry Oil and Soap for 
Washing Machines 


By CECIL JOHNSTON 


Several electrical dealers whom I 
know have made it a point to stock 
a good brand of light oil and a good 
brand of soap for their washing 
machine customers. 

These articles are carried not only 
with the idea of making money di- 
rectly from their sale but also with 
the purpose that each person coming 
into the store is a prospect for other 
electrical appliances, and that Mrs. 
Jones next door is interested in an 
electric washing machine or a vacuum 
cleaner. 

The dealer who carries a good 
grade of oil eliminates future trouble 
for his customers who have washers 
or cleaners, for more than 75 per 
cent of washing machine and vacuum 
cleaner trouble is traced directly to 
improper lubrication, 





“Follow-Up” Your Christmas 
Sales! 


Some folks eat all the honey they 
can get when times are good; others 
save a little for the lean months, 
when there will be no honey. So with 
the merchant. Around Christmas 
time sales are comparatively easy, 
buyers many, and purses open. 

But after Christmas often there 
comes a lean season, which is a 
little less lean to the dealer who can 
carry over into it a little of the 


honey of his previous period of good 
fortune. , 

Make plans now to “follow up” 
your Christmas sales! During the 
gift-buying weeks many a new cus- 
tomer comes in who has perhaps 
never entered an electrical store be- 
fore. Don’t give him a chance to 
forget to do it again! 

Get his name and address—you 
can do it if you tactfully explain that 
it is in the interest of the future 
servicing of the appliance, or that 
you want to give him advance tips on 
special sales. 

Also, if the appliance is a gift get 
the name and address of the person 
who is to receive it—explaining that 
you would like to inquire, shortly 
after Christmas, to see if the appli- 
ance is giving satisfaction or 
whether it needs a further demon- 
stration. 

Use your Christmas sales, in other 
words, as a basis for a brand new 
prospect list, and make all-the-year- 
round customers of your Christmas 
gift buyers! 





Put a Heater in Front of 
Your Store! 








“Gee whiz! 


where does that heat come 
from?” thought the passerby in front of the 
electric shop of the Collins Electric Com- 
pany, at Springfield, Mass., on a recent 


cool morning. The warm and gentle ray 
which_ brought forth this lucubration* and 
caused the wayfarer to stop in his tracks 
and investigate came from an electric 
radiant heater mounted on a stool as shown 
in the accompanying photograph and fed 
with ‘“juice’’ from inside the store by a 
handy lamp cord run through a hole in 
the door. 

*From the original manuscript of our 

Boston correspondent.—EDITorR. 
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Concentrate on the Lines 


You Sell 
By C. L. SHAW 


It is concentration of effort that 
produces the greatest success along 
the line you are working. The sales- 
man scattering his efforts over too 
large a field or spreading them to 
‘cover a long line of goods cannot 
expect to get big results on any one 
item on the list. The thinner the 
effort the thinner the results. 

If a salesman concentrates wisely 
in his selling he will get bigger 
orders and his customers will become 
better acquainted with his line and 
learn about items they never knew 
about before. 

By concentration, in this connec- 
tion, I mean concentrating the efforts 
on certain specific items, specializing 
on them, though not to the extent of 
omitting or neglecting the rest of the 
line. You may have a hundred items 
on your list. Certain of them are 
emergency items—things which no 
buyer will order until he has a real 
need for them, and then perhaps 
only in limited quantity. Other items 
are so commonly required that every 


The Jobber’s Salesman 








Ideas Other Men Have Used 
to Help Them Sell Goods, 
and to Build Better Dealer- 


Customers 

















dealer buys more or less of them 
each trip. Then there are other 
items that sell well to a few buyers 
acquainted with them. This last 
class is susceptible to the greatest 
sales stimulation if you will concen- 
trate on them, an item or two at a 
time, 


STUDY EACH ITEM OR 
LINE THOROUGHLY 


On each trip make up your mind to 
concentrate on a certain item or line. 
Get all the information you can on 
the item, about its manufacture, the 
raw material used, the possibilities 
of future shortage of supply, the 
durability of the article, its various 
utilities. Find out its full list of 
uses and the entire field of its sale. 
Make yourself for the time being a 
specialist on that one thing, and 
after giving the rest of the line due 
attention give the dealer your best 
on this special item. 

Select a new item each trip, 
choosing those that are not selling 






as their qualifications warrant. In 
this way you will develop your trade 
and increase it without sacrificing in 
other directions. 

Salesmanship is a sort of mental 
window display, and you know how 
it is when you look into a window 
and see there a mere conglomeration 
of items, all unrelated save in a very 
general way, nothing standing out 
conspicuously. 

It is much the same with salesman- 
ship. When you exhibit to a buyer a 
mental view of everything you sell, 
all placed on the same level, with no 
special prominence given to anything, 
you leave him little wiser than before 
you came. 

On the other hand, if you concen- 
trate and make one thing stand out 
in your selling talk, if you make one 
item conspicuous, you may be sure 
that item will be thought of after 
you are gone. Discuss the regular 
lines you need to bring up and talk 
over all the matters that are essen- 
tial. Then, with all this as a back- 
ground, set to the front the one 
thing you want remembered as the 
item on which you have concentrated 
your special effort for that trip. 





**House of Buchanan” Holds Get-Together Dinner, Addressed by ex-Senator Cartwright 





bas! 
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In November the “House of Buchanan,” comprising more than 100 
. Buchanan & Company, elec- 


members of the organization of J. F 


and Financial Expert Spillane 


forward so rapidly. 
headquarters for the National I. W. W.’s and we were greatly 





We understand that Philadelphia is the 


trical jobbers, Philadelphia, held a very successful elbow-rubhbing 
dinner at the Adelphia Hotel, Philadelphia, the principal speakers 
being, besides Mr. Buchanan and his partner, Gilbert S. Smith, 
ex-Senator Cartwright of California and Mr. Spillane, financial 
editor of the Philadelphia Public Ledger. “The firm feels a re- 
sponsibility for the general attitude of its employees toward public 
questions,” explains Mr. Smith, “and we believe that in performing 
this duty we should put forth propaganda among our employees 
at least to offset the socialistic, bolshevist work which is going 


surprised to find that several of our own employees had voted 
the Socialist ticket, having for their candidate the draft ob- 
structor, Debs, now in jail. Following the telling remarks of 
Senator Cartwright several of our employees admitted that they 
had voted the ‘red’ ticket, but assured him that he had shown 
them the light. The firm proposes to continue its work of en- 
deavor along this line and incidentally to bring about a closer, 
nee harmonious relation among the members of the Buchanan 
amily.” 
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Cleveland Electrical League 
Opens School for Elec- 


trical Salesmen 


(Continued from page 288) 





best points for sales talks,” he says. 
“The men are taught to use all their 
intuitive resourcefulness in fitting 
their sales talks to the type of cus- 
tomer or the conditions under which 
the salesman is talking at any time. 

“We train him in enough public 
speaking to be able to sell to groups 
of men, or women, such as commit- 
tees or neighborhood gatherings. 
This is a most difficult type of selling 
and requires study, not just hunches. 

“We study numerous charts, show- 
ing product designs, statistics, adver- 
tising methods, analysis of each 
man’s business to the end of better 
co-operation in every department. 

“JT have one catch-phrase that 
works better than anything else in 
the training—‘The Big Boss on the 


Job.’ It doesn’t mean the president 
or manager of a concern. It means 
will power and initiative. The men 


are taught that this is the most 
important part of their daily equip- 
ment—more important than the sales 
bible or anything else they carry 
with them to clinch a sale.” 

Each day Mr. Reiss goes into the 
subject of organization, showing the 
students how they should fit into 
their organizations and all that is 
expected of them. There is an open 
discussion, bringing out the diffi- 
culties of each man. And he allows 
no question to go unanswered. Then 
there is a quiz on the previous day’s 
instructions and a thorough lesson on 
memory training. 

The lessons for each day—twenty- 
five in all—have been printed for 
more thorough study and future 
reference. The collection of these 
makes a good-sized book. 

“We have found,” says Mr. Reiss, 
“that the students themselves are 
not only eager to learn what real 
salesmanship is, but that they have 
enthused employers in Cleveland to 
such an extent that there is a grow- 
ing demand for graduates in almost 
every concern. These employers are 
insisting that their own men take 
the course.” 

News of the school and how it is 
being conducted is spreading rapidly 
to electrical men in other cities and 
it would hardly be surprising if 
other schools were discovered else- 
where in a few months. 














What Stories Are You Spreading to Build 
Confidence in General Conditions? 


By BRUCE BARTON* 


novelist, editor, 


magazine author, advertising man, and 


probably the most popular writer of inspirational editorials in Amer ‘ica, 

has a timely word for electrical jobbers’ salesmen on this page. 

Since retiring as editor of his magazine Everyweek, so beloved by its read- 
ers, Mr. Barton has been a member of the advertising firm of Barton, Durstine 


Brrobai BARTON, 


& Osborne in New York. 


The electrical industry can also claim him as a regular electrical man since 
he has been, in due form, thrown into the lake at Association Island (rookie 
class of 1920), and is the author of the delightful captions which complete 


the charm of Norman Rockwell’s series of posters, 


done for the Edison Lamp Works. 


NTO a country store a salesman 
enters, drops his bags on the floor | 


and leaning confidentially across | 


the counter asks: 

‘Well, 
The tone of his voice indicates little 
expectation of an encouraging reply. 

“Rotten,’”’ responds the merchant, 
fitting his answer perfectly to the 
other’s mood. 

‘Same story everywhere,” 
the salesman. ‘I just blew in from 
Lebanon on number forty-six. You 
know Ed Kidder over there; he says 
the last two weeks are the worst he’s 
ever known in twenty years 
business.”’ 

““Ain’t been quite as bad as that 
here,”’ says the merchant, struggling 
to retain a shred of hope. 

‘Well, things get worse before they 
get better, you can take my word for 
that. I'll tell you the labor situation 
in this country is all wrong. Those 
fellows have just simply forgotten 
how to work. They’ve got to be taught 
a good stiff lesson. Am I right?”’ 


It Reacts on Your Customer’s 
Customers, Too! 


The merchant nods, turning toward 
a customer who had entered with the 
intention of spending some money. 
The customer restrains his impulse, 
however, and joins the audience 
instead. 

“Another thing, it’s going to take 
ten years to get the railroads into 
shape if it takes a day,” the visitor 
continues authoritatively. ‘“‘Why be- 
fore the war we used to ship from our 
factory to Kansas City in nine days; 
lately we’ve had stuff on the road for 
five and six weeks. Five and six 
weeks, can you beat that?” 

By this time the audience has grown 
to quite a group, more intending 
customers having been veered from 
their course. 

“Of course I’m an optimist y’ unaer- 
stand. My wife says that if I fell out 
of a ten-story window I’d bounce right 
up again; that’s the kind of a fellow I 
am. But when I left New York things 
were pretty gloomy. We’ll see bread- 
lines before this winter is over, I’m 
telling you; and soup kitchens and 
everything. . . . Well, I suppose there’s 
no use showing you anything to-day?” 

“Not to-day,” responds the merchant 
decisively. 

‘Well, so long.” 

“So long. ” 

The customers drift out, clutching 
their money a little tighter; the mer- 
chant in his solitude sits and broods 
upon his troubles. The salesman 


‘hurries on from store to store; and 
*From an article in Printer’s Ink, Oct. 21 


how’s business with you?” | 


exclaims | 


of |. 


“The Seven Ages of Light,” 


aca aaa 








BrucE BARTON 


by evening time ten merchants and 
fifty citizens are filled with a deeper 
foreboding. They have met a man 
from New York who has told them 
direful things. It is time to be care- 
ful. Let every man keep a firm hold 
upon his purse and warn his wife to 
buy nothing. 

In twenty days that salesman may 
visit twenty little towns; and who shall 
measure the power for good or ill that 
lies in his well meaning but often 
thoughtless talk? 

To give the impression that this 
man is in any way typical of the great 
army of American salesmen would be 
to do an immense injustice to as fine a 
body of men as were ever gathered 
together in business. There are un- 
worthy members of that army, to be 
sure, as there are unworthy repre- 
sentatives of every profession; but the 
vast majority of salesmen are loyal, 
capable and intelligent in an unusual 
degree. The point I want to empha- 
size is merely this: that no other body 
of men have it so largely in their power 
to promote sound or unsound economic 
thinking in the United States as 
American salesmen; and I wonder 
whether this fact has been sufficiently 
recognized by the salesmen themselves, 
and the sales managers who direct 
them. 

How many manufacturers recognize 
it, and take pains to provide their 
representatives with current economic 
information of interest to stimulate 
wholesome thinking on the part of 
the men they meet? How many have 
ever stopped to ask themselves these 
questions: ‘“‘Haven’t I a responsibility 
to the communities that support me 
beyond merely filling their stores with 
my product? When my men travel 
in and out of those towns, what do 
they carry with them, and leave be- 
hind them in addition to my goods?” 
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Manufacturers’ Ad-Books 
Keep Dealer Informed of 
Advertised Products 


Some interesting sidelights on the 
annual inundation of the unresist- 
ing dealer by ad-books and broadsides 
from enthusiastic manufacturers are 

- thrown by W. H. Heath in a recent 
issue of Printers’ Ink. “It is not a 
certainty by any means,” Mr. Heath 


writes, “that the dealer keeps track - 


of all the national advertising put 
out by a big manufacturer. If he 
did, the problem of informing him 
of it would be simplified. In the first 
place, he does not take all the maga- 
zines. Yet he should certainly know 
what is being done in his behalf in 
its entirety. In a hazy way, he real- 
izes that such-and-such a product is 
being nationally advertised. Seldom 
is it that he is familiar with the 
complete story. 

“This makes the dealer ad-book or 
broadside that the manufacturer 
sends him so necessary. It is a handy 
compendium of a season’s advertis- 
ing activities. 


How THE “ELECTRICAL 
IDEA” WON 


“Manufacturers of electrical ap- 
pliances seem particularly aggressive 
in this respect, and the current sea- 
son has witnessed a really remarkable 
amount of inspiring missionary work 
to the dealer, entirely aside from the 
‘blanket’ or ‘broadside’ direct-by-mail 
appeal. We rather suspect it is be- 
cause of the relentless, often spec- 
tacular and beautiful advertising 
campaigns now in progress that 
these electrical accessories have come 
into such universal use the country 
over. The American home is becom- 
ing a little central station, plugging- 
in, on toasters, ranges, irons, vacuum 
cleaners, washing machines, hair 
curlers, etc. Manufacturer and 
dealer, working together with a sym- 
pathetic understanding, have finally 
convinced the woman of the house 
that electricity is the modern way. 

The sign is an encouraging one. 
For not until the dealer grows to 
understand national advertising and 
measure its accomplishments will he 
make the circle complete by adver- 
tising locally, ‘on his own.’ ” 


Sales Helps for the Dealer 








Show Window, Counter, Mail 
Advertising and Specialty Aids 
Which Manufacturers O ffer to 
Help You Get More Trade 























A New Gift Booklet 


“Modern Ways for Modern Days” 
is the title of a new gift booklet pre- 
pared by the Westinghouse Electric 
& Manufacturing Company, each 
page picturing one electrical device, 
with a paragraph on its appropriate- 
ness as a gift. Of special interest is 
the plea for more outlets on the back 
cover. The illustrations are ex- 
quisitely tinted to bring out the 
beauty and reflective coloring of the 
nickel finish of many of the appli- 
ances. 





“The Fairy Brush”-——and the 
Art of Painting a Show 
Window 


Do your local merchants appreciate 
the beauty and pulling power that 
colored lighting can give their dis- 
play windows? Send them copies of 
the new folder, “The Fairy Brush,” 
issued by the Na- | 





moonlight effect; then a beach where 
the myriad colored costumes of the 
bathers were softly resplendent in 
sunset tints. 

“A yachting scene with its intense 
marine blue also stood forth.” 





Tie In with the Manufacturer’s 
Advertisments in Your 


Local Papers 


Where the manufacturer himself 
advertises his product in newspapers, 
the local dealers inevitably are the 
first to feel the reflex action in the 
form of increased demand for the 
goods. Obviously, then, they should 
watch out for this advertising for all 
they’re worth. It is far more valu- 
able to them than all the national 
advertising of the same company. 

Such, at any rate, is what dealers 
are finding out who are tying in with 
the advertising campaign being car- 
ried out this winter in twenty-four 
Western cities by the Majestic Elec- 
tric Development Company, San 
Francisco. Copy similar to that pic- 
tured here is appearing almost every 





tional X-Ray Re- 
flector Com pany, 
Chicago, to show 
what its device for 
producing colored ff 
light in show 
windows can do. 
Describing the 
“elfin art gallery” \\ 

which colored light- < 
ing made of the 
windows of a large 
department store, 
the folder reads: 
“Here was the 
delicate pink and 
amber where beau- 
tiful wax models 


| {MAJESTIC ELECTRIC HEATERS 
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Sun Warmth Without Fumes of Fire—Work or Worr, 


" MAJESTIC ELECTRIC HEATERS 





MAJESTIC ELECTRIC DEVELOPMENT COMPANY 








When a manufacturer advertises like this in local newspapers 
the local dealer is the chief beneficiary of the resulting sales, 
provided he is wide awake enough to watch out for them! 





displayed their 
filmy frocks; there deep red and 
purple where expensively upholstered 
furniture and hangings carried their 
message of luxury. 

“A porch scene at a country club, 
with the gay sport clothes of the 
young people vivid in the golden sun- 
light streaming down in front, while 
deeper blues and greens in the 
shadows formed an effective back- 
ground. Next, a canoe scene with 


other day in the following cities: 
Anaconda, Butte, Boise, Mont.; Dal- 
las, El Paso, Houston, Tex.; Des 
Moines, Iowa; Duluth, St. Paul, Min- 
neapolis, Minn.; Denver, Col.; 
Fresno, Los Angeles, Sacramento, 
Cal.; Kansas City, Mo.; Little Rock, 
Ark.; Milwaukee, Wis.; Oklahoma 
City, Okla.; Omaha, Neb.; Portland, 
Ore.; Salt Lake City, Utah; Seattle, 
Spokane, Tacoma, Wash. 
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Western Association of Elec- 


trical Inspectors at Detroit 
Jan. 25 to 28 


Central station men, manufacturers 
and other nen-members of the Western 
Association of Electrical 
have been invited to contribute to the 
sixteenth annual convention of the as- 
sociation, which will be held at the 
Hotel Statler, Detroit, on Jan. 25, 26, 
27 and 28. The principal subjects to 
be brought up for discussion are: “The 
Safe Use of Primary Service on Cus- 
tomers’ Premises”; “The Grounding of 
Electric Circuits and Apparatus”; 
“Safeguarding Electric Fixtures,” and 
“Ways and Means of Improving Old 
and Defective Wiring Installations.” 
The tentative program prepared by Sec- 
retary W. S. Boyd, 175 West Jackson 
Boulevard, Chicago, includes a discus- 
sion at the Tuesday session as follows: 


6. General Subject: Grounding of Elec- 
tric Circuits and Apparatus. 

(a) The History of Grounding 
cf Secondaries, by F. A. Barron, 
General Electric Company. 

(b) The Central Station’s Responsi- 
bility. 

(c) The Electrical Contractor’s Re- 
sponsibility, Emil Anderson, 
Stanilard #lectric Company, Min- 
neapolis, Minn. 

(d) Municipal Co-operation, Hon. 
Gerald J. Wagner, director of 
Public Service, Grand Rapids, 
Mich. 

(e) Grounding Rules. 





Inspectors | 








at Work, at Play, and in 
_ Convention—as Caught by 
Lens and Pencil 























7. General Subject: Safeguarding Elec- 
tric Fixtures. 

(a) Manufacturing and Shipping 
Problems, by C. H. Hofrichter, 
secretary National Council of 
Lighting Fixture Manufacturers. 


(b) Factory Inspection Problems, 
Dana Pierce, vice-president 
Underwriters’ Laboratories, New 
York. 

(c) Instailation Problems, J. L. 
Wolf, secretary Lighting Fix- 
ture Dealers’ Association of 


America, Detroit. 

(d) Inspection Problems, Victor H. 
Tousley, chief electrical inspector, 
Chicago. 





Jobbers Study Costs of Han- 
dling Principal Lines 


Ninety-six electrical jobbing houses 
and 304 manufacturers were repre- 
sented at the semi-annual convention of 
the Electrical Supply Jobbers’ Associa- 
tion, held at the Hotel Cleveland, Cleve- 
land, Ohio, Nov. 17, 18 and. 19. The 
opening day’s sessions were largely 
given over to a discussion of the figures 
revealed by the preliminary thirty-day 
study of the expense of handling each 
of twelve principal lines of goods dis- 
tributed by electrical jobbers, as pre- 
sented before the Cleveland convention 


Gossip of the Trade 


Glimpses of Electrical Men | panna nnnnnnn nnn nn nnn n nner enneennnnnnnnnnns = 


by H. F. Thomas of St. Paul, Minn.,. 
chairman of the committee on costs. 

The figures are based upon an anal- 
ysis of the business during one month 
(April, 1920) of four representative 
jobbing houses in different parts of the 
country. The four houses studied did 
together $1,400,000 of sales during that 
month, with a total expense of $162,000, 
indicating the average ratio of total 
expense to total sales to be about 11.6 
per cent. The twelve lines reported on 
in the tables constituted about one-half 
of the total sales of these four jobbing 
houses. 

In computing the figures neither 
interest on investment nor income or 
excess profits taxes was included. The 
ratios of the separate elements of cost. 
that make up the total expense for each 
line were analyzed, and the figures 
show the percentage of “financial” ex- 
pense (accounting, billing, collection and 
credit expense), warehouse expense and 
sales expense for each line studied. 

While the figures shown cover only 
a thirty-day period, the results obtained 
were presented before the convention 
at this time to illustrate the methods 
employed and to invite suggestions and. 
criticisms concerning future work of 
the same kind in other jobbing houses, 
covering all lines and extending over a 
longer period. 

Hearty appreciation of the scientific 
cost studies made by Mr. Thomas’ com- 
mittee was evident on the part of the 
jobbers and an additional fund of $10,- 
000 was voted the committee to extend 





Representatives from Twenty-two Countries Visit America for International 
General Electric Sales Conference 





Under the chairmanship of R. G. Henderson, manager of the 
merchandising department of the International General Electric 
Company, over thirty representatives from member companies in 
twenty-two countries asserbled at the Mohawk Golf Club, Schenec- 
tady, N. Y., on Nov. 9 for a three-day conference on sales promo- 
tion methods and commercial service. One of the features of the 


conference was a large display, in the form of over a dozen show 
windows, of electrical appliances and supplies. J. 
head of the commercial service section of the publication depart- 
ment of the General Electric Company, outlined the f 
merchandising service which it is possible for a manufacturer to 
place at the command of his retail distributers. 


A.’ Corcoran,. 


orms of 
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WHAT IT COSTS JOBBERS TO HANDLE TWELVE LINES 
Amount of Sales, Four Jobbing Houses, Month ‘‘Financial’’ Expense Sales Expense Warehouse Expense Total Expense 
of April, — — mae _— a _ — —_— 
ss Direct Total Amount Per cent Amount Per cent Amount Per cent Amount Per cent 

Lines Reported Warehouse Delivered Sales Sales Dollars of Sales Dollars of Sales Dollars of Sales Dollars of Sales 
Schedule material......... $48,098.82 $7,879.74 $14,223.18 $70, 01.74 $3,192.80 4.42 $5,047.94 6.96 $4,402.34 7.68 $12,643.08 17.07 
Rubber-covered wire and 

lamp cord.............. 61,736.06 7,430.86 24,893.53 94,060.45 1,567.59 1.62 3,120.68 3.36 2,421.21 3.56 7,109.48 7.67 
Rigid conduit, elbows, bush- P 

ings, etc................ 40,689.33 4,308.75 5,904.94 50,903.02 1,071.83 2.14 2,379.78 4.87 2,599.61 5.68 6,050.22 12:25 
Porcelain knobs, cleats and 

GUDERS ce cvcccciceesccs LOIERSG 825.48 465.43 11,673.87 387.48 3.42 1,367.79 13.13 1,073.52 7.72 2,828.79 27.15 
Weatherproof wire........ 52,094.98 2,335.03 40,682.65 95,112.66 981.59 0.96 1,965.88 2.62 1,006.86 2.03 3,954.33 4.93 
Condulets or similar fittings 15,840.84 2,984.69 1,153.33 19,978.86 1,305.18 6.98 1,701.36 8.56 1,641.86 9.15 4,648.40 24.03 
Flashlights and flashlight 

TOUR CENOR co ilo e we sns-« cca 546.5 4,710.41 1,202.02 1,951.38 7,863.81 550.15 7.62 929.95 11.10 702.31 10.66 2,182.41 28.71 
House goods (bells, push- 

DUbtONSs ClO s..< 6.6603. 1,347.29 502.80 529.69 2,379.78 198.64 9.24 474.63 14.09 262.23 16.58 935.50 37.93 
DEY DAGEFIOR. oes c'cccees 10,739.82 933.39 935.12 12,608.33 266.99 2.22 983.69 8.72 615.40 5.84 1,866.08 16 33 
Heating devices........... 23,554.63 3,074.59 6,835.08 33,464.30 1,078.89 3.06 2,810.17 7.81 1,797.05 6.79 5,686.11 16.44 
Commercial fixtures....... 10,926.28 928.93 2,668.67 14,523.88 380.01 2.77 1,555.78 -10.49 961.96 7.58 2,897.75 19.48 
Pole-line hardware. ....... 13,666.96 2,020.34 18,538.57 34,225.87 873.22 2.96 3,254.87 8.10 2,423.43 7.71 6,551.52 19.79 
the studies to cover all lines handled turers’ Association and will soon be_ in prices has not yet been reached. The 


by six different jobbing houses, the 
study to extend over six months. 


PUBLICITY AND MERCHANDISING 
TOPICS—WASHING Ma- 
CHINE SALES 


On Thursday morning A. A. Gray, 
counsel for the association’s publicity 
committee, told of the committee’s plans 
for extending its publicity work and 
made a plea for sympathetic co-opera- 
tion by association members with the 
electrical press. The trade press, he 
pointed out, can and is eager to put 





SHOWING NUMBER OF ITEMS ON WHICH 
FIGURES REPORTED ARE BASED 


; Bills Items Units 

Lines Reported Rendered Billed Shipped 
Schedule material... . 3,639 6,613 15,919 
Rubber-covered wire 

andlampcord..... 1,381 2,453 2,742 
Rigid conduit, elbows, 

bushings, etc....... 1,233 2,235 8,640 
Porcelain knobs, cleats 

and tubes.......:.. 445 791 4,498 
Weatherproof wire ... 389 673 853 
Condulets or similar 

ion ae 1,674 2,997 7,885 
Flashlights and flash- 

light batteries. ..... 714 1,257 1,937 
Housegoods, (bells, 

push-buttons, etc.) 236 410 750 
Dry batteries........ 242 439 1,108 
Heating devices...... 1,143 1,967 3,024 
Commercial fixtures . . 290 52 1,738 
Pole-line hardware ... 723 1,263 9,938 





before the trade interesting news of the 
jobbers’ activities. 

At the afternoon session M. C. Turpin 
of the Westinghouse Merchandising Bu- 
reau and J. A. Corcoran of the Gen- 
eral Electric Company spoke on elec- 
trical merchandising. 

E. B. Seitz, secretary of the Ameri- 
can Association of Washing Machine 
Manufacturers, on Friday morning told 
the jobbers how the washing-machine 
men are co-operating with the United 
States government’s agents in educat- 
ing women in the use of the electric 
washing machine through women’s 
clubs, normal schools, agricultural col- 
leges, “short courses,” church meet- 
ings, and other gatherings. The gov- 
ernment has unqualifiedly recommended 
the electric washing machine as the 
solution of the home-laundry problem, 
and with the assistance of the manu- 
facturers’ representatives is engaged in 
teaching hundreds of thousands of 
women how to wash with electricity. 

A textbook on home laundering is 
also under preparation by the Manufac- 


available for general distribution. This 
book will contain complete information 
on care of the clothes, their prepara- 
tion for laundering, removal of stains 
of all kinds, and the proper soaps for 
cleansing different fabrics. The secre- 
tary’s office is also working with the 
U. S. Geological Survey in the collec- 
tion of analyses of the local waters in 
all parts of the country, and with the 
help of the leading soap makers is com- 
piling information on the proper soaps 
and solutions to use with each such 
local water for various washing tem- 
peratures, and for wooden, copper, 
aluminum and copper-tub washers. 

F. H. Goff, president of the Cleveland 
Trust Company, discussed the general 
financial and business situation, saying 
that nothing is fundamentally wrong 
with trade or industry. He said that 
the public has simply held off buying, 
believing that the bottom of the swing 





speaker ventured the prediction that if 
liquidation goes on as at present, the 
early spring would see general condi- 
tions almost normal again. With the 
enhancement of interest-bearing securi- 
ties, that season would be a better time 
than now for financing a business by 
issues of bonds. 

Resumption of active conditions in 
the spring may, however, bring on an- 
other later crisis, unless labor mean- 
while also liquidates. The deflating 
rrecess must go slowly, and present 
values, which were three or four years 
in inflating, should have a similar pe- 
riod for orderly descent. Mr. Goff coun- 
seled patience among groups in all in- 
dustries, urging business men, at this 
time above all others, to be considerate 
of each other. 

The spring meeting of the jobbers’ 
association has been set for ‘May 25, 
26 and 27 at Hot Springs, Va. 




















H. F. Thomas, president of the Northwest Electric Equipment Company, St. Paul, Minn., 
who as chairman of the jobbers’ committee on costs of doing business supervised_ the 
compiling of the figures on the costs of handling jobbers’ principal lines, tabulated on 


this page, stands at the right. 


Other famous people in this picture, snapped on the steps 


of California’s statehouse when the jobbers’ special train stopped at Sacramento last 
May, include E. L. Callahan, Westinghouse Lamp Company, Chicago; Chris J. Litscher, 
Litscher Electric Company, Grand Rapids, Mich.; the ever courtly Oscar Turner of 


Parker & Son, Chicago; Edwin F. 


Guth, Luminous Unit Company, St. Louis; E. 
Graham, National Electrical Supply Company, Washington, D. C.; Franklin Overbagh, 
general secretary Electrical Supply Jobbers’ Association, Chicago, and E. 

Sprague Electric 


Cc. 


B. Kettle, 


Works, Chicago. 
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New Merchandise to Sell and Where to Buy It 


Appliances, Socket Devices and Wiring Supplies Which 
Manufacturers and Jobbers Are Putting on the Market 


Including Many New Appliances Suitable for Electrical Christmas Gifts 





How to Use These Pages 
to Make Your Own 
Buying Index 


Beginning with the September, 1917, 
number ELECTRICAL MERCHANDISING 
has been furnishing its readers with 
the selective new-merchandise catalog 
service continued on these pages. By 
tearing out those items which affect 
your business and pasting them on 
filing cards, you can make a buying 
index that will put information on 
what is made and who makes it right 
at your finger’s end. 


Every item, with its illustration, will 
fit a standard 3-in. by 5-in. filing card. 
Or, if preferred, these items can be 
pasted on sheets of paper for binding in 
a loose-leaf catalog or folder. 



































This section “New Merchandise to Sell’ 
is an editorial text section prepared by 
the editors solely in the interests of 
readers of ICAL MERCHANDISING. 
As its title explains, its purpose is to put 
before our readers information concern- 
ing the new merchandise and latest in- 
ventions on the market. 

To be described here, articles or de- 
vices must be new and of general interest 
to our readers. These descriptions are 
solicited from all manufacturers, and the 
items are published free of all cost to the 
maker of the device, and without respect 
to advertising or any other consideration, 
except their interest to the reader. The 
editors are the sole judges of what shall 
appear in this section, and readers may 
ype upon the independent character of 
this service. 














Ironing Machine with Open End 
From Electrical Merchandising, December, 1920 

An ironing machine with one open end, 
so that skirts and similar garments can 
be slipped over it instead of having to 
be ironed doubled, has been developed by 
the Utensils Company, 303 East Columbia 
Street, Fort Wayne, Ind. 

The ironer is motor-driven and gas- 
heated, and finished in aluminum. For 
the convenience of the operator, there is 
a pedal arrangement for working both 
from the front and from the side. The 
belt wheel is guarded, and the feed roll 
becomes inoperative when goods are not 
passing through. 

Other specifications of the new ironer 
include: floor space occupied, 18 x 38 in. ; 
height, 36 in.; steel-cut gears running in 
oil; heat resisting roller bearings. 





Six-in-One Lighting Unit for 
Factories and Public 
Buildings 


From Electrical Merchandising, December, 1920 

A lighting unit, the various parts of 
which may be arranged to form six sepa- 
rate and distinct designs, has been de- 
-veloped by the Duquesne Electric & Manu- 
facturing Company, Pittsburgh, Pa., and 
will be known as the “Six-in-One” unit. 

The parts are made of heavy solid spun 
copper, and there is an interchangeable 
fitter for either 34-in. or 6-in. glass or 
metal reflector.. Thus the one design can 
be carried out with six different changes, 
to fit various locations, such as _ stores, 
schools, churches, public buildings, fac- 
tories, etc. The unit is designed to be dust 
and insect-proof without sacrificing good 
ventilation. 








Spotlight Bracket 


From Electrical Merchandising, December, 1920 


A spotlight fixture which can easily be 
attached to walls, posts, window sills, 
benches or desks and is designed particu- 
larly for industrial lighting service has 


been placed on the market by the Newman 
Manufacturing Company, 717 Sycamore 
Street, Cincinnati, Ohio. This bracket has 
several joints, so that it can be adjusted 
to any angle. It is especially useful, the 
maker says, in illuminating the work in 
lathes, shapers, milling machines and drill 
presses. 





Combination Phonograph and 
Table Lamp 


From Electrical Merchandising, December, 1920 


A new combination lamp-phonograph 
has recently been placed on the market, 








in which the phonograph parts are con- 
cealed by the lamp shade and the lamp 
base forms the horn of the phonograph. 

The lamp when closed forms a heavily 
shaded table lamp. The motor and all 
working parts are carried in a case of 
solid cast aluminum which is hidden from 
view by the lower half of the shade. As 
the upper half of the shade is lifted the 
record turntable, record, speed dials, 
needle containers and tone arm are ex- 
posed, the whole being lighted by a small 
electric bulb. The lamp standard or base, 
which forms the horn or tone chamber, 
is cast in one piece of solid bell bronze. 
The electrically driven motor eliminates 
the necessity of winding the phonograph. 
Two 50-watt bulbs supply the illumination 
of the lamp. 

The over-all height of the lamp is 27 
in.; diameter of shade, 20 in.; and any 
make of records may be used. It is be- 
ing marketed by the Lampagraph Sales 


Company, Republic Building, Chicago. 
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Eight-Day Automatic Time 
Switch for Controlling 
Electric Lighting 
Currents 
From Electrical Merchandising, December, 1920 


An automatic time switch for turning 
on and off the electric current used for 
lighting display windows, electric street 
signs, billboards, apartment houses and 
industrial plants has been placed on the 
market by the Mercury Time Switch Com- 
pany, 610 East Canfield Avenue, Detroit, 
Mich. It consists of a Waterbury eight- 
day marine clock movement, with a 
switch-operating device and specially de- 
signed mercury switch, all parts being in- 
closed in a dustproof aluminum case, fin- 
ished in dull and polished silver. The 
mercury contact eliminates friction in 
opening and closing the switch, which is 
not geared to the clock movement in any 
way, but is turned on and off by a slight 
kick received from the clock. For 30- 
amp., double-pole switches the unit is 9 
in. high, 74 in. wide and 3% in. deep. 








Ironing Machine with Con- 
venient Lever Control 
From Electrical Merchandising, December, 1920 


One of the features of the new “Thor” 
ironer being placed on the market by the 
Hurley Machine Company, Chicago, is the 
way in which the shoe can be shifted into 
the closed position or into one of three 
open positions by the movement of a small 
lever conveniently placed at the right 
hand of the feed board. Two buttons 
placed on the control lever are shifted up 
or down to select the position into which 
the shoe is to be moved, and the shifting 
is done by the motor through a train of 
gears. 

The cylinder has two speeds, one of 8 
ft. a minute for heavy work and another 
of 12% ft. for light pieces. Belts are 
eliminated by the use of direct-shaft 
drive and all gears are inclosed and run 
in lubricants. The supporting arm of the 
left end of the roll is built to permit easy 
ironing of collars, cuffs, ruffles, etc. 








Substance for Mending Heating 
Elements 
From Electrical Merchandising, December, 1920 


A substance for mending broken or 
burned out electric heating elements of 
the exposed type has recently been placed 
on the market, under the name “Carri- 
cite,” by the Carricite Company, 5436 
Ferdinand Street, Chicago. To use the 
substance, a good mechanical connection 
should be made, the current turned on at 
high heat, and about 3 teaspoonful of 
“Carricite”’ applied at the connection. The 
material is kept in contact with the wire 
by pressing it down with a wooden-han- 
dled screw driver. 

This substance is said to work with all 
kinds of resistance wire, and will enable 
the dealer to give rapid service to cus- 
tomers in the mending of broken or 
burned out heating elements in _ irons, 
ranges, etc. 





Kewpie-Doll Lamp 
From Electrical Merchandising, December, 1920 


The novelty doll lamp shown in the illus- 
tration is an attractive lamp for a victrola, 
dressing table or mantlepiece, and makes 
a striking piece of merchandise for the 
holiday trade. A number of models have 
been made, showing the kewpie in various 
engaging poses and costumes. In order to 
make the lamp durable, it has been con- 
structed of indestructible material and is 
equipped with a genuine parchment shade. 
The Novelty Character Lamp Company, 
— West Grand Avenue, Chicago, is the 
maker. 








Commercial Ceiling Fixture 
From Electrical Merchandising, December, 1920 


One more of the new unit ceiling fixtures 
for commercial use has been brought out 
by the F. W. Wakefield Brass Company, 
Vermilion, Ohio. It has been especially 
designed for adaptation to the Phoenix 
Gas Company’s unit 11-8-12. The units 
come in 4-in. and 6-in. sizes for medium- 
type sockets and in 6-in. size for mogul 
sockets. 























A Motion Picture Machine for 
the Home, Using Disk 
“Records” 


From Electrical Merchandising, December, 1920 


A new motion picture machine for the 
home, which uses flat disk “records” in- 
stead of the usual long ribbon film, has 
been developed by the Kineto Company of 
America, 71 West Twenty-third Street, 
New York City. This “Spirograph’” pro- 
jector embodies the same fundamental 
principles as the everyday moving picture 
machine—i.e., lamp, condenser, shutter, 
picture, projecting lens and intermittent 
mechanism ; the distinctive difference being 
the flat disk, like a phonograph record, 
with the pictures arranged in spiral order. 
This feature, it is predicted, will eventually 
make “motion picture record libraries” in 
the home as common as book libraries, 
and the business of pic- 
ture record. selling as 
profitable as phonograph 
record selling. The mas- 
ter negative is obtained 
by slow reduction from 
a moving picture positive 
film, a glass negative 
receiving in spiral form 


the exact photographic images in min- 
iature, in the same consecutive order as 
on the original film. From these glass 
negative plates any quantity of positive, 
non-inflammable and non-curling records 
can be made by the simple method of 
contact printing of the. entire series of 
pictures. 

The illustration shows the projecting 
machine with the “record” in place ready 
to be operated. The lamp used for pro- 
jecting is about 30 candlepower, working 
preferably at 6 volts. 














Pendent Switches 


From Electrical Merchandising, December, 1920 


New types of pendent switches have 
been placed on the market by the _Beaver 
Machine & Tool Company, Inc., 625 North 
Third Street, Newark, N. J. The switches 
are rated at 6 amp., 125 volts; 3 amp., 
250 volts. They are made with brass 
shells or with porcelain shells and are 
colored white, green or brown to harmo- 
nize with the fixtures. 








Motor-Driven Ironing Machine 
From Electrical Merchandising, December, 1920 


A new motor-driven ironing machine 
has recently been placed on the market, 
the operation of which is controlled by a 
pedal so that both hands of the operator 
are free to handle the work. The iron is 
mounted on trunnions which are arranged 
so that the shoe may rock and center 
itself with relation to the roll regardless 
of the thickness of material passing 
through. This rocking motion allows for 
any inequalities in the materials being 
ironed, so that, it is said, buttons, raised 
embroidery, etc., may pass through with- 
out receiving any greater pressure. 

The work-receiving table of the machine 
is mounted on an angle, so that the fin- 
ished work travels forward by gravity to 
a point where the operator can remove it 
without reaching under the ironer. 

The shoe is ordinarily heated by gas, 
but is constructed so that electric heaters 
or steam can be used. The Oasis Manu- 
facturing Company, 323 South Washing- 
ton Street, Peoria, Ill, is the maker. 
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Washing Machine Manufac- 
turers Optimistic—Discuss 
Distribution Problems 


At the meeting of the American Asso- 
ciation of Washing Machine Manufac- 
turers, presided over by President H. L. 
Barker in Chicago, Nov. 10 and 11, 
merchandising plans and policies were 
.discussed for making increases in the 
sale of washing machines more general, 
notwithstanding any slowing up in 
other lines. Secretary E. B. Seitz pro- 
vided a very full program, which in- 
cluded an address by O. H. Caldwell, 
editor of ELECTRICAL MERCHANDISING, 
and the report of the association’s mer- 
chandising committee, which consists 
of H. G. Seaber, chairman; W. L. Rod- 
gers and E. F. Voss. 

The committee’s report expressed a 
thoroughly optimistic point of view on 
washing machine sales for both the 
present and the future and contained 
many valuable suggestions not only for 
the washing machine manufacturers but 
for jobbers, dealers and salesmen en- 
gaged in the sale of electrical house- 
hold devices. 

In the present business situation it 
was pointed out the washing machine 
industry has an opportunity to prove 
that it is manufacturing not a “fair 
weather device,” but a real household 
necessity, one of the greatest labor- 
saving, time-saving and money-saving 
devices that can be placed in a home. 


SALESMEN Must Go Out AND SELL 


“However, with the passing of all 
business into a buyers’ market, with 
the public now beginning to watch the 
spending of every dollar, it has become 
imperative,” said Chairman Seaber, 
“that the men who have been dispos- 
ing of these washing machines, as well 


as other devices, shall become real 
salesmen and start to carry the mes- 
sage to the tens of thousands of house- 
wives who are waiting to have some 
one prove to them how profitable 
washing machines can be made in the 
home. 

“It is easy to explain that money is 
tight, business is falling off and that 
people won’t buy at present prices,” 
continued Mr. Seaber, “but, needless to 
say, those who talk in this strain are 
not increasing their business, and in 
some cases are not even holding what 
they had. On the other hand, there are 
jobbers and dealers who realize that 
the more a‘housewife has to economize 
the more she needs washing machines 
and other electrical household labor- 
saving devices. They recognize also 
that the increase in the selling price 
of these machines is in most cases only 
about one-half the increase in the cost 
of production. 


LONG-SIGHTED CONCERNS ARE NOW 
ADDING SALESMEN AND GOING 
Out AFTER BUSINESS 


“Such concerns with longer vision 
are adding new salesmen, getting new 
dealers and increasing their sales. The 
present period is therefore testing the 
strength of the chain of distribution 
and manufacturers are already looking 
for new links to replace those that are 
weak. Patience, however, must be 
counseled, for this is an extremely op- 
portune time for manufacturers to show 
their appreciation by giving assistance 
to those who are trying to build up 
the local washing machine business.” 

Many members of the association not 
only start their jobbers in the business 
of selling washers, declared the com- 
mittee, but teach them the business and 
help them to get dealers. Some also 


teach the dealer how to sell, and even 





"tre, 








a Reed 


The Solid South lines up for the Goodwin Plan of co-ordination of the electrical industry 


to build good will for the utilities and for electrical interests in general! 


Leading the 


procession observe Samuel Adams Chase, Westinghouse company; William L. Goodwin; 
P. A. Tillery, vice-president and general manager Carolina Power & Light Company, 


the retiring president of the Southeastern Section, N. E. L. A., and S. 


B. Irelan, vice- 


president and general manager Montgomery (Ala.) Light & Power Company, the new 
president of the Southeast Section. 

















Vacuum 
things, 
from 

from beneath the far corner of the bed to 
lifting potato bugs gently from green and 


cleaners are such wonderful 
are they not? Can do anything 
extracting your lost collar button 


tender plants in the garden. But we have 
never heard of a vacuum cleaner that 
could do fancy diving in a swimming pool. 
However all that may be, here is A. E. 
Roever, boss of a thousand vacuum clean- 
ers, bossing the water sports of the Ohio- 
Tuec outing for the New York distributers 
at their second annual outing at Long 
Beach. Mr. Roever is calling on his v. c.’s 
to drop all their attachments and plunge in. 





sell for him and still give him the maxi- 
mum discount. Under these conditions 
the margin allowed the dealer or jobber 
does not tell the whole story. The 
dealers are usually allowed from 25 to 
35 per cent margin and the jobbers 
10 to 15 per cent more. Dealers who 
know their costs and are aggressively 
after business, the manufacturers in- 
sist, are making money on washing 
machines at even less than 25 per cent 
discount. 

The washing machine manufacturers 
must find or make channels of distri- 
bution for their product. Washing ma- 
chines were originally sold through the 
hardware trade in the hand-washer 
days; then electric washers were trans- 
ferred to electrical channels, and now 
the hardware people want to know what 
they can do to get washing machines 
back into their stores. 

In the words of the committee, “The 
manufacturer realizes that he has to 
provide a profit commensurate with the 
service performed by every one who 
handles his product, but it is also essen- 
tial that he consider the ultimate con- 
sumer and aim to keep the cost of dis- 
tribution to a minimum.” 





The Buchan Electric Company of 
Cleveland, Ohio, has been incorporated 
with a capital stock of $50,000 to oper- 
ate a retail electrical store. The in- 
corporators are M. G. Buchan, Harry 
C. Turnock, Caroline E. O’Rourke, Wal- 
ter Gillett, Jr., and J. A. Taylor. 
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Cleveland Electrical Clearing 
House Meeting 


At the monthly meeting of the 
Cleveland Electrical Clearing House, 
held in the rooms of the Cleveland 
Electrical League at the Hotel 
Statler, Cleveland, Ohio, on Nov. 17, 
Harrison T. Matthew of the Society 
for Electrical Development told of 
the work of that society; T. E. 
Bibbins, president of the Pacific 
States Electric Company, told about 
co-operation in California, and J. 
Robert Crouse spoke on the oppor- 
tunities for electrical development in 
the city of Cleveland. 





Queens Light Company Is Host 
to Contractor-Dealers 


A fine spirit of co-operation was 
manifest at the dinner given on Nov. 9 
in Long Island City by the New York 
& Queens Electric Light & Power Com- 
pany for the members of the Watt- 
Hour Club, the Queens organization of 
contractors and dealers. Ray Palmer, 
president of the company, welcomed the 
members, and Charles A. Barton, gen- 
eral sales manager, was toastmaster. 
‘The principal speaker of the evening was 
George H. Duffield of ELECTRICAL MER- 
‘CHANDISING, who, speaking of the 
practical velue of co-operation between 
central station and contractor-dealers, 
said in part: 

“The electrical industry in which 
‘we are all working will do a national 
retail business of $2,000,000,000 this 
year. Very few of us realize the op- 
portunity this offers. Central stations 
have made this gigantic electrical re- 
tail business possible. They invested 
money and took the chances. You are 
making money because of it. On the 
other hand, you contractor-dealers are 
the central station’s best salesmen be- 
cause you are so close to the buying 
public. The central station needs you. 
You have a self-interest in the success 
of your lighting company. Their pros- 
perity is tied up with yours.” 

The banquet was preceded by a busi- 
ness meeting of the Watt-Hour Club 
and the annual election of officers, who 
now are: President, H. R. Engler; vice- 
president, Victor Werner; secretary- 
treasurer, H. G. Leask. 





Vacuum-Cleaner Manufactur- 
ers Elect Officers 


At a meeting of the Electrical 
Vacuum Cleaner Manufacturers’ Asso- 
ciation at Cleveland, Dec. 1, officers 
were elected as follows: 

Chairman—H. H. Wright, Pneu-Vac 
Company, Worcester, Mass. 

Executive committee members — H. 
W. Hoover, Hoover Suction Sweeper 


Company, North Canton, Ohio; Fred 
Wardell, Eureka Vacuum Cleaner 
Company, Detroit, Mich.; and F. S. 
Hunting, General Electric Company, 
Fort Wayne, Ind. 

Secretary-Treasurer —C. J. Frantz, 
Apex Electric Manufacturing Com- 
pany, Cleveland, Ohio. 





Goodwin and Chase Hold 
Series of Co-operation 
Meetings in South 


Once more W. L. Goodwin and Samuel 
A. Chase have carried their messages 
of better merchandising and harmoniz- 
ing the industry into the heart of the 
South. Both attended the convention 
of the Southeastern Section of the Na- 
tional Electric Light Association at 
Miami, Fla., from Nov. 16 to 19. 

At Jacksonville, on Nov. 20, contrac- 
tors, dealers, jobbers and manufacturers 
joined in a typical Goodwin banquet. 

At Raleigh, N. C., on Nov. 22, morn- 
ing, afternoon and evening were given 
over to meetings and a banquet under 
the direction of the local central sta- 
tion. Managers, superintendents and 
salesmen from twenty member proper- 
ties were present. At the banquet 130 
guests, from many states, represented 
all branches of the industry. 

At all of these meetings Mr. Chase 
placed special emphasis on the necessity 
of increasing the number of outlets 
for electrical appliances in American 
homes. Contractor-dealers and central 
station shop managers agreed to push 
outlet campaigns energetically in their 
respective territories. 


Chicago Credit Association 
Celebrates Anniversary 


Twenty-five years of credit service 
to the electrical industry were cele- 
brated at the annual convention of the 
Electrical Credit Association of Chicago 
held at the Congress Hotel of that city 
on Dec. 9 and 10. After a morning 
devoted to committee reports, the con- 
vention was given over to discussions 
of the tendencies of business condi- 
tions and practices. Howard A. Lewis, 
advertising director of the McGraw-Hill 
electrical publications, led the discus- 
sion with his address entitled “The 
Trend of the Times.” Other papers in- 
cluded one on “Credit Insurance” by 
John E. Gregory of New York; “Better 
Letters,” by Charles Henry Mackintosh 
of Chicago; “Oriental Trade Represen- 
tation,” by F. K.. Pinckney, McBeth 
Evans Company, Chicago, and a joint 
paper on “Uniform Trade Terms,” by 
A. Lapin Cohen, Detroit, and J. S. Mo- 
genson, Chicago. 


ADDRESS BY JUDGE LANDIS 


That ended the business sessions of 
the first day, but at 6:30 p.m. the mem- 
bers and their ladies sat down to a 
banquet, the program for which in- 
cluded addresses by Judge K. M. Landis, 
General Charles G. Dawes, and the first 
president of the association, W. M. Car- 
penter. On the second day E. W. 
Shepard, general credit manager of the 
Western Electric Company, New York, 
was to read a paper on trade accept- 
ance experiences and results, followed 
by a description of the contractors’ 
standard accounting system by T. K. 
Quinn of Cleveland. 




















Note to all committees in charge of selecting place for your next year’s convention. 


Choose Miami, Fla., where the 1920 meeting of the Southeastern Section, N. E 


held in November. 


. L. A., was 


For, not only is Miami just three miles from the three-mile limit, 


but it also is only 40 miles from Bimini—lovely Bimini—glorious island of the British 
Bahamas, where the Volstead law pursueth not, and “liberty and the pursuit of happi- 


ness” still smile upon the happy Biminites. 
loaded with Southeastern N. E. L. A. 


Our photo shows the good ship Mystery, 


conventioneers, and staggering in a heavy sea, 


on the return trip from Bimini to Miami. 
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Protective Cabinet for Meter 
and Cut-Out Box 


From Electrical Merchandising, December, 1920 


A watt-hour meter and cut-out box for 
protecting exposed service wiring and the 
cut-outs from tampering has been placed 
on the market by the Metropolitan Elec- 
trical Products Company, 1250 Atlantic 
Avenue, Brooklyn, N. The meter 
mounting board provides for mounting the 
round-type, bottom-tap meters. The cabi- 
net is made of steel and so designed that 

- the service switch and fuses are inclosed 

under seal with the meter terminals. The 
external switch handle enables the cus- 
tomer to operate the switch at will, but 
prevents tampering or unauthorized in- 
terference. 





Radio Transformer for 
Amateur Use 
From Electrical Merchandising, December, 1920 


The Thordarson Electric Manufactur- 
ing Company, 501 South Jefferson Street, 
Chicago, has brought out a new Type RS 
transformer for the use of radio amateurs, 
thus supplementing with this more popu- 
lar-priced type its standard Type R line 
of radio transformers. The new type dif- 
fers from the other only in that it does 
not have the magnetic-shunt control. All 
other features of sturdy, compact con- 
struction and carefully-designed electrical 
characteristics are declared to be the 
same. The new Type RS line is made 
in three sizes: Capacity, 4 kva., 4 kva., 
1 kva.; secondary voltage, 8,000, 10,000, 
15,000; weight, 15 lb., 25 Ib., 35 Ib. 





Vacuum-Cleaner Connector 
From Electrical Merchandising, December, 1920 


The Bryant Electric Company, Bridge- 
port Conn., has just placed on the market 
a new Spartan connector for use with 
vacuum cleaners. It is the Spartan re- 
ceptacle handle connector No. 138, made 
of a heavy fiber tube longer than the 
porcelain connector body. The body is 
provided with contact slots for plug caps 
and binding posts for wires. 





Inclosed Cut-Out 
From Electrical Merchandising, December, 1920 


An inclosed cut-out to be used in con- 
junction with safety service switches has 
been developed by the Square D Com- 
pany, Detroit, Mich. This cut-out No. 
35,211 matches the Square D _ inclosed 
switches. It is designed for three-wire 
service with two-wire distribution or two- 
wire service with two-wire distribution. 
The ends are open to take any standard 
class ‘‘A’”’ end plate. It is provided with 
two 4-in. and two #-in. knockouts on each 
side and two 4-in. and one #-in. knockout 
at top and bottom in the back of the box. 

It is designed for 30-amp., 125-volt plug 
oo The depth is 34 in. and the weight 

Ib. 








Cabinet Cylinder Clothes 
Washer 


From Electrical Merchandising, December, 1920 


A feature of the new cabinet cylinder 
clothes washer developed by Haag Brothers 
Company, Peoria, Ill, is that the mechan- 
ism is all on one side, altogether in one 
unit, easy to get at and at the same time 
out of sight behind the hinge door. The 
wringer shaft, crankshaft, drive shaft and 
cylinder shaft are all contained in one 
unit or housing. 

The tub of the washer is of Armco rust- 
resisting steel; the cylinder is of zinc, but 
the washer will be made with either wood 
or metal cylinders. Springs beneath the 
motor automatically keep the belt tight. 
An electric push button or switch on the 
side of the frame starts the action. 

Other specifications are: a steel rack 
bar, cut gears, threaded drain spout for 
hose connections, large castors, and a re- 
versible swinging wringer. 
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Ice Cream Freezer 
From Electrical Merchandising, December, 1920 


An ice cream freezing mechanism which 
will drive any ordinary ice cream freezer 
of from 2 to 6 qt. capacity has recently 
been placed on the market. The machine 
consists of a drive wheel and a motor, 
mounted on a baseboard, the drive wheel 
being adjustable on frame rods to accom- 
modate the various heights of different 
freezers. To operate, the freezer is set, 
packed and ready, on the baseboard along- 
side the mechanism, its crank handle is 
removed, and a nipple screwed on which 
then slides into a hole in the drive wheel 
hub. The. power may be supplied by an 
individual motor or by a motor from some 
other machine, such as a _ washing 
machine. 

The Taylor Brothers Churn Company, 
St. Louis, Mo., which makes the machine, 
supplies the motor, driving machine and 
freezer all complete, or only the motor 
and machine, or the machine without the 
motor. 





Thirteen Manufacturers Now 
Make the Standard Plug with 
Parallel Blades! 


From Electrical Merchandising, December, 1920 


A new separable plug of the standard 
parallel-blade type has just been brought 
out by the Fitzgerald Manufacturing 
Company, Torrington, Conn.—the thir- 
teenth manufacturer to join the ranks of 
those making the standardized plug. The 
rigid prongs of this “Fitz E-Z’”’ plug are 
of unusually strong construction, accord- 
ing to the maker, and are securely at- 
tached to the base, guaranteeing sure con- 
tact and preventing accidental loosening. 


cH\ 











Four-Unit Type Clothes 
Washer 


From Electrical Merchandising, December, 1920 


Its ‘four-unit construction” is the chief 
feature of the new “Apex” clothes washer 
developed by the Apex Appliance Com- 
pany, 3223 West Thirtieth Street, Chicago. 
The units are the cabinet frame, the 
wringer, the oscillating tub and the driv- 
ing mechanism, each unit being independ- 
ent and removable without disturbing the 
other three. 

In developing this compact construction, 
the maker says, it was found that many 
parts could be eliminated. For instance, 
the “power plant” has no intermediate 
gears. Gears on the shaft of the driving 
pulley mesh directly with the washtub 
gear and the wringer gear. These, with 
the two miter gears which drive the 
wringer shaft, are the complete driving 
mechanism. 

3ecause of this four-unit construction 
it is an easy matter to replace worn parts. 
The cabinet, moreover, has removable 
front, top and back, thus making every 
part accessible for oiling or cleaning. 




















What’s new on the market? These pages will tell you. —_— 
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Automatic Ice Cream 
Cone Baker 
From Electrical Merchandising, December, 1920 


A new power-driven apparatus for bak- 
ing ice cream cones has been developed 
by N. E. Vail, First National Bank Build- 
ing, Mount Vernon, N. Y., which is said 
to have a production capacity of 1,080 
‘rolled sugar cones an hour. — 

The baking device consists of a heavy 
circular table made of iron and equipped 
with twelve baking irons. A batter tank 
above the table feeds the batter into the 
irons as the table revolves, driven by a 
small motor. The irons are heated by gas 
burners. After being baked, the irons 
emerge in front of the operator, who 
is seated where he can control the 
machine by a shift lever. As the baking 
iron comes out, it automatically opens 
and the operator removes the baked cone, 
giving it a swift bend and placing it in a 
form that makes it exactly the same shape 
and size as the others. This is accom- 
plished without stopping the machine. 

Each machine comes supplied with two 
leather belts, one large tray for holding 
cones, one set of six molds, one set of 
six hardwood rollers, all necessary valves 
=— fittings ready to connect to the gas 
ine. 


Small-Size Electric Cloth Cutter 


From Electrical Merchandising, December, 1920 


Chiefly for use in dressmaking and 
tailoring establishments, a _ light-weight 
cloth-cutting machine has recently been 
placed on the market, known as the “Mid- 
get” and weighing only 4% lb. 7 

The cutter operates from any electric 
light socket, direct or alternating current. 
The disk cutting blade is driven by a 
worm gear, direct connected to an electric 
motor and kept clean and sharp by auto- 
matic sharpeners. It will cut up to 4-in. 
thickness of cloth at one time. 

The Eastman Machine Company, Wash- 
ington and Goodell Streets, Buffalo, N. Y., 
is the maker. 











Steam Turbine and Electric Gen- 
erator Lighting System 
From Electrical Merchandising, December, 1920 


A steam-turbine-driven electric lighting 
system of 3-kw. output has been placed 
on the market by the Lucey Manufactur- 
ing Corporation, Houston, Tex. The plant 
is applicable to tugboats, large sailing 
vessels, locomotive and wrecking cranes, 
and steam shovels, and in house lighting. 
The steam pressure used is from 90 to 200 
Ib. a square inch. 


Battery Charging from Alter- 
nating-Current Line 
F:om Electrical Merchandising, December, 1920 
Apparatus for continually charging 


storage batteries while in service from an 
alternating-current line has been devel- 


oped by the Valley Electric Company, 
3157 South Kings Highway, St. Louis, Mo. 
With this system the battery is continu- 
ously given a small charge from an alter- 
nating-current line through a rectifier. 
This vibrating-type rectifier is made for 
any commercial frequency and voltage, 
has only one moving element and operates 
in any position automatically. 








A Flush Screw Receptacle 


From Electrical Merchandising, December, 1920 


A new porcelain-base flush screw re- 
ceptacle has been developed by the Para- 
gon Electric Manufacturing Company, 679 
Miami Street, Akron, Ohio. This receptacle 
is rated at 250 volts and 660 watts. One 
feature is an extra-long screw which will 
not fall out of the receptacle when it is 
being installed or connected. The shoulders 
are made flush with the outlet box. A 
— screw slot permits half an inch of 
play. 





Switch Box 


From Electrical Merchandising, December, 1920 


Switch boxes, suitable for both circular- 
loom and conduit wiring, have been placed 
on ine market by the Motor City Stamp- 
ing Company, Detroit, Mich. The boxes 
are constructed without machine screws, 
except those used in fastening on the 
cover plate, and the design is such that 
they can be readily gaged without the use 
of any tools. For circular-loom work the 
box is equipped with a loom clamp, where 
such is required. Suitable knockouts 
which can be easily removed are provided. 
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Automatic Stoker for 
Household Use 


From Electrical Merchandising, December, 1920 


To provide a simple and reliable stoker 
for household use that will fire a furnace 
scientifically and eliminate the smoke usu- 
ally produced, an electrically operated 
automatic stoker has been developed by 
the Domestic Stoker & Manufacturing 
Company, Salt Lake City, Utah. 

The device is operated by a small elec- 
tric motor which is also used to operate 
the draft and circuit changing mechanism. 
A hopper containing 250 lb. of slack coal 
feeds a chute from which an adjustable 
slide delivers the fuel to a conveyor. The 
latter carries the fuel to an oscillating 
chute projecting into the furnace, whence 
it is dropped on the center of a conical 
grate. p 

The thermostat control can be placed in 
the living room. To insure that the fuel 
bed shall be replenished periodically irre- 
spective of temperature requirements a 
clock is provided which causes the stoker 
to feed a certain amount of fuel to the 
furnace each hour. 








Rust Remover and Cleanser 
From Electrical Merchandising, December, 1920 


A cleansing compound for removing 
rust, grease, etc., from metal surfaces has 
recently been placed on the market by 
Peter A. Frasse & Company, Ine., 417 
Canal Street, New York City. It is a 
chemical compound said to loosen and 
dissolve rust, corrosion, grease, oil, dirt, 
carbon, paint, etc., without injuring the 
metal itself. No labor is required, only 
contact by immersion or application being 
necessary. 





Armored Flexible Cable 
From Electrical Merchandising, December, 1920 


An armored cable designed, the maker 
Says, to be unusually flexible has recently 
been developed by the Circle Flexible Con- 
duit Company, Inc., 188 Twenty-first Street, 
Brooklyn, Y. The cable is made in 
Single-strip construction and in standard 
sizes up to No. 8 B. & S. gage. 





Motor-Driven, Gas-Heated ' 
Ironer 
From Electrical Merchandising, December, 1920 


The new “Gainaday” ironer, recently 
placed on the market by the Pittsburgh 
Gage & Supply Company, Pittsburgh Pa., 
is electrically operated and is heated by 
gas. It is made in 42-in., 46-in. and 50-in. 
roll widths, and is direct motor-driven and 
foot-controlled. It can be operated while 
sitting down. The gear mechanism is 
completely inclosed, to eliminate contact 
with dust, loose ends of clothing, or chil- 
dren’s fingers. 

The motor is on the side, within easy 
reach of the operator, and is controlled 
by a switch button on top. A center gas 
feed automatically distributes an even 
heat over the whole ironing shoe. 























File these items on 3 x 5 in. cards every month, to keep your stock index up to date. 
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New Retail Electrical Stores 








The Electrical Merchandising Com- 
pany, with general offices and ware- 
houses at 113 Washington Building, 
Madison, Wis., is the new name for the 
Peterson Electric Company, which an- 
nounces a general reorganization of its 
sales and service staff. The company 
has stores in all the principal cities of 
Wisconsin. 

The Genesee Electrical Appliance Re- 
pair Company is the name of a new 
shop recently opened by Charles Cos- 
tanza at 755 Genesee Street, Rochester, 
N. Y. 


The Franklin Electric Company of 
Benton, Ill., has opened a branch at 
Herrin, Ill., in the Annex Building, 
under the management of Roy Reed. 

The Texas Public Service Company 
has opened a new retail electrical store 
at Gilmer, Tex. 

J. W. Stitt is a new contractor-dealer 
at Murray, Ky. 

Thomas G. Henderson, formerly with 
the Isbell Electric Company, is out on 
his “own” in the retail electrical field 
at 30 Eagle Street, North Adams, Mass. 

The Montgomery Electric Company 
is a new retail electrical concern, in- 
corporated for $10,000, at St. Bethle- 
hem, Tenn. 

Messrs. Wood and Grigsby have 
opened an electric shop at Second and 
Sutton Streets, Maysville, Ky. 

Ray Henderson has gone into the re- 


tail electrical business at Silver Lake, 
Ind. 


The Jason Electric Company is a 
newly organized retail electrical con- 
cern located at 1919 Chester Avenue, 
Bakersfield, Cal. 


Harry Petty has opened an electric 
shop at La Grange, Ky. 

The Maytag Store is the name of a 
new electrical supply shop at 102 Third 
Avenue, Cedar Rapids, Iowa. 

Werden-Huggins Electric Company is 
a new contractor-dealer concern with 
headquarters at 239 East Main Street, 
Trinidad, Col. 

E. H. Wilkins is a new contractor- 
dealer of Evans City, Pa. His shop is 
located. on Pittsburgh Street. 


The Smith Electric Company will deal 
in electrical appliances at 101 North 
Ninth Street, Reading, Pa. 

Messrs. Hedrick and Myers are en- 
gaged in the retail electrical business 
at Monticello, Ky. 


C. W. Simons & Son have entered the 
retail electrical field, with a shop at 
Monticello, Ky. 


The Williamsburg Electric Company 
has been incorporated by T. B. Mahan 
and others to deal in electrical supplies 
at Williamsburg, Ky. 


The Electrical Company of Burnside, 


Ky., was recently incorporated to deal 
in electrical supplies. 


N. O. Nelson has opened a retail shop 
at Reedsburg, Wis. 

Guy King is a new contractor-dealer 
of Sheridan, Ind. 


The Baroco-McMorris Electric Com- 
pany is the name of a new concern 
formed by the consolidation of two well- 
known electrical shops of Pensacola, 
Fla. The new company, which will con- 
tinue to deal in supplies and appliances, 
is located on Gordon Street. 














Here you see Harrison T. Matthew and John 
T. Kelly congratulating each other and 
telling themselves how glad they are to be 
back with the staff of the Society for Elec- 
trical Development. Mr. Matthew was for- 
merly the Pacific Coast representative of the 
society (and of ELECTRICAL MERCHANDIS- 
ING), and is now attached to the New York 
office of the society as special field repre- 
sentative. Mr. Kelly had charge of the so- 
ciety’s newspaper publicity work during 
Electrical Prosperity Week and America’s 
Electrical Week. He has now taken charge 
of the newspaper publicity work, particu- 
larly that end of it having to do with the 
enlistment of public support for public 
utilities. 





The Electric Power Equipment Cor- 
poration is the name of a new elec- 
trical appliance concern recently incor- 
porated at Philadelphia, Pa., with a cap- 
ital stock of $25,000. Among the in- 
corporators are F. W. Dinsmore of 
Trenton, N. J., and Robert Lewis of 
Philadelphia. 


Charles Miller has opened a new re- 
tail shop at Central Avenue, Chelten- 
ham, Pa. 


The Help-U-Electrical Company, a 
new appliance shop at 736 Elmwood 
Avenue, Buffalo, N. Y., is owned and 
conducted by David Goldman and §S. C. 
Wisbaum. 


The Ancel Electric Company is a new 
retail electrical business at 8 North 
Fifth Avenue, Maywood, IIl. 

Messrs. Springer and Harch have 


opened a new electrical shop at Ely, 
Minn. 


Messrs. | Buchanan and Wood have 
gone into the retail end of the indus- 
try at Beatrice, Neb. - 


The Lyons Electric Appliance Com- 
pany, a $100,000 concern of Bridgeton, 
N. J., has recently opened a branch at 
209 South Broad Street, Woodbury, 
N. J. The company has another branch: 
at Pitman, N. J., and plans to open a 
Salem (N. J.) branch in the very near 
future. R. Elmer Shoemaker is presi- 
dent. 


The Butterfly Electric Shops Com- 
pany of Cincinnati, Ohio, has been 
chartered with a capital stock of $75,- 
000 to distribute and deal in all kinds 
of electrical apparatus and equipment. 
Incorporators are William F. Dunkar, 
W. S. Guitteau, Maud E. Guitteau, 
Dorothy D. Dunker and George F. 
Eurich, Jr. 


The Premier Vacuum Service Com- 
pany of Cleveland has opened a new 
electrical appliance shop at 102 Fair- 
mount Avenue, Jamestown, N. Y. 


Basil Spurr, together with A. O. Dug- 
gan and Mrs. Catherine Tefft, has 
opened a new appliance shop at Rich- 
mond, Cal. 


The Shawnee Electrical Supply Com- 
pany of Topeka, Kan., is a new elec- 
trical shop recently opened with a cap- 
ital stock of $50,000 by F. L. Loveless 
and others. 


~ The Electric Shop, organized by F. 
B. Shafer & Son, is a new retail elec- 
trical business at 114 North Second 
Street, Coeur d’Alene, Idaho. 


The Bowen Electrical Company of 
Bowen, Ill., is a new retail electrical 
concern. 


The Service Electrical Company, Paul 
A. Maker, proprietor, is a new retail 
electrical concern at 1230 Monroe 
Street, Toledo, Ohio. 


R. Blum has opened a new shop at 
912 Amsterdam Avenue, New York 
City, where he will deal in electrical 
supplies. 


The Tucker-Parthree Electric Com- 
pany, Inc., is a retail electrical business, 
incorporated with a capital stock of 
$50,000 by Francis Tucker, Clarence E. 
Parthree and Isaac T. Parks, Jr., at 


122 Hollingworth Street, Baltimore, 
Md. 
The Big Four Supply Company, 


Cleveland, Ohio, which plans to special- 
ize in electrical construction, has been 
incorporated with a capital stock of 
$10,000 to deal in supplies for heating, 
plumbing and electrical work in build- 
ings. The organizers are R. I. Ander- 
son, K. Wing, Theodore C. Robinson, E. 
E. Hanus and J. Zwilling. 


The Farmers’ Light Company is a 
new retail electrical concern recently 
opened by Harry Phillips and Joseph 
O’Donne at Paola, Kan. 


J. W. Cooper & Company, dealing in 
electrical supplies, has opened a new 
shop at Tarpon Springs, Fla. J. W. 


Cooper, Jr., and E. R. Washington are 
the proprietors. 
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Throughout 1921 


F the million customers receiving one of the 1921 

Edison Mazpa Lamp Calendars, there is not one 
but will remember throughout the months the Edison 
Mazpa Lamp Agent indirectly responsible for it. In con- 
sequence there are nearly 3000 Agents who will through- 
out the year add to their good-will in their localities. 









LEE RE 


These 3000 Edison Mazpa Lamp Agents have shown 
their appreciation of valuable advertising material and 
have demonstrated their belief in such good-will adver- 
tising. Our experience proves their sense of values to 
be true. 
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EDISON LAMP WORKS OF GENERAL ELECTRIC COMPANY ¥. 
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The Calendars make artistic display material fur 3000 


; ' show windows—they actually talk to your customers 
The advertisement above isa repro- : 3 


deacons ob hotell pegsin cekerwiiieh about you at the same time the Saturday Evening Post 
appears in the January eighth issue is telling the whole country about this new Calendar 
of the Saturday Evening Post. By design, which is the subject of our January 8th Post ad- 


means of this advertisement the 
calendar is introduced to more than 
two million readers. 


vertisement. 


The third in our series of paintings picturing the de- 
velopment of light has been finished by Mr. Maxfield 
Parrish and will be used for our 1922 Calendar. This 
will be offered to Edison Mazpa Lamp Agents exclus- 
ively on the same basis as the others in this popular series. 
The edition will be limited to 1,000,000 copies. 


S O MAZDA 
LAMPS gy 
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When the Electrical Christmas gifts 


and admired— 





Christmas Cheer 
for All the Year 


An electrical Christmas—electrical 
Christmas gifts—means more than 
just sales of appliances. It means 
a sound foundation for future 
business. 


The usefulness of gifts which extend 
“Christmas Cheer throughout the 
year’ promotes a broader appre- 
ciation and use of electricity. This 
means sales of more appliances and 
accessories for their use. 


Therefore, don’t forget the eleventh- 
hour shoppers—sell them electrical 
vifts—make this Christmas as 
thorougily electrical as possible. 
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Sales Offices in 
all large cities 





there will be an increased demand for devices that permit 
their ready use 















on ame Help preserve Christmas cheer — 
and extend holiday sales 





The amount of cheer in a Christ- 
mas gift depends upon its degree | . 

















G-E 


7 of usefulness—this also measures — 
Twin-OuTLET : ia ; 
PLuc its value fo you in increasing the 


appreciation and use of things 


7. electrical. 
G-E 
THRUCORD 


Gumewis When you sell wiring accessories that 


make the use of Christmas gift appli- | 
ances easier, you extend your holiday _| 
sales and influence your entire year’s 
business. 





Just after Christmas, therefore, is the 
time to push sales of GE wiring special- 
ties, such as the Double Duty Socket, 
‘Twin Outlet Plug, Cord Connector, etc., 
that increase the use and appreciation 
of electrical appliances. 
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For Business 
in the 
United States 


G-E Sales Office G-E Distributing Jobber 
Alabama, Birmingham....... Matthews Elec. Supply Co. 
Alabama, Mobilet........... Matthews Elec. Supply Co. 
oe nL ge Octo, © Ot i a ren ce te cep ne ee 
California, Los Angelest.... Pacific States Electric Co. 





California, Oaklandt........ Pacific States Electric Co. 

California, San Francisco§}. Pacific States Electric Co. 

Colorado, Denvery.......<... The Hendrie & Bolthoff Mfg. & 
Sup. Co. 


I I 56 ea tee a Sis wo aly 
‘COPA CC Et pee bg oa rn ra nee ee ee 


Connecticut, Waterburyt..... New England Eng. Co. 
District of Columbia, Wash- 

MUM as GE se cy pistes seis ps Sele National Elec’l] Supply Co. 
Florida, Jacksonville......... Florida Elec. Supply Co. 
PUGTGS, BAMPAL. «osc. c.005 04 Florida Elec. Supply Co. 
Georgia, Atlanta§y.......... Carter Electric Company 
Georgia, Savannaht......... Carter Electric Company 
Illinois, Chicago§}.......... Central Electric Company 

Commonwealth Edison Co. 
Perea Ort WAGE 5nii5 6 ao seis sole rote ate lare SrelenereleSeielan da es 
Indiana, Indianapolis........ indianapolis Elec. Supply Co. 
Indiana, South Bend} South Bend Electric Co. 
Iowa, Des Moines.......... Mid-West Electric Co. 
Kentucky, Louisville ........ Belknap Hardware & Manufac- 
turing Co., Ine. 
Louisiana, New Orleans..... Gulf States Electric Co., Ine. 
Maryland, Baltimore........ Southern Electric Co. 
Massachusetts, Boston}..... Pettingell-Andrews Co. 
3 Pe SUS OM SOE 0 7) (ea ae ea 
WAR ANCLUNEALG. | TV APIO GEER c. 5:5. ois sre (ools oie wins a aie al oSidis ow oeeis dns 
Michigan, Detroit........... Frank C. Teal Company 
ee ie 6g SC ae es En 
Minnesota, Duluth.......... Northwestern Electric Equipment 
Company 
Minnesota, Minneapolist .... Peerless Electrical Co. 
Minnesota, St. Pault........ Northwestern Elec. Equip. Co. 
IE CET PERE Te Tere Fen nee 
Missouri, Kansas Cityt..... The B-R Electric Co. 
Missouri, St. Louis§t........ Wesco Supply Company 
Montana, Butte}............ Butte Electric Supply Co. 
Nebraska, Omaha........... Mid-West Electric Co. - 
New Jersey, Newark......... Tri-City Electric Co., Inc. 
New Serres. Trenton .<<...c). codes se wsieeewie ese ate dd One ea as 
New York, Albanyt......... Havens Electric Co., Inc. 


Distributors for the General Electric Company Outside of the United States 


INTERNATIONAL GENERAL ELECTRIC COMPANY, INC. 


Schenectady, N. Y. 


120 Broadway, New York, N. Y. 





W here to Get G-E. Service— 


Quick service is best obtained from the nearest G-E sales 


office, distributing pfgs jobber, or foreign representative 
























G-E Sales Office G-E Distributing Jobber 


New York, Buffalo......... Robertson-Cataract Elec. Co.... 
New Mork, Hlmita:...6.60000 esd pee oe See we SRS oes 
New Yorb City§f........... E. B. Latham & Company 
Royal Eastern Elec’! Supp. Co. 
(Also Borough of Brook®*yn 
and Jamaica, L. I.) 
Sibley-Pitman Elec. Corp. 


New York, Niagara Pans scsi ccc ose osioeist cs ie aera: 
New York, Rochester........ Wheeler Green Elec’l Supp. Co 


New York, Schenectady... s.. meee pete ea an ees a os 

New York, Syracuse......... Mohawk Elec’l Supp. Co 

North Carolina, Charlotte.... Elec. Supply & Equipment Co. 

Ohio, Cincinnatit............ The F. D. Lawrence Elec. Co. 

Ohio, Cleveland............. Republic Electric Co. 

Ohio, Columbus............. The Erner & Hopkins Co. 

Ohio, Dayton..............«. The Wm. Hall Electric Co. 

Ohio, Toledo sas ois sce seies W. G. Nagel Electric Co. 

IN: cI 5g ha Ne ec ao ae biee cakeev eee : i 

Oklahoma, Ok:ahoma City}.. Southwest G-E Co. 

Oregon, Portland? cra of ..eee Pacific States Electric Co. 

Pennisy | Watira: Sere oi <ark pote ow isis seen sas gore versus Ske 

Pennsylvania, Philadelphia$t. Philadelphia Electric Company 
Supply Department 


Pennsylvania, Pittsburght.... Union Electric Company 


Rhode: Island RLrowdences oo. es.co Fates s Hearse ees hea ens 
South Carolina, Columbiat... Perry-Mann "Blec. Co., Ine: 
Tennessee, Chattanooga...... James Supply Company 
"Penressee, KEnOmvile.. go o..cs. scc:seazatpeeee icin 6c coe wie eee’ 
Tennessee, Memphis....... .. Electric Supply Company 
Tennessee, Nashville........ BS or ee ene 
DPéxas. WAMast s..<s< ccc _ Southwest G-E Co. 


Texas, El Pasof............ Southwest G-E Co. 
Texas, Houstont............ Southwest G-E Co. 


Utah, Salt. Lake Cityt..... . Capital Electric Company 

Virginia, Richmond.......... Southern Electric Company 
Washington, Seattley...... .. Pacific States Electric Co. 
Washington, Spokane...... .. Pacific States Electric Co. 
Washington,. Tacoman.c.cces- oiic chides. ss seers ers seaweed mae 
Week “Vrms, TN ia 5 ick phase asic Uae veer da gameee ones 
‘West Vargmia. Charlestonc.<: <.../s004 + .0.0-0sagtle << ae 
Wisconsin, Milwaukee....... .....sseeeeeeees : 


For Hawaiian business address Catton, Neill & Company. ‘Ltd. 
Honolulu. 
tNo G-E Office 





+Warehouse. 





§Service Shop. 






83 Caen Street, London 
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Quick acti Leku !@@mhese are the things 

* P the modern camtte 
g What’s the use @ pur stock clerk with 
a endless varieties to lod dispatch to the men on 
a | the job, when it can alfis dene fickly and simply with 

> : SPRAGUELETS. © 

SPRAGUELET§ are he gular all-combination 
bodies for 1/o and 3gondint. «they consolidate in three 
neat bodies, a few covers, wointerchangeable connect- 


ors all the features that. ily require a countless 


The use of SPRAGE hplifies matters for the 
stock clerk, makes the it rer ans pendent, minimizes the 
investment for the con re speeds up progress all 
along the line. Don’t y Sauey are worth considering 
for your next contracts? $6.00 brings a try-out package. 


Gu: ELECTRIC WORK®) 
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Plain Fixture Wire 























Single Conductor 
Silk Fixture Wire 















Stove Wire 














Heater Cord 
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“Fine Wires” 


Household equipment is constantly 
being supplemented by new elec- 


trical appliances. 


The general use of the electric 
flatiron and other small domestic 
heating appliances forms a growing 
field for the sale of ‘‘Deltabeston”’ 
Heater Cord—the cord without 
rubber. 


Wiring troubles end when electric 
ranges are wired with ‘“Delta- 
beston’”’ Stove Wire. 


The ever-increasing number of in- 
stallations of Type C Lighting 
Fixtures in the home insure the 
dealer and contractor a rapid turn- 
over of ‘‘Deltabeston’”’ Fixture Wire. 


Are you in a position to take ad- 
vantage of this growing market? 
For full information send for Cata- 
log PL-5015. 








In selling Deltabeston for 
household use, the Deal- 
er sells service that will 
mean increased business. 








She Doesn’t Like Dim Light 


Many women will not tolerate dim light in the home any more than they will glaring 
light. Home lighting should be soft, harmonious and attractive. Such effects are easily 
secured_by using an abundance of light, carefully shaded. 


The clever home decorator can use shades of silk, cretonne, parchment, or glass in 
numberless ways, not only to prevent glare, but to secure pleasing decorative effects. 
















The New WHITE MAZDA lamp helps to solve many home lighting problems. The 
milky-white, opaque bulb diffuses the abundance of light so there is no glare—just cozy, 
inviting comfort and soft, restful light. See the new WHITE MAZDA lamp—above 

a all, see it lighted. It mey be examined at any store where the famous Blue Carton is 
displayed. 


< More than two million people saw this story of WHITE MAZDA lamps in the Saturday Evening 
Pcst of December fourth. Thousands will buy WHITE MAZDA lamps before the holidays—most 
of them of the merchants whe identify their stores as National MAZDA agencies by displaying 
the Blue Carton. And the merchants who show the WHITE MAZDA lamp lighted will say ‘“‘Thank 
you—What else?”’ most often. 


NATIONAL LAMP WORKS 
of General Electric Company 


_Nela Park, Cleveland, Ohio 


Each of these labels represents a Division of National Lamp Works equipped 
to give a complete lighting service. 


er ae 
wihirneretepete 
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This is the new 

Duplexalite 

Christmas Gift 
Certificate 


Break into the Christmas market 


OUR next three weeks can be the 
busiest of the year. 


Prospects you couldn’t sell, at any other 
time, who may have hesitated to change 
to Duplex Lighting can be sold Duplexa- 
lite now as an economical and practical 
Christmas present. 


To help you land this business we have 
printed gift certificates similar to the one 
shown above. These will be filled out 
when the order is taken and your customer 
will give it as a present on Christmas Day. 


Arrange attractive displays of Duplexa- 
lites in your windows and store. Circularize 
or call on your best prospects now, while 


they are still wondering what to give for 
Christmas, and sell them on the idea of 
giving a Duplexalite—a present which will 
be useful and beautiful the whole vear 
through. 

Show them the Christmas certificate and 
explain how the gift of Duplexalite will be 
a present which the whole family will appre- 
ciate for years. It’s surprising the number 
of orders you can take by this method. 

For years the Christmas season has been 
manna for the retail merchant. A little 
extra work will make it just as good a 
time for you. Only a limited number of 


certificates have been printed. Write for 
your quota today. 





DUPLEX LIGHTING WORKS 
of General Electric Company 
6 WEST 48th STREET, NEW YORK 


Duplex-a-lite 


“The light to live with” 
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It Attracts 


The IVANHOE. package 
displayed in your window at- 
tracts the attention of the 
man passing by. After paus- 
ing to look, he leaves with an 
impression that lighting glass- 
ware of good quality is avail- 
‘able at your store. Window 
advertising of this kind starts 
many nice orders which other- 
wise might not have mate- 
rialized for many months. 


No one can dispute the 
effectiveness of advertising 
done in this way, and it is 
inexpensive as well. The 
packages on your shelves and 
in your windows are making 
the repeated impressions that 
many advertisers pay thous- 
ands of dollars to obtain. 


Connect yourself and 
IVANHOE in the minds of 
your customers in this way 
and the turn-over in your 
fixture and glassware depart- 
ment will surely feel the stim- 
ulation. 


IVANHOE-REGENT WORKS 
of General Electric Company 
Cleveland, Ohio 
“Ivanhoe” Steel Reflectors, Lighting Glass- 


ware, Anderson Self-Adjusting Arms, 
and Illuminating Service. 


Yes ata lercun re 


| SHADES~ REFLECTORS 
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“Service }> Lamps” 


/Nyhele) st 


SHADES~1¢@ ,“LECTORS 


Ceiling Type 


This style unit is designed for 
rooms having low ceilings where 
the use of semi-indirect lighting 
has formerly been impractical 
because of the lack of proper dis- 
tribution of light on the ceiling. 


HIS new, totally enclosed, semi-indirect lighting 
unit is the IVANHOE Keldon. It is recommended 
for offices, stores, hospitals, schools, and other places 
where high illumination is demanded for close work at 
desks or for the display of goods on shelves and counters. 
The globe of this unit is made of one piece of glass, 
enameled on sides and bottom, and diffusion is ob- 
tained equal to that of the best heavy density glass 
bowls. Its shape, the density of enamel and position 
of the lamp all help reduce its brightness when lighted. 
The design and construction make assembly very 
easy and permit the maintenance of its high efficiency 
with a minimum of attention. 
IVANHOE-REGENT WORKS of General Electric Co. 
Cleveland, Ohio 


“Ivanhoe” Steel Reflectors, Lighting Glassware, Anderson 
Self-Adjusting Arms, and Illuminating Service. 


Vol. 24, No. 6 
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And in the Trade Papers 


Holophane Advertising is getting the story across—lining 
up for you some of the most profitable prospects in the light- 


ing field. 


Right now it is the policy of the 
Holophane Company to devote 
most of its advertising effort to 
selling window lighting  re- 
flectors. 


The reason for emphasizing this 
particular Holophane product 
is this: The big advantages of 
Holophane . 

Window  Reflec- 


tors are so im- 





mediately apparent they virtu- 
ally sell themselves. 


But more than that, the Holo- 
phane window installation is so 
satisfactory it is usually fol- 
lowed by a Holophane installa- 
tion throughout the store. 

Why not take advantage of this 
real merchandis- 
ing opportunity 
today. 


Catalogue and prices on request. 


Remember Holophane Window Reflectors cost 
the consumer only 50% of the next best 
make, while the profit to you is about double. 


Holophane Glass Company, Inc., 340 Madison Avenue, Dept. L-17, New York City 


HOLOPHANE 
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A Year Round Seller 


a ERE’S an attractive bit of merchandise that does its share—and more—toward 





making the ledger show a larger profit at the end of each month. It’s not a 
specialty that is hard to sell nor is it a seasonable article that finds ready 
sale only during certain months of the year. It’s a year ’round seller—an 
every day necessity in every home, business, doctor’s or dentist’s office and 
in every hospital in the land. Its sales appeal is just as strong in the winter as in 
the summer. It’s an article that’s easy to sell, because it’s something that everyone 
needs and wants—and there’s a good profit in every sale. It’s the Electro-Boil—a handy 


little household appliance that electrically heats any quantity of water to the boiling 
point in a jiffy. 











A glance at the illustration above shows how Electro-Boil works. Simply place it in 
water, attach to electric socket and turn the switch. In one to three minutes (depending 
on the model used) you have boiling water. There’s no possibility of fire or electricity 


being wasted, because the Electro-Boil uses current only when it comes in contact with 
water. ; 








€Electro-Boil is an article that should be on 





Retail Prices 


Model No. 1 
Model No. 2 
Monel No 93 she 6c lis 10.00 


Liberal discounts allowed to insure 
attractive profits. Write today and order 
a sample of each size. We will mail 
prepaid, and invoice at the special 
dealers’ dozen price. 




















5 every dealer’s shelf. It’s a profit maker from 
the word go. Easy to sell and a liberal 
‘margin makes sales worth going after. 


iElectro-Boil is made in various sizes ex- 
, clusively by the Milwaukee Mfg. Co. 
{ Write for prices and details of our co-opera- 
‘tive sales plan for dealers. No obligation. 
Mail a post card today. 





Milwaukee Manufacturing Co. 
1318 Fond du Lac Ave. 
Milwaukee, Wis. 
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| cAnnouncing the Development of 


x 


Elexits 


“Places for Lights 


T is a generally accepted fact that we 

all want more lights. But in order 

to have more lights we must provide 
more places for lights. 


Up till now this has been difficult—and 


them at once movable, changeable, de- 
tachable, by simply plugging in and 
plugging out. 

Lighting will now become as flexible as 
any one or all of our possible customers 





expensive. But with the 
perfection of Elexits it 
becomes not only easy, 
but extremely practical 
and economical. And we 
are not only able to have 
more lights—but better 
lighting. 

Elexits are standardized 
“Electric Exits,” or out- 
lets which are finished off 
with an _ inconspicuous 














Manufacturers of electrical 
supplies have done much to 
further standardization in 
the industry. Elexits will 
tend to increase the busi- 
ness of all these manufac- 
turers. Those desiring more 
definite information than is 
contained in this advertise- 
ment are invited to com- 
municate with the Electric 
Outlet Company, Inc., 119 
West 40th Street, New York 
City. 














may ever desire. De- 
mands for lighting fix- 
tures will be created not 
merely by the erection of 
new buildings but by 
every occasion that arises 
to make new things desir- 
able. 


And the value of all light- 
ing fixtures will be in- 
creased by reason of their 
mobility. Every progress- 





flush receptacle, ready to receive either . 
standardized fixture-supporting plugs 
or the standardized attachment plugs 
now found on practically all electrical 
appliances. 


Plugs for Elexits when attached to 
present-day lighting fixtures, make 


x “‘Elexit’’ is a name-word coined by 
the Electric Outlet Company, Inc., to 
describe any electric outlet equipped 
with a receptacle licensed under 
patents owned by the Electric Out- 
let Company, Inc., and conforming 
to carefully standardized measure- 
ments to insure uniform service. 





ive man in the electrical industry will 
instantly appreciate what Elexits will 
accomplish—what they will mean to the 
industry as a whole—what they will 
mean to the public at large—and hence 
what they will mean to him, no matter 
what branch of the industry he is in. 





The advertisement, GETTING 
READY FOR THE PARTY, which 
follows, is appearing in a num- 
ber of electrical and architectural 
magazines. It is an illustration of 
the manner in which Elexits will 
encourage the selection of new light- 
ing effects appropriate to any 
occasion. 


Exectric Ourtet CoMPANY Jnc. 119 West 40th St, New York City 
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Elexits 


mean that every Electrical Contractor 
will install more Places for Lights 


LEXITS offer the electrical contractor 


Vol. 24, No. 6 





with regard to immediate lighting needs and 


new and broader fields for bigger and 
better contracts—bigger because they will 


a limited amount of money to put into fixtures. 
The greatest omission in electrical standard- 


specify more outlets—better because they will 


include the finishing of every 


ization has been, up till now, the lack of 
standardized electric outlets 








outlet so that final inspection 
can be obtained at once. 


People will want homes, 
offices, schools, clubs and 
other buildings to have plenty 
of places for lights because 
with plenty of places for 
lights they can express their 
individual tastes and desires 
in the selection and arrange- 
ment of their fixtures. 

They will be quick to grasp 
the convenience of flexible 
lighting—quick to see the 
charm of changeable lighting 
—much quicker to learn the 
real value of proper lighting 
when they can manipulate it 
themselves. 








and every electrical con- 
tractor has felt the limiting 
influence that this omission 
has had on his business. 


Elexit: S 


At one stroke, Elexits have 
changed the hampered, lim- 
ited field of electrical con- 
tractors to a broad and prac- 
tically unlimited — business 
opportunity. 


Elexits have brought about 
the condition that all for- 
ward looking contractors 


Plance for Lights 


The symbol of “Elexits’”? com- 

bined with various decorations 

to emphasize their appropri- 

ateness in the most finished 
interiors. 


have been waiting for. 

The Electric Outlet Com- 
pany will advertise Elexits in 
such a way as to educate 








And they will want plenty of 
Elexits because they will not 











the public to ask for more 
places for lights—showing 














be handicapped by the im- 
mediate need of putting an expensive fixture 
on the end of every wire. 


Consequently there is going to be more wiring 
done with an eye to the future, rather than 








“The inconspicuous wall 
Elexit that will some- 
times lurk behind the 
picture until the fixture 
is plugged in.” 


4 finished ceiling Elexit 
ready for anybody’s 
chandelier.” 


Exectric OurTiet ComPANy Jnc. 


them what plenty of Elexits, 
in either new buildings or old, will mean to 
them in added comfort, added convenience, 
added satisfaction and added lights wherever 
and whenever they want them. 





“Back view of the strong 


“Back view of the com- 
pact flush _ receptacle 
used for Wall Elezits.” 


little receptacle that 
makes an Elexit out of 


a ceiling electric outlet.” 


119 West 40th St. New York City 
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Elexits 


will mean for the Lighting Fixture Man 
-more Places for Lights 


—and they will be finished places for lights— 
and the lighting fixtures will be bought to 
please the user. Customers will buy brackets 
or chandeliers as they now buy portable lamps 
and will plug them into El- 


fixtures for the same reason will become the 

source of new interest and satisfaction to 

every customer. There will no longer be cus- 

tomers continuously annoyed by an unsatis- 
factory fixture. 





exits wherever desired. 
A large percentage of 


Fixtures will soon be sold 
on a cash basis, entirely 


e 
people are dissatisfied with apart from the wiring job it- 
the fixtures that necessarily ¢ , 4 ] S self. The installation depart- 


“go with the house”, but do 
not wish to go to the bother 
and expense of installing an- 
other permanent set. 

With Elexits this condi- 
tion is entirely changed, and 
thousands of people will buy 
fixtures because they can put 
them up, take them down, 
move them here and there, 
change them, put them away, 
and take them along when 


Ng ae 


WEIR ESET, 
bb e 99 
they move—or in other laces for Lights merchandising business 





ment will have graduated into 
its rightful sphere of a bigger 
and better contracting 
business. 

There will be a larger sale 
of lamps and appliances of 
all kinds because they will be 
used more readily and more 
universally. 

Elexits will make the fix- 
ture business move. They 
will make it an electrical 








a 





words, treat them as useful growing business — a repeat 
furniture or decorative pic- “The face of an Elexit carries order business. 
the shape of a rounded triangle, : 
tures. so that Elexits may be recog- And by educating the 
As a rule people take more ean ee ee general public through ad- 





pride and satisfaction in their 





vertising to the practical 





furniture than they do in 

their lighting fixtures, because if furniture is 
not entirely suitable to its intended location it 
can be easily changed. 


When there are plenty of Elexits, lighting 





“One of the plugs that “The sturdy plug ready for attach- 
will make flat back ment to the hickey or center knob of 
brackets complete, ready commercial brackets. Note the strong 
to plug into wall Elezxits.”’ proportions of the standard curved 


blades that fit all wall -Elexits.” 


Execrric OurTiet ComPANy Jie. 


advantages of plenty of 
Elexits, with plenty of light wherever and 
whenever needed, the Electric Outlet Company 
will be doing much to help the rapid develop- 
ment of the lighting fixture business. 





“The two-piece ceiling plug 





17 


that makes a chandelier lock “Cap of the standard attach- 
itself securely by its own ment plug that fits all Elexits 
weight into any ceiling and is now found on most 


lexit. electrical appliances.” 


119 West 40th St; New York City 
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elling ready for the party 


THE FINISHING touches before the 
guests arrive! A bowl of flowers placed 
here—a chair moved a little there! And 
that dark corner brightened up by plug- 
ging the new wall fixtures—which “dad” 
just brought—into two of the numerous 
and convenient “places for lights.” 


Etecrric OurLet GompANy 


“Places for Lights" Inc. 
119 West 40th St., New York City 








Why not show this picture and story to your best customer? You can get beautiful reprints from us for $5.00 a hundred. Send check with order, 
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Ready — Vacuum Tubes for Amateur 
and Experimental Radio Use — 


RADIOTRONS 


Dealers! 


HERE are over 200,000 radio amateurs in the United States 
actively engaged in this most fascinating game of modern times. 


They will all want RADIOTRONS, the new VACUUM 
TUBES of the Radio Corporation of America. 


Are you prepared to meet this demand with these wonderful 
new tubes, which are the result of long research and development 
in the Research Laboratories of the General Electric Company? 


These RADIOTRONS are manufactured by ultra-scientific 


methods laid down by America’s foremost tube experts. 


















RADIOTRON RADIOTRON U.V. 200, the first of the series, is a Detector and 
U.V. 200 Tone Frequency Amplifier of unusual accomplishments, which 
$5.00 operates from a single standard plate battery. It is particularly 


adapted to amateur regenerative circuits. 


RADIOTRON U.V. 201, the second of the series, is an unexcel- 
led Amplifier of the Pliotron type, which may be used for Detec- 
tion and for Radio or Tone Frequency Amplification. 








wide reputation, which insures three important factors: 


Uniform Production Effective Operation 
Minimum Cost to the Amateur 
And—YO Ucannot meet realand growing RADIO DEMANDS 
unless you have these RADIOTRONS for sale, as well as a com- 


plete line of vacuum tube accessories which 1s also available to you. 





Our proposition to dealers is very attractive. The 
cost to you leaves you a wide margin for profit. 


RADIOTRON 








Uv. 201 
6.50 
$ LIST PRICES 
Radiotron U. V. 2002...2..... $5.00 
Radiotron U. V. 201............ 6.50 
Standard Tube Sockets ....... 1.50 
Grid Leaks, Mounted........ £25 
Grid Leak Units Only........ ays 
Grid Leak Mountings.......... 50 
Intervalve Transformers .... 7.50 


Burgess ‘‘B’’ Batteries........ 3.50 











Standard Grid Leak 


Standard Vacuum Tube Socket 








The Radio Corporation’s tubes are covered by patents dated November 7th, 1905, January, 1907, 
and February 18th, 1908, as well as by other patents issued and pending. ‘Tubes licensed 
for amateur and experimental use only. Any other use will constitute an infringement. 











Address all orders and inquiries to 
COMMERCIAL DEPARTMENT, SALES DIVISION 


RADIO CORPORATION OF AMERICA 


233 Broadway, New York City 




















Each tube bears the stamp of electrical manufacturers of world- - 
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SIMPLEX ELECTRIC HEATING — 
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| Prospects for 1921 


_ The Business Record of the Past Twelve 
Months Indicates that 1921 will be 


SIMPLEX YEAR 


THE LAST MONTH of the year brings to SIMPLEX dealers 
the comfortable feeling of having satisfactorily served their field with 


a good margin of profit tucked away in the bank as reward for their 
efforts. 


To the hundreds of new SIMPLEX dealers from Coast to Coast 
who have sold the SIMPLEX line for the first time comes the real- 
ization that SIMPLEX Appliances are the most popular in the field. 
Never any come-backs. 


So it is only natural to draw the obvious conclusion that 1921 is to be 
a greater SIMPLEX year than any which has gone before. 





Thorough going plans are now under way to bring even broader op- 
portunities to SIMPLEX dealers during the next twelve months. 
It will pay you to get in touch with our distributors and investigate 
at first hand what the SIMPLEX line offers you for the coming year. 


{See * 


Sey 





/ | Co. Cambridge 39, Mass. 


15 South Des Plaines Street, Chicago, IIl. 
11MM TTTLAAAAAUUOEAUAGUCSEAUUAUOGUCURGUEGUOORGUUOUCOROUOUGUOUOOUEGUOOUOGLOUUOUCUOOUOOESOOOOOEOUOOOOSLOUOUOOOGOOUUGUOOO0U00000000000000008 
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MONEY BACK GUARANTEE 


Manufacturers of Holt Farm Light present an unusual proposition 


MR. DEALER: 
We make a Farm Light Plant that’s different. 


it expense stops. 


When You Want Light or Power “Just Turn 
the Switch” 


FP Immediately the plant starts and instantly the carburetor is electrically 
opened and from that point the machine is governed according to the load 
= may be turned on whether it be lights, a flatiron, a motor or other power 

evices. 

The simple but positive electric governor closes the throttle and cuts off fuel 
supply for a light load and opens it to admit more fuel for a heavier load, giving 

igh efficiency and economical operation. It will burn fifty 15-watt lamps or 
thirty 25-watt lamps—or their equivalent in larger lamps—continuously and 
MAINTAINS A BRIGHT UNFLICKERING LIGHT. 
§@ The Holt will operate a flatiron or motor without going to the basement 
to start the plant. We welcome the use of flatirons and other power devices 
because THE GENERATOR ON THIS PLANT CANNOT BE BURNED 
OUT BY OVERLOADING. 

The instruction book with the plant tells just how to set it up which is just 


about as simple as setting up a base burner stove. Simple. Durable. Efficient. 
Economical. 





i We use no storage batteries in the lighting circuit but furnish light 
and power direct from the generator—110 volt—-just like city light. 


It runs when you need it—when you don’t need 


Water Pressure Systems 


It will operate your water pressure system automatically. Draw water any- 
where you like—don’t worry about the supply. When the water in pressure 
tank is low the plant will start and pump the tank full and then stop. 


Its few moving parts are easily accessible. It has a simple and efficient oiling 
system, only one place to supply oil for the complete lubrication of the engine. 

The main bearings are extra large (dimension 1} in. x 4 in.) for constant 
running and long life. 

The cooling system, the exclusive property of this Company, operates like a 
coffee percolator and is simple, po..itive and effective. Patents pending. 


The water tank for the cooling system is of pure spun copper to insure against 
rust or corrosion of alkali water. 


Every part of this plant is rust proof. The iron parts in the electrically con- 
trolled carburetor are sherardized. This 1s important as we have been making 
export shipments for three years. 


The Holt Power-Light Plant will charge your automobile starting battery. 


Will the Holt Last ?—Read These Letters| 4 13°veare 


ELECTRIC SERVICE GARAGE 
Automobile Repairing 
Port Clinton, Ohio 


November 5, 1920 


Automatic Light Co., 
Ludington, Mich. 










**Alco’’ plant may be of interest to you. 


The following, on our ‘‘Holt,’’ or as it was then called 


We purchased this plant about a year and a half ago, retor. 
after its having beea used for about three years at a shoot: house and have had no trouble except when dirt got into the carbure 


41-2 Years’ Use. 


Elgin, Illinois, R. F. 


D. 3. 
November 17, 1920. 
The Automatic Light Company, 


Ludington, Michigan. 
Gentlemen: 


Replying to your inquiry pogeeens the Holt Power Light Plant, installed 
on my farm, about October 1, 1919. 

The Plant is situated in a brick building six by four, about 100 feet from 
the house. We have started and stopped the plant from the switch in the 
















ing club near here. During this time, it had no repairs and 
very little attention, was operated by anyone who happened 
to be present, and as you can imagine was sadly abused. 

It was replaced by a larger plant, and upon our purchase 
was cleaned up and a new piston and piston-pin installed, 
expense about $5.75 and three or four hours la! or. 

Since then we lave used the plant for charging batteries 
and other uses that we have tor direct current (the city 
power being alternating), and at times have used it to carry 


I understand you have now provided a strainer at the base of the tank to 
remedy this. We have a carburetor and governor on this plant which origin- 
ally came on it and it has never been changed or replaced. 

We have had absolutely no trouble with the switch-board in any particular 
nor have we made aay adjustment. 

The Generator—we have cleaned the brushes on the Generator twice, 
which took about twenty minutes each time. We have had no trouble with 
the Generator in any regard. 


Starting Battery—the six-volt end of the Generator has always kept the 


























to come. 


our lighting load when the city power was off. 
as never failed to ‘‘go’’ 
when we wished to use it, 
and our expense to. date, 
except as above stated, has 
been for gas and oil only, 
and we can see no reason 
why the plant will been out of lights one night in one year aud this was caused on account of the 
continue to give us satis- 

factory results for any rea- 
sonatle number of years 


Very truly yours, 
ELECTRIC SERVICE 
GARAGE 

J. C. DEPUE 


nid starting battery fully charged and in addition I have charged up my auto- 


mobile batteries whenever they ran down and needed charging which has 
probably saved me Ten (10) Dollars. 

The push-rods which connect with the rocker arms have jumped out twice 
on account of a valve sticking. I understand you have redesigned these 
rocker arms to eiiminate this. 

Insulation in timer shorted once, I returned it to Atwater Kent office at 
4 Chicago, and it was repaired, and returned to me the next day. I have only 


repair of this timer. 

We have used on an average of about four gallons of gasoline per week; we 
have burned the equivalent of about fifteen 25-Watt lamps each night and 
have not turned the lamps out until we retired. We have also used a Carpet 
Sweeper about four hours per week. On the whole I am well satisfied with the 
Plant and after using it one year do not feel that I would exchange it for a 
Plant with Batteries. The lights are brighter and steadier than the lights in 
the City of Elgin. 

Yours very truly, 


(Signed) FRED H. WILSON 


Our Money Back Proposition 


If all Electrical Merchandising Dealers knew all the advantages of this plant as we do, we couldn’t 
make enough plants this year to fill the orders. 


Therefore to prove it to You—in Your own Store. 


Try the plant 5 days. Load it to capacity; run it continuously; connect it with a flatiron, washing 


machine or any other household appliance, in fact, give it a thorough and rigid test. You can’t injure 
our generator by overloading it. 


If you don’t find it practical, dependable and in every way 
a useful farm lighting and power plant, giving a Brilliant, 
Clear, Safe Electric Light and furnishing ample power for 
washing machines, flatirons, pumping of water, cream sep- 
arators and other power not exceeding } H.P., or if for ANY 
REASON you are disappointed in it put it back in the 
crate, return it to the railroad station the next day after 
trial period, and we will take it back and refund the entire 
purchase price without a word of protest. 


We have reduced the price to $490.00 to fit = conditions. 
Should there be any further reduction before April 1st, 1921, we 
will refund you the difference. 


Our Dealers’ Discount is 20%. Therefore plant costs you $392.00. 


Just enclose your check to us for $39.20 (10%) and we'll ship a 
sample plant at once. Pay the balance when you receive it, and the 
above Money Back Guaranty applies on it. 


Also state what territory you can thoroughly cover. 


Write or wire for our Special 5 Plant Discount and Money Back 
Guaranty Sales Plan. It’s a Winner. 


Automatic Light Co., Inc. 


Manufacturers 


Ludington, Mich. 


This is all there is to the Holt Farm Light Plant. Length 38 in—Width 2614 in.—Height 39 in.—Weight boxed 550 lbs. 
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A Dozen to Every Dealer 


It Has at Least That Many Prospects 
Right in Your Own Locality— 


One demonstration of the “UTILITY” Floor Machine 
will prove to any one of the following prospects the greater 
efficiency and economy of cleansing their floors electrically : 













Factories Banks 
Institutions Hospitals 

Office Buildings Public Buildings 
Hotels Bakeries 

Stores Garages 

Schools Showrooms 


As proof of the high quality of the “UTILITY” machine, 
glance over this list of just a few of its more prominent 
users: 


Here are a few of its prominent users: 


General Electric Co. Beechnut Packing Co. 
Westinghouse Electric & Gillette Safety Razor Co. 


Manufacturing Co. S ‘he e Co. 
Westinghouse Lamp Co. Seenernwe Dae & Teese 


Cleveland Tractor Co. 
je ea Aluminum Castings Co. 
Carnegie Steel Co. Johnson & Johnson 
Bell Telephone Co. Schraft’s Chocolates 


Write today for literature and discounts. 


The Kent Vacuum Cleaner Co. 


Incorporated 


551 Dominick Street, Rome, N. Y., U. S. A. 


The \ : ' manufacturers of the Kent Stationary Kleaner and the Vacuna 
“Utility” 
Floor Machine 


or és 


—nets a good profit! 


Four machines 
in one— 


It Scrubs! 
It Sandpapers! 


It Waxes! 
It Polishes! 


QOQNOOODEOOTOODOUUUUUUOUUUOUOCOOOOOOQOQQOOOOQQQQQQOOQOOGGQQOOOOOOUOUUCEEOEEOEEEEEOEEOTUUUUOUUCOUOUOUOOOGOOQOOOOOQOGOOGOOOG0000000000EEEEERETEEOET EE 
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Put it Here is the new 


on Sale | UNIVERSAL 5... VIBRATOR 


for 
Xmas! 






Operates on | 
A.C. or D.C. 


Current 


Retails 
Complete for 


12 






















Carry the Article that Sells and 
Sells Fast— The Star Universal! 


The $12.50 retail price opens up a broader channel of big profits and 
quick turnover. The Star Universal is furnished with 4 specially made 
applicators to meet every need. 6 feet of heavy insulated wire cord. Trouble- 
proof, high power Universal Motor which operates on both A. C. or D.C. 
Currents. Packed in a handsome leatherized box. A suitable Xmas 
gift for men and women. 


Dealer Co-operation 


Handsomely colored window trims, Counter cards, Moving picture 
slides. Sales and publicity drives, such as the recent Floradora Beauty 
Contest, and our persistent national magazine advertising in the powerful 
publications listed below. 


Write today for our dealer discounts. Christmas orders promptly filled. 
The STAR mascese 
\ Massage 


Retails for $5.00 


— model _ hag! 
is the fastest selling $5. : r 
specialty in America. More Nationally Advertised 


than 500,000 sold in one year. in These Magazines 




















The 





Place your Xmas order today! : : 
« Met i P; Pl 
Fitzgerald wae Nae 
otion cture 
Manufacturing Pictorial Review Classic 
name - ; ee 
Company Designer Physizal Culture 
Delineator Woman’s Home 


Torrington, \ Motion Picture Companion 
es Magazine Page 's Bazar 
Connecticut Photoplay Magazine Fashion Art 
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Accessible Junctions 


ew 


ERE is a Condulet which will meet the requirements of 
almost any conduit junction. It is greatly superior to 

the ordinary type of junction box, which is sometimes re-. 
sorted to. 












It consists of a cast iron body with a cast iron cover and a 
series of side plates. By proper selection of side plates, the 
Condulet meets both the usual and the unusual conditions. 


The cover and side plates are gasketted, thus making the 
Condulet water-tight. 






CROUSE-HINDS COMPANY 
SYRACUSE, N, Y. 


NEW YORK 


Condulets Panelboards 
Knife Switches Floodlights 
Guy Anchors 












BOSTON CHICAGO 










1585 


RS CONDULET 


29 different styles of 
side plates are available. 
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How a Little Switch Doubles the 
Convenience of a Christmas Gift 


“See, John, the iron you gave me for Christmas has the same little 
switch that is on our toaster and percolator, How thoughtful of you!” 


That’s what thousands of women will say when 
they see the C-H Seventy-Fifty Switch on their 
electric irons this Christmas. 


A press of the button and the current is on or 
off, as you wish. It’s so easy to keep the iron 
at an even temperature, instead of now “too hot” 
and then “too cold.” In ironing silks or laces, 
when the heat must be uniform, you'll appreciate 
the convenience of this little press-the-button 
switch. If called away from the ironing board, 
a glance tells whether the current is on or off— 
thus, ending danger of fire and of scorching the 
clothes. 


Or, with the Seventy-Fifty on the toaster or 
percolator, breakfast is so much more pleasant. 
Just press the button when another slice of 
toast is wanted. No more pulling at the hot 
connector plug, spilling the toast or coffee, or 
getting up from the table to turn off the current. 


When you sell an electric iron, toaster, grill or 
percolator this Christmas, see that the C-H 
Seventy-Fifty Switch is on the cord. Have 
switches installed on cords in readiness to supply 
your customers promptly. 


THE CUTLER-HAMMER MFG. CO. 


Milwaukee, Wisconsin 


Made in Canada by 
BENJAMIN ELECTRIC MFG. CO. of Canada, Ltd., Toronto 





CH 


“7050 SWITCH 
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CAnnouncement 


Weare now in ournewplantat 
Wellingtonand Paulina Streets, 
the increased space and facili- 
ties being necessary to enableus 
to maintain the high standard of 
service which it has been our 
endeavor to accord our friends 


We welcome you in our new 
home and will appreciate your 
calling on us when convenient 





APPLETON ELectric Company, CHICAGO 


NEW YORK: 55 Barclay Street ST. LOUIS: 917 Pine Street 
: SAN FRANCISCO: 509 Mission Street 
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HE sale and handling of larger units are 
greatly facilitated by a clean, litterless indi- 
vidual package such as the one illustrated. 

The box shown here was specially designed by 
H & D engineers and it is but one of hundreds of 
sturdy, strong, lightweight containers built to the 
specifications of a certain product. H & D Corru- 
gated Fibre Board is unequalled in its adaptability 
to the packing requirements of electrical goods, and 


it offers a practical solution to almost every packing 
problem. 


Make Your Packing 
Serve A Double Purpose 


“HE first office of packing is protection. But 
have you ever thought of it as a factor in sales? 


The tendency is toward well-designed, attractive, 
individual containers for larger standard units; 
clean, convenient cartons for the quantity packing of 
smaller .products; standardization in packing to 
make handling, checking and sales easier. 


Untidy, paper-wrapped and straw-embedded elec- 
trical merchandise in clumsy boxes and barrels is 
being fast left behind in the race for sales. It is dis- 
criminated against in favor of conveniently handled, 
easily checked goods in clean, standardized fibre con- 
tainers. Pack your merchandise not only for its 
protection but with a thought to its sales. 


Hinde & Dauch Corrugated Fibre Board Boxes, 
Containers and Packing Materials in an unlimited 


variety of design are at the service of the electrical 
trade everywhere. 


The Hinde & Dauch Paper Company maintain 
a special department whose work is the designing of 
containers to fit a given product. Send us, collect, 
a typical sample shipment of any of your products 
and let us design, free of charge, a practical method 
of packing. Your goods will be packed as we think 
they should be and returned to you prepaid. Take 
advantage of this free service today. 


The Hinde & Dauch Paper Co. 
309 Water St., Sandusky, Ohio 


Toronto, Canada: King St., Subway and Hanna Ave. 
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“Model 
D-6” 


Here is the real test of a 
Dishwasher 


What the Walker will do in the kitchen is going to decide its 
value to you—and to your customer. 


You are not going to be influenced by the fine attention given 
to every detail of Walker construction, nor the years of study, 
investigation and experimentation that preceded the introduc- 
tion of our present models. 


You are, however, interested in selling your trade a dishwasher 
that will do all the manufacturer claims for it-—and do it 
quickly, economically, without breakage and in a thoroughly 
satisfactory manner; that will stand up year after year and 


Mechanically perfect. prove throughout your community, a distinct asset to you as 
Sturdy in Construction. a dealer. 

Economical in Operation. We know that the Walker will do all this—we proved it to ourselves 

Sanitary before we attempted to prove it to you. But now we want YOU to 


be satisfied as to its honest efficiency. Make the supreme test on your 

Attractive Appearance. own floor—draw your own comparisons and conclusions with one of 

C t dn Princial our new model No. D-6 machines before you. And know, with us, 
orrect sn rrencepte. that the Walker is RIGHT. 


Some desirable territory is available. 
Wire or write today for full particulars. 


WALKER BROTHERS COMPANY 
Syracuse, N. Y. 


WALKER 


BKLECTRIC 


DISHWASHER | 
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Surely You Can Sell 
Dish Washers 


| OMEN want useful Christmas pres- 
| ents this year. It’s not because folks 
lack money, but because the wave of 

extravagance has passed and people 
are now buying on a practical basis. 


The MERMAID Dish Washer is practical and 
super-useful. It washes a// the dishes—and washes 
them thoroughly, safely and in a small fraction of the 
time needed for manual washing. A MERMAID 
in an average home will save 16 hours each week of 
dishpan drudgery. 


With arguments like that, you surely can sell dish 
washers. You can sell them right now, at Christmas 
time, when Friend Husband is eager to find just such 
a practical gift. 


And you can sell them right after the holidays, also, 
when your women customers are casting about for 
something to buy with their “Christmas checks.” 


Get in touch with your jobber or write us direct. 
There is desirable MERMAID territory still avail- 
able to live dealers. 


The Mermaid Dish Washer Co. 


Middletown, Conn. 
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Six Reasons Why the 


Western Electric Vacuum Sweeper 
Makes Good 


1. It has a motor-driven brush geared to low 
enough speed to sweep and beat thor- 
oughly without damage to rugs or carpets. 










2. Brush can be switched on or off 
conveniently. 


3. Cleans without unduly lifting the rug 
from floor. | 


4. Dust sucked into bag can be emptied only 
through the top—thus preventing any 
possibility of dust or dirt shaking out. 


5. Needs oiling but once a month. 


6. Is light in weight and therefore easily 
lifted and carried about. 
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A Clothes Washer 
That’s Simple To Operate, 
Smooth-Running and Reliable 


These are the outstanding features that have 
made the Western Electric Clothes Washer 
one of the easiest selling and most popular of 
all washing machines. 


When you have pointed out to a prospective pur- 
chaser the numerous advantages of the machine, to 
clinch the sale you 
need only mention 
the fact that it’s a 
Western Electric—a 
name that is univer- 
sally known as a 
mark of quality. 


If you want to in- 
crease your rate of 
turnover and profits, 
sell the complete line 
of Western Electric household appli- 
ances. It includes appliances for 
every domestic need. 
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The SUPREME 


MR. DEALER: — You will hand it to every electrician, mechanic, auto- 


mobilist, jeweler, and home tinker, that comes into your store, JF they have 
not purchased one from some other dealer. 
















Size 

74 x 5 inches 
List Price 

$1.00 


They will ask you for it, after seeing it on the 
SILENT SALESMAN DISPLAY CARD. 


The SUPREME TORCH is a born seller and 
repeater — it is a practical tool — it has attention 


value—the price is popular and the owner of one 
tells others about it. 


If your jobber cannot accommodate 
you from stock, write us direct. 











precgtetores: eS ae 


VEST POCKET TORCH 





Order today a 
‘Silent Salesman” 


ENCLOSED 


Tm PUD Or CO me 











Federal Manufacturing Co., Inc. 


Boston, Mass. 


THE FEDERAL MANUFACTURING CO., Inc. Western ae 
Grand Central Palace Chi Til. 
New York City. SANFORD BROTHERS 
FAUCETTE-HUSTON COMPANY NOLAN SMITH & CO. 
Chattanooga, Tenn, Sydney. Australia 
SY Southern Representatives 


Australian Representatives 


UIUEOUEUGYEUEUCAGUOUAGOOEOUOGQUEUOGAUEUGAGAQOEGGOOOUGGOUEUCAGOEUAOOOEUGOOEEUOOOEEOGEUEOAAEEUGOOUEUEEEUEOOOSORUOAOUUOOSUEUOOAEOO ALU 


Alcohol Blow Torch 
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‘Elcetric Boilorette 


CEACO AUTOMATICALLY CONTROLLED 
TRADE MARK 


The Most Talked-of 
Electrical Appliance of the Year 


"Electric Boilerette" is the trade mark 
selected for an electrically heated, 
- automatically controlled and insulated 
water tank which has made an instant 
. success. . Thorough investigations of in- 
stallations by electrical engineers 
and electrical merchandisers "who 
know," have convinced them that it is 
practical solution of the problem of 
heating water by electricity. 
































The "Electric Boilerette" is produced 

in quantities in 5, 10, 15 and 20 gallon 
sizes. Other sizes are made to order 
upon special quotation. 





ANNOUNCEMENT 


The Electric Boiler Corporation has taken over the sales 
of the ‘Electric Boilerette’ from the Riverside Boiler 
Works, Inc., Cambridge, Mass. All inquiries should he 
addressed to the undersigned. 














Ask on your business letter-head for illustrated catalog 


giving all data, list prices, etc. 


ELECTRIC BOILER CORPORATION 


475 Main Street, 
CAMBRIDGE, MASS., U. S. A. 
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Sell Vi-Ray-O 


by Demonstration 


Practical demonstration is probably 
the best way to sell any electrical ap- 
pliance. You have found this true 
with vacuum cleaners, irons, washing 
machines, etc. 


Now you can apply this same method 
to the sale of Vi-Ray-O and you can 
add a line to your business that, once 
started, will bring you constant, de- 
pendable profits. 


Existing conditions give you your 
opportunity. Agents are no longer 
hard to get. And you will find them 
glad to sell Vi-Ray-O for the profits 
they can make. 


A few agents, properly directed, 
can quickly introduce Vi-Ray-O to the 
homes in your territory. Once 
Vi-Ray-O is introduced it will de- 
velop steady, profitable business for 
you. 


Vi-Ray-O is made for every use. 
For Barbers and Chiropractors; Den- 
tists; Physicians; Beauty Parlors; and 
Household use. 55 different electrodes 
give Vi-Ray-O the widest possible 
range of application. 


Here is your opportunity. The 
market is big. The product is right. 
Get our dealer proposition and put 
out your agents at once. 


Western Coil & Electrical Co. 


Racine, Wisconsin 
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HOLOPHANE WINDOW LIGHTING 


2. 


g. 
2 








ince lighting for 


stores, offices, schools, homes 
and industrial plants. 


Putting the Right Light in the Right Place 


Each Holophane unit is designed with scientific precision to direct the light where 
wanted. It is especially adaptable for the stores in your district that need better 
lighting. Showing a customer how to improve his window display leads inevitably 
to other installations. It is up to you to cash in on this profitable business. 


SOME IMPORTANT POINTS 
No lamp flare to detract from the display. 
White shadowless light where wanted. 
Reflecting prisms never tarnish or wear off. 
Heavy pressed glass reduces breakage to a minimum. 


As wholesale distributors for Holophane Products ovr or- 


ganization is ready to supply intelligent cooperation and 
true sales service. 


LIBERAL DISCOUNTS TO THE TRADE 


Write now to 


New York City Distributors 


E. B. LATHAM & CO. 


550-552 Pearl St. New York, N. Y. 
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ke a Charm 


The “Link-Key” chain link plier will not 
injure the finest finish. Pressed steel is 
used in making so that it is unbreakable 
and handy. 


Ask your jobber about them today 
or write for information. 


MAYHEW TOOL CO. WILLIAMS TOWN, MASY. 





UNLOCKS LINKS" 
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a 
The Rotor 
Is Built Like 
A Battleship 





























HE motor that deserves your use as standard 

equipment for your washing machine, dish-washer, 

coffee-grinder, or other motorized utility, must be 
able to “stand the gaff.” 


Not for a day only, or a week—but month upon 
month, year after year— 


And its performance can either enhance or endanger the success of 
your product. 


Consider now the Rotor of Twin-R—the New Quality Motor. The 
core is built up of specially-selected electrical sheet steel, and firmly held 


by the large rotor bar windings, which are securely riveted and soldered 
to the heavy end rings. 


The whole assembly is mounted on the shaft under heavy pressure. 
The shaft itself is liberally proportioned of special shaft steel, with pro- 
vision for ample bearing area. In short, every possible precaution has 
been taken to avoid breakdowns due to either accident or careless use. 


Bulletin A describes other details of construction—write for your copy today. 


(MERICAN [RADIO AND [RESEARCH (ORPORATION 








Suite 2420 
Park Row Building a Comeneniontions Factory and Laboratory 
New York 


Medford Hillside, Mass. 
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Klymax 
The First Complete 
Washing Machine 


The new Klymax Electric Vacuum Washer 
combines in one machine facilities for perform- 
ing every operation of laundering except the 
ironing. 


Washing of any fabric is done rapidly, easily, 
and without handling the clothes. The vacuum 
principle, proven correct, has been developed to 
perfection in the Klymax Machine. 


The water is heated or clothes may be boiled, 
right in the machine, by simply turning on the 
gas heater. Centrifugal wringer, safest, easiest 
on the clothes, dries the clean clothes right in the 
machine without further handling. 





Investigate 
These Features 


The combination of vacuum washer, heater, 
centrifugal wringer and Klymax auxiliary tub 
for draining soapy water while rinsing clothes 
in the main tub, makes this machine the most 
complete and satisfactory home washing equip- 
ment on the market. 





icin cate aT Te 


Construction is the best in every detail, in- 
cluding every feature dictated by years of wash- 
ing machine experience. 


Send today for a complete description of this exceptional 
washing machine. Some territory is still open 
for aggressive dealers. 


APPETITE TAS 


oni 


Home Utilities Company 
320 No. May St., Chicago 
For N. Y. and N. J. Territory address 


KLYMAX DISTRIBUTORS 
59 Jersey St., New Brighton, Staten Island, New York 





Phantom View 

















ober 
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Pattern 00, House or Office Annunciator Pattern F, for Flush Mounting; Wood 
or Metal Case 





— Dependable Annunciators BB 


Up and Down : Elevator 


Elevator Annunciator 
Annunciator 


You want to feel certain that there is 
a lifetime of troubleless, satisfactory 
operation in every annunciator on the 
job. However simple or intricate, 
whether they are Elevator, School, 
Marine, Fire Alarm, Lamp, House, 
or Return Call, be sure you install 














Flush Lamp Annunciator; 


' also for Surface 
Mounting ' 
a " . ‘ . 7 
i 


ANNUNCIATORS 


Then you will have annunciators de- 
signed precisely for the work they are 
called upon to do; built with that in- 
herent quality of material and work- “fa ae 
manship that makes them so thoroughly 

dependable under the severest con- ff 
ditions. 
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Send for information, prices and discounts 
on the quality line of Annunciators. Pattern D, for mounting 


on top of a desk 


The Holtzer-Cabot Electric Co. 


125 Amory St., Boston, Mass. 6161 So. State St., Chicago, III. 
101 Park Ave., New York, N. Y. 1104 Union Trust Bldg., Baltimore, Md. 





$-121 
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Appleton Electric Co.’s 
HANDY BOXES 


have been on the market 
for years 


The introduction of these Handy Boxes revolu- 
tionized existing methods of installing exposed 
wiring. 

The Handy Boxes shown on this page together 
with a small assortment of covers make it pos- 
sible to quickly complete any job of exposed 
wiring, regardless of how complicated it may be. 
These boxes are not new. ‘They have been on 
the market for ten years, but every day their time, 
money and labor saving characteristics are be- 
coming more apparent to electrical dealers, con- 
tractors and jobbers everywhere. 


Write for complete data and a copy of our gen- 
eral catalog. Specify desk or pocket size edition 
when writing. 


Appleton Products Include: 


“Unilets’’, Outlet Boxes and Covers, Laundry 
Fittings, "Locknuts and Bushings, Meter 
Terminal Fittings, Entrance Fittings, 

“Pagrip’” Metal Molding and Fittings, Con: 
~ Clamps and Hangers, also Switch 

oxes. 





APPLETON ELeEcTRic COMPANY 
Factory and General Offices: 
1701 Wellington Ave., at Paulina 


CHICAGO 
NEW YORK ST. LOUIS SAN FRANCISCO 
55 Barclay St. 917 Pine St. 509 Mission St. 
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The Gainaday Electric Ironer 
is now ready. It marks an- 
other step in Gainaday prog- 
ress. In the field of electric 
ironers, it will win for itself 
as enviable a position as the 
Gainaday Washer-Wringer oc- 
cupies in the electric washing 
machine field. It is beautifully 
designed, sturdily built, and 
extremely convenient to oper- 
ate—the selling combination 
that should interest you. 






















Ironer 
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: INETEEN TWENTY-ONE finds 
» you facing different conditions than 
4 confronted you a short year ago. Be- 
» hind is a seller’s market. Ahead is a 
-§ buyer’s market with all its problems 


for the retail dealer. No longer will 

aor “anything” sell—for the buying public is back 
to earth, and in the market for electrical devices with 
real merit only. The new Gainaday Electric Ironer 
meets these changed conditions with a quality story 
that gets across. It is a real electric servant that adds 
still more to the joy of good housekeeping. 











Conveniences: oday wa 
veniences; they want a shorter and easier ironing day. 


Women folks today want con- 


These the Gainaday permits. ‘To operate it is a com- 
fortable job, its foot-control allowing the operator to 
sit down. The electric switch button is within easy 
reach. Its flexible’ gas hose, its automatic gas and air 
mixer, swivel casters which make it easily portable, etc., 
are important features. It is direct driven, which 
means complete elimination of all belts and pulleys—a 
wonderful advantage. All gears are entirely covered, 
insuring safety to the operator and to children. Made 


in 42’’, 46” and 50”’ roll widths. 





PITTSBURGH GAGE AND SUPPLY COMPANY 


Electric 


































a \URING THE MONTHS and years 
: while the tamous Gainaday Washer- 
Wringer has been building good will 
and prestige for the name Gainaday, 
the Gainaday Ironer has been in the 
a process of development. The first 
machines were Y completed months ago and have been 
in use and under observation ever since. 

This announcement could therefore have been made 
months ago but it is not the policy of the Pittsburgh 
Gage & Supply Company to offer a product to the 
public until they are positive it will live up to their 








3014 LIBERTY AVENUE, PITTSBURGH, PA. 














reputation. 
years of fair and honest dealing with the general 


This reputation has been gained by 28 


public. You need not hesitate therefore to recommend 
and sell this beautiful and easily operated Ironer to 
your most valued customers. 

Fully 95% of the ironing can easily be handled on 
the Gainaday. The quality of its work is on a par 
with its well-rounded fineness of construction. It turns 
the whole burden of ironing into a light and easy task. 
This gives it the best kind of retail sales appeal. And 
once sold it will stay sold, for Gainaday reputation 


already made, is back of every Gainaday Ironer. 





Ironer 
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For years we have been advertising nationally on a larger and larger 
scale, but our 1921 advertising campaign is to be the greatest in the 
history of our company. Its appeal for ‘‘more and better business’’ 
will find its way into your community. It will carry the Gainaday 
message into every nook and corner of the land. It is already paving 
the way for an easier selling job for the Gainaday dealer. 

Here is a franchise worth getting—here, indeed, is a proposition 
that offers unlimited profit for you. The Gainaday is backed by 
abundant capital, and by men who co-operate with the Gainaday 
Dealer to the very limit. The Gainaday family is growing—do you 
wish to join it? 






_|OMEWHERE in your vicinity there is an electrical dealer 


aa 
now they are half-sold. Most of them already enjoy the conveniences 
afforded by the electric washing machine. They are ready for the 
Gainaday Ironer. 

If you want something worth thousands of dollars to you—then 
take steps at once to get the Gainaday franchise in your territory. 














ready to take over the Gainaday Electric Ironer agency. Is 
that dealer you? 

Somewhere in your vicinity are scores, hundreds, thou- 
sands of people who already know Gainaday quality. Rights 


Gainaday Advertising 


Phone, write or wire your reply at once. Full details waiting. 


PirtssurGH Gace & Suppty Company, Manufacturers 
3014 Liberty Avenue, Pittsburgh, Pa. 
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Dealers 
“Listen In” 


If you fellows could only listen in some 
Monday morning you would soon realize 





what a great and popular machine the Getz 
Cylinder Washer really is. 


For several years, ever since its introduction, 
it has steadily forged ahead—leaving compe- 
tition behind. 


Is there anv reason why it should not, with 
‘its powerful transmission bathing in oil, the 
50% oversize motor, the distinctive automatic 
belt tightener, and the fact that your cus- 
tomers may select either wood or metal 





cylinder. 


We want responsible dealers to investigate 
our cylinder washer—a machine that will, 
unquestionably, enable you to dominate the 
washing machine business in your territory. 
It is a machine built from the woman’s point 
of view, to be operated by a woman, not a 
mechanic. 





We will send you details and 
selling. plans on request. 


Getz Power 
Washer Co. 


Morton, Ill. 
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EDISON-ELECTRIC APPLIANCE CO, /nc. 


New York 


CHICAGO 


-Ontario,California 


Atla nta 
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and the after-holiday gqap- 


We are going to help vou bridge that “after-holiday” gap! _ ‘The Hotpoint 
Irons will do the trick! Push both Hotpoints—the six-pound family iron and 
the light little three-pound—-a place for both in every home! 


Our part of the push will be two big color pages in national magazines—-the December 
25th Saturday Evening Post and the January 1921 Ladies’ Home Journal which 
comes out during December. ‘Tie in your store—cash in on this advertising—see that 


your Hotpoint stock is complete! 
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—the iron that gives the service — 
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He Studies the Sales Record 


and Smiles 


Eureka dealers all make money—make it month after month 
because the demand for Eurekas never changes. Here are two 
_ reasons for Eureka’s continuous popylarity: 





Eureka is extensively advertised in the leading women’s magazines. 


Eureka is a grand prize cleaner at a reasonable price. It sells for 
$5 to $15 less than other cleaners because of its superior design 
and because the Eureka factory capacity is 1000 machines a day. 


Our comprehensive sales cooperation and generous discounts 
make a Eureka representation permanently profitable. 


We have some open territory waiting for aggressive, able dealers 
—electrical contractors and dealers, hardware and department 
stores, etc. One of our representatives is stationed near you. 
He will call if you write or wire us. 





EUREKA VACUUM CLEANER COMPANY, DETROIT, U.S. A. 
Canadian Branch: Kitchener, Ont. Foreign Branch: 8 Fisher St., London, Eng. 


REKA 


Draws the 
Air Clear Through 
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“Electric labor 
Saving conveni- 
ences must not 
only be sold 
but must prove 
their worth by 





performance in 
the home.” 
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Producing Wash Day Smiles 


For years, the happy experience of users of the Coffield has been building 
up the finest kind of reputation for this Washer. 

And now the manufacturers are launching a powerful and strategic adver- 
tising campaign, so that you, as a dealer, can cash in on the big, profitable 
business which this splendid reputation assures. 


The seventeen years’ experience and success, of the builders of the Coffield, 
in making clothes washers exclusively, have placed the Coffield at the top 
of the list of “sure fire lines.” 


It will be a wise move for you to link up with Coffeld. 


The Cofhield Washer Co. 
Dayton, Ohio, U. S. A. 


“Producers of Wash-Day Smiles” 
for Seventeen Years. 












CusTORERS 
MUS i 


Good advertising, good store location, good 
salesmen and demonstrators—all help you to sell 
washing machines. But after the washers are 
sold—then what? 


Remember, Mr. Dealer, that your customers must 
be satisfied. After the sale is made, just one thing 
‘—and only one—can give the satisfaction that 
your customer demands. That is the machine itself. 


Yes, it is the machine that counts! 


Therefore, be careful in the selection of the 
washer you represent. Remember that a satisfied 
customer is the best advertisement. Every cus- 
tomer should be a booster, and every booster will 
multiply your sales. But dissatisfied customers 
will quickly place you in a position where the finest salesmanship 
in the world cannot bring home the bacon. 


If you have a worth-while reputation to uphold, the Trojan will 
sustain it. The Trojan is neat, strong, and compact. It is built 
to give from four to five years more service to the user than any 
other washer in the world. And it will save you 90% of your 
service expense. 


The Trojan has all the features you have a right to expect in a 
good washer. It is a reversing cylinder machine that washes by 
the harmless dipping — It has cut gears, drill rod shafts, 
ample bearings, % H. P. motor, worm drive, (like a Pierce- 
Arrow) safety friction clutch, swinging wringer, light-weight 
metal cylinder, and all moving parts are enclosed. 





You ought to know more about the Trojan. It is a thorobred. 
A post-card will bring you full particulars. 


Hoégan-Spencer-Whitley Company 


Erie, Pennsylvania 
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The UNIVERSAL 
ELECTRIC 
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CLOTHES WASHER 


WASHES WITHOUT WEAR’ 
» \MfeRey UNIVERSAL*UTILITIES CORP. ALPENA,MICH. 
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Here is the Lowest Priced 
(All Metal) Electric Clothes 
Washer Ever Produced 


The Universal to retail for $55.00—$58.00 west of the Rockies. Simplest and 
easiest to operate—only four moving parts. Metal parts composed of 
aluminum, zinc and galvanized iron, no possible chance of rust. 


The Universal has’the only washing machine motor on the market that will 
run on either 110 alternating or 110 direct current, or at no extra cost, we 
furnish a 32 volt motor to operate from farm lighting plants. 


Washing capacity as great as other higher priced machines, selling anywhere 
from $100.00 to $150.00 more. 


The only electric washing machine with the sales increase, an inverse ratio 
to the tightening of the money market. Particularly designed to reduce the 
high cost of living. 


A factory NOW running both night and day is sufficient testimony to the 
demand for this product. 


If you want something to sell when other lines are more or less hard to move, 
wire us for territory and terms. 























UNIVERSAL UTILITIES CORPORATION 
Alpena, Mich. 
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implex Page Advertisements 
Appear Every Month in 


Saturday Eve.Post Literary Digest 
Ladies HomeJournal Country Gentleman 
Good Housekeeping Farm Journal 


a 














The Automatic feed Board Control {f | 
- yi; This eee a 
me x wufetu te p |e tisement, featuring the 
7 { Simple, Safe ty feature ahd ae ted 
cxclusive to the a control, will appear 
Simplex froner ie tn January issue of 





> ; , 
H Ladies’ Home Journal, 
aa 
: fo and Good Housekeep- 
The feed board control is one of the distinctive refine- ‘ ¥ ° 
ments to be found only on the Simplex Ironer. It accounts, Fs ing. 
in great measure, for its recognition as the most popular A 





and satisfactory of ironing machines. Remember, the 
automatic feed board control is an exclusive Simplex 


feature our own patent 























Ironing Made Easy 


Ever since the first Simplex lroner 
was made, years ago, simplicity of 
construction and operation has been 
one of the outstanding features. A 
woman who Operates a Simplex is 
able to concentrate her entire atten- 
tion on the work in hand. The auto- 
matic feed board control also makes 
it possible to sit down and iron! 





In an hour, at a cost of only a few 4 
cents for fuel and current, an average a 
family ironing can be finished— 
beautifully. Everything can be ironed, 
except the few pieces with ruffles 
and frills 


Already 250,000 are in use. The 
Simplex Ironer can be secured on easy 
payments. Sold by leading household 


appliance dealers and department 7 
i IMPLEX JRONER 
Send for booklet Jf Re 
American lroning Machine Company “THE BEST IRONER® - 
$03 —16 Chicago 








ichigan Aven 








Operated by Electricity and Heated 
by Gas, Gasoline or Electricity 




















. 
9 yD SE 

















OR years the word SIMPLEX has been synonymous with _ tising and our very complete, liberal policy of sales 

“Ironing Made Easy” in the minds of the American  C0-Operation, — : : 
public. Continuous National Advertising has established a rite for particulars. With our help you can build busi- 
very emphatic preference for the Simplex Ironer. ness for the entire household Appliance Department. 


3 AMERICAN IRONING MACHINE CO. 
Simplex dealers everywhere profit by this dominating adver- 168 N. Michigan Ave., Chicago Factories at Algonquin, Hl. 
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Display a number of them on 
your sdles room floor—point 
out: their excellent mechan- 
ical features and superb con- 
struction—then demonstrate 
them. 





There is nothing about the 
Mola electric washer that isn’t 
exactly right and every feature 
of its design and construction 
is a talking point for conven- 
ience, comfort and best of all 
efficiency. 


The Swinging Wringer Mola 
with gas heater 


ofiers to dealers a real oppor- 
tunity for more profits and 
easier sales. 














Fifteen Reasons Why 


Does All the Work Perfectly—No hand 
rubbing—no hard wringing. 


Washes Any Garment Without Injury— 
Saves wear and tear on the clothes. 


Washes Like Best Machines in Modern 
Laundries—Quickest and best. This 
oe has been proven beyond ques 
ion. 


Swinging Wringer—Adjustable in any 
position. 


Cylinder Reverses Every Fourth RKevo- 
lution—Just the right number for 
best results. 

Simplicity of Construction—No compli 
eated parts to get out of adjustment 

a child can operate it. 


Durable—Constructed of high grade 
material to give long and efficient 
service. 





Perfectly Safe—All gearing enclosed 
and safety release on wringer. 


Sanitary—Easy to clean—non-absorb 
ent. 


All Metal Construction—Strong, dura 
ble and neat. 


Gas Heater—Heats water where it is 
used. Quicker and better washing. 
Cylinder Heavy Rust-Proof Metal—Far 

Superior to wooden or light metal 
cylinders. 
Slow Speed Gearing—Silent and durable 


Dirt Settles to Bottom of Tank—Dirt is 
washed out of clothes instead ot 
being rubbed into them. 

Inexpensive to Operate—Electric ma 
chine only costs from two to three 
cents per hour; power machine even 
less to operate. 


Modern Laundry Machine Co. 


1415 E. 19th Street, Kansas City, Mo. 
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A comprehensive retail sales plan, of which the window display is only one 
unit, has been created to assist Crystal dealers in turning to immediate 
advantage the established superiority of the Crystal machine. Dealers of 


sufficiently high standing should write for specific information regarding 
the Crystal franchise. 





CRYSTAL DIVISION MALLORY INDUSTRIES, Inc., Detroit 
Factories: DETROIT, MICH., PORT CHESTER, N. Y., BALTIMORE, MD. 


Electric Washer 
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Richly lithographed in full colors, 
the artistic display cards and the 
life size figure command instant 
attention and concentrate it on the 
machine. The window draperies 
which form a part of the display 
were omitted to facilitate repro- 
duction. 
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Westinghouse Electric & Mfg. Co. 
East Pittsburgh, Pa. 
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Westinghouse Electric & Mfg. Co. 
East Pittsburgh, Pa. 
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Westinghouse Electric & Mfg. Co. 
East Pittsburgh, Pa. 
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Westinghouse Electric & Mfg. Co. 
East Pittsburgh, Pa. 
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How the Westinghouse Foot-Candle 
Meter Will Increase Your Sales 


Establish among your Write our Commercial Engi- 
trade’ a semi-monthly in- neering Department, Bloomfield, ' 


; a ; N. J., for descriptive booklet 
spection service of their “rhe Idea Behind the Foot 


lighting equipment. Candle Meter.” 

Use the Westinghouse Foot- WESTINGHOUSE LAMP COMPANY 
Candle Meter to measure light- 165 Broadway, New York City 

ing intensities. Sales Offices and Warehouses 


Throughout the Country. 


FOR CANADA: 
Canadian Westinghouse Co., Limited, Hamilton, Canada. 


You will find this an ex- 
cellent means for obtaining 
an entry into any establish- 
ment. And it gives you 
an opportunity to learn just 
what your customers need 
in the way of electrical 
supplies. 
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to Universalize the Home 


eee comes but once a year, but 
let it mean to you, “Universal” business 
to grow the whole year through. 




























Those who give or are given “Universal” Electric 
Gifts are business builders for the “Universalized” 
Store. Those who begin at Christmas to use 
“Universal” products will continue to buy them 
throughout the New Year—-and many new years. 


They'll never have enough until they have them 
all. 


Shoppers prefer to buy in one place than in many 
places. “Universal” is the complete line for concen- 
trated, collective selling. It gives you everything 
and every opportunity to “Universalize”’ the Home. 
Let “Universal” goods write the “Santa” clause in 
Christmas Good Will to your customers. 


Dress Your Windows For 

The Big Selling Occasion 
Let your window gleam with beautiful, useful 
“Universal” Gifts. Every “Universal” Appliance 
displayed is that much nearer sold, Write or wire 


for Window Trim, Folders and Newspaper Cuts. All 
ready! All Free! 


LANDERS,FRARY GCLARK 
NEW BRITAIN. CONN. 
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Jobbers! Sell 
Couch Phones Now 


Here’s Why You Can and 
What It Means to You 


Yankee Wall Set Couch Phones have a wider ‘application, 
hence a steadier and greater volume of 
demand. 








They find innumerable uses in homes, apart- 
ments, offices, factories and almost every 
type of old or new buildings. Think of the 
number of prospects this gives you and your 
customer, the contractor! 


They are as easy to sell as a push button 
system with ten times the convenience and 
utility. The suggestion is all that is needed 
to close a sale. 


Couch Phones, by taking chiens of this 
potential demand, will turn over rapidly and 
will not only net you a handsome profit per 
sale but will swell your total annual profit as 
well. Remember it is the small compact and 
quick moving merchandise that cuts over- 
head and bolsters up the percentages of 
profit on capital invested. 





Insure your business for perma- 
Yankee Hand Set nence with the Yankee Phone. Send 
TODAY for folder telling details of 
our perfected selling plan. A post 


a card will bring it to you. 
at. S. H. COUCH COMPANY, INC. 


Factory and Offices: 
Norfolk Downs, Mass. 


Packed in Standard Cartons Boston Sales Office: 170 Purchase St. Chicago Sales Office: 337 W. Madison St. 


Sales Agencies: Sierra Electric Co., 515 Market St., San Francisco. Wm. A. Leiser & 
Co., 1607 Sansom St., Philadelphia. Electrical Sales Co., 50 Church St., New York. 


Cuce Vannes prore 


“The Quick Way to Talk Things Over 





















Sapereeneenerss 























“Fixture 
Market” 








Buffalo 
Feb. 14-19. 





20,481,700—Total number of dwellings in 


the United States. 

14,190,540—Number of dwellings in U. S. 
not yet wired for electricity. 

4,993,490—Number of dwellings in U. S. not 
yet wired for electricity but within terri- 
tory covered by central stations. 

29,014,900—Population living in unwired 
homes within territory covered by central 
stations. 

6,517,600—Number of Residential lighting 
customers—1920. 

10,170,000—Number of Residential lighting 
customers—1925 (estimated). 

3,652,400—Increase, an average of 730,480 
per year. 

1,675,900—Number of Commercial Lighting 
Customers—1920. 

2,600,000—Number of Commercial Lighting 
customers—1925. (Estimated). 

924,100—Increase, an average of 184,820 
per year. 


Lighting Journal Section 
Klectrical Merchandising 


Opportunities‘or Lighting Fixture Business 
A picture of Market Possibilities 


6,362,502—Number of farms in the United 
States. 

3,600,000—Number of farms which are 
prospects for farm light and power plants. 
340,000—-Number of farms now served by 
farm light and power plants. 

100,000—Number of farm-lighting plants to 
be built in 1920. (Estimated). 

$245,000,000—Estimated for 1920 business in 
lighting fixtures, shades and reflectors. 





The distribution of this enormous volume of 
merchand'se is being handled through an 
electrical industry comprised of 
5726—Central stations in the U. S., of which 

3139 have a retail department and 

1793 doing electrical contracting business. 
500—Electrical and Lighting Fixture Jobbers. 
16,000—Electric dealers, fixture dealers, con- 

tractors, specialty shops. 


1000—Preferred, quality fixture dealers. 


Opportunities i» Lighting Fixture Business 


S the above figures indicate the mar- 
ket possibilities for the Lighting 
Fixture Industry, so the second 

annual Convention is a measure of great 
opportunity to be a constructive force 
in the unification and the co-ordination 
of all the important individual units of 
the industry itself. 


A “Fixture Market” will make for the 
rapid spread of progressive ideas as fast 
as they are originated. It will stimulate 
mutual confidence in fixture selling. It 
will help drive secrecy and selfishness 
out of the business and by throwing 
wide the doors it will begin a powerful 
attack upon the evils of designs. It wiil 








help establish authoritative styles and 
modes in fixtures—even perhaps ap- 
proaching the ultimate goal of an annual 
style change in fixture patterns. And 
with the new conceptions we are getting 
of fixtures as “lighting furniture,” fix- 
tures of the future will not be “fixed,” 
but rather changeable at will, suiting 
the mood and tastes of the owner. 

Electrical Merchandising has endeavored 
to be a constructive force in this broad 
educational campaign by linking the 
activities of the Lighting Fixture Indus- 
try with the other big broad merchan- 
dising forces in the electrical resale field. 



































Juggestions 
that sell 




















SUGGESTIONS 
*  From_a Leading Interior Decorator and Hlummanag Expert 








ELPFUL SUGGESTIONS—that are so evi- 


dently correct and so utterly convincing—- 
your customer finds it hard not to buy. 


You will find that these recommendations, 
made by a leading illuminating expert and interior 
decorator, are forceful factors in inducing prospects 
to place their fixture business with you. The recom- 
mendations are correct—that is why they inspire con- 
fidence. 


Sales Book ‘‘H’’ is but one example. Lightolier 
envelope enclosures and mailing pieces (on which we 
imprint dealers’ names and addresses) is another 
example. 


Back of these selling helps are Lightolier merchandise 
and Lightolier merchandising plans. All of which 
accounts for Lightolier Prestige—to which we point 
with honest pride. 


LIGHTOLIER COMPANY 


569 BROADWAY 





NEW YORK 
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Quality 


PSC O 


Service 


‘The 


Egyptian Line 


—one of our 


Egyptian Line 
of 75 pieces 


Quality 


rS¢-@ 


Service 


The 


Egyptian Line 


ISCO 


Lighting Fixtures balance the scales of 
Quality and Serviceability. 


The happy combination of original de- 
sign, highest grade material and beautiful 
finishes, at medium prices. 


Their appearance and value will appeal 
to your clientele and help pave your way 
for a permanent, profitable future. 


Our coast-to-coast distributing departments offer you a service unequaled in 


these days of high freight rates and delays. 


Write for our Sales Book 68— 


you will find it an innovation as a sales help. 


Superior 


Designs 


636-638 Liberty Avenue 
Pittsburg, Pa. 


Superior 


Finishes 
INCANDESCENT SUPPLY CO. 


468-70-72 West Broadway, New York. 


Or our nearest Distributing Department 


64 W. Lake Street 
Chicago, Ill. 





726 Mission Street 


San Francisco, Cal. 
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CAS-O-LUX 


The Dust-Proof Nitrogen Unit 





Type G 


For the Exclusive Shop or Office, use 
Type G 1|2-in., 15-in. and 18-in. sizes 


Both Pendant and Ceiling fixtures 


Catalog 11-A for the asking. 


For the Office or Store, use 


Type B 10-in., 12-in, 15-in. sizes 
Both Pendant and Ceiling fixtures 


Commercial Department 


CASSIDY COMPANY, Incorporated 


15-21 Wilbur Avenue, Long Island City 
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P 135—Silver 


Pn exclusive Cas-O-Lux table 


Holidays. 


delivery. There is still time to order for the 


booth at the Buffalo show in Februari 


ial Department 


visit our 


interested in table lamps 


If you are 


Commerc 
CASSIDY COMPANY, Incorporated, 15-21 Wilbur Avenue, Long Island City | 
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The Unit of 
Superior Lighting 





Packed complete with 





4¢ glassware one in a car- 
ae ton, wired and ready 
oe to be installed. 
Li? Shipments of single 
if: units or standard cases 
ae holding six or 12 
ae cartons. 
4 ey Order Today 








Some Important Installations 


American Safety Razor Co., Brooklyn. 
Blocmingdale Bros., New York City. 
Vacuum Cleaner Specialty Co., Stores N. Y. 
Y. M. C. A.—23rd St. Branch. 

Fairbanks Co., New York 

United Fruit Co., New York 

Sibley Pitman Elec. Corp., New York 
Manufacturers Bank, Brooklyn 

Unity Club, Brooklyn. 

Bark Lardt & Co., Newark, N. J. 

Genesee County Bank, Flint. 

Jackson Flocr Covering Co., Jersey City, N. J. 
Guarantee Clothing Co., Harrison, N. J. 
_J. Oppenhe'mer Co., Jersey City, N. J. 











a EGAN & EGAN, Inc. 









21 East 40th Street, New York 
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) Are you getting yours? / 
ew) 
hare 

DO YOU KNOW that in the most competitive an 
territory in the country RAY-O-DAY is showing hee 
gains in its sales which are greater than any other '@: 

‘ unit? One distributor in this territory has purchased Se 

over 8,000 units within the past year. cam 

There are sound reasons behind RAY-O-DAY’S ey , 

success. Gilt 
RAY-O-DAY produces a diffused flood of light, i 
without glare or shadows, attractive in appearance, 
making it the superior light for offices, stores, fac- 
tories, warehouses, schools and institutions. ee 
It is used with the Mazda “C” lamp for general 5: 2 
lighting purposes or with the Mazda “C2” lamp Sie 
for stores when color matching is desired. itg 
ji 
RAY-O-DAYS are packed complete with glass- vii? 
ware, one in a carton, wired and ready to be ive! | 
installed. ete 
Contractor—Dealers who have not yet tried RAY- : 
O-DAY in their respective localities will do well F432 
to communicate with us at once. Our proposition i, 
will interest you. iit 
OHH 
aia 
ee 
EGAN & EGAN, Inc. He 
21 East 40th Street, New York 7 
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An Analysis of the Lighting Business a 


Live Dealer Can Do in an Average Town 


E. believed that there are thousands of dollars worth 

of lighting fixture business which a dealer selling 
the Williamson line can land in any city or town— 
by proceeding along sound analytical lines. 


To make sure—and to help our dealers increase their 
business—we sent three sales experts into a city of 
20,000 people and spent days canvassing stores, banks. 
schools, public buildings and average residences. 


The results when tabulated showed amazing possibili- 
ties for sales of Williamson lighting fixtures. 


We are putting this research into pamphlet form, and 
will gladly send a copy to any live, active fixture dealer. 


Write on your letterhead—ask for research report ‘‘M.”’ 


R. WILLIAMSON & COMPANY ence tixtires, PortableLamps 


Established 1882 Washington & Jefferson Streets, Chicago 
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December, 1920 ELECTRICAL MERCHANDISING 





Artistic 
Appearance 


Lighting 
Perfection 


Permanent 
Economy 


Low 





Maintenance 


Williamson Com- 
mercial Units sell 
so rapidly.that many 
dealers find it emi- 
nently profitable to 
focus on themalone, 
working along the 
lines of our sales 
analysis 


Now available in 
more than 28 styles 
assembled from 
standard parts this 
unit is so new thet 
we have not yet 
named it. 


The trade are invited to suggest a proper name for this beau- 
tiful unit. No charge or obligation—$100 for the winning 
suggestion. No suggestion postmarked later than December 
3lst accepted. Address R. Williamson & Company, De- 
partment D, Washington and Jefferson Streets, Chicago. 


In the event of two or more persons submitting the name 
chosen, the full amount will be paid to each person. 


Carson, Pirie, Scott 
& Company have in- 
stalled this William- 
son Unit through- 
out their retail store 
in Chicago. Lead- 
ing department 
stores so appreciate 
the sales value of 
good light, that 
Williamson dealers 
Srequently secure in- 
dividual orders run- 
ning into thousands 
of dollars. 
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that a highly concentrated light is directed 
zi At DOWNWARD and OUTWARD, and a 
soft, diffused light upward on walls and ceil- 


i 3 oe : 
i For ba 
— Churches, Schools, a7 
5 ff Theaters, Banks, 1 
6 | Offices and 6. 
, ree yey 
\ Public Buildings re 
” | of all kinds | i 
| ee | DESCRIPTION i 
| aft The Patented Construction of the 3 
# 428 “ALL-IN-ONE” Unit embodies the use of a ; 
> Git, specially made white porcelain enameled re- iiiZ 
4 bidg flector on the inside of the fixture by which Li: } 
. Gti! the light rays are controlled in such a manner it 7 











3 Liié ings, all from a single lamp, and with the iis 
.< te complete elimination of all shadows and bright ate 
s Gt rings of light. e 

| ; : He Everything a Lighting Unit Ought io Be 

: : ; i ig Dust, Dirt and Vermin Proof, Completely Enclosed eee 
: tet Amply Ventilated, Artistically Designed, peti 
; ) é if Beautifully Finished, Easily Installed 54 i 
| i Uh Scientifically Constructed. i : 
i has AE: 
q oe “ALL-IN-ONE” i : 
: ale oi, 
r) Vy: ot 
+ {ai Manufactured only by Sy 
i a is 










/ | () THE ART METAL MFG.CO. 








Makers of B Vi Oo Products ae ; 


CLEVELAND, OHIO mE, 
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(Licensed under Duplexalite 
Corp. Patents.) 


Economy Light 


A demonstration of six 
Economy Lights obtained 
the order for two hundred 
units in the offices shown 
above, against eight com- 
peting t, pes of fixture. 


Thousands of Economy 
Lights have been sold in the 
same way. You can easily 
make similar successful 
sales—but you can’t do it 
unless you have a small stock 
to demonstrate with. 


You must take the first 
step. Write us for our 
proposition. 


H. 8. Whiting Co. 


104 E. 41st St., New York City 





REFLECTORS 


Meet the Demand 








The demand for correct light- 
ing fixtures, fittings and reflec- 
tors for industrial uses can be 
readily met by the dealer who 


stocks the OAMCO line. 


Equipment for every industrial 
need, outdoors as well as in, is 
included in the line manufac- 
tured by us. Standard and spe- 
cial devices, all made correctly 
for enduring service, are fully 
described in our catalogue. 


Overbagh & Ayres Mfg. Co. 
411 So. Clinton St., Chicago 










Send today for 
our catalogue 
and discounts. 
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Aistocrat- 


SHADE GLOBE—Finest Alabaster 
Glass 10 in. x 6 in. (Design Pat.) 


CONTAINER—Heavy Brass with Pat- 
ented self-centering Spring Globe 
Holder properly ventilated and Bug- 
proof with Porcelain Enameled Dome. 


SOCKET—G. E. 3 piece Porcelain. 


CHAIN—Heavy Steel and Nickel 
Plated or Oxidized Brass. 


CANOP Y—6-in. Diameter, 4 in. Deep. 


FINISHES—Either Antique Brass 
with Green Porcelain Dome or 
Nickel Plate with White Porcelain 
Dome. 


LENGTH~— 3 feet 2 inches from bottom 
of Globe to top ot Canopy. 


Electrical Department 


General Gas Light Company 


44 W. Broadway, New York. 
768 Mission St., San Francisco, Cal. 
204 S. Wabash Ave., Chicago, Ill. 
214 Wood St., Pittsburgh, Pa. 
1209 Boardwalk, Atlantic City, N. J. 
813 Elm St., Cincinnati, O. 
239 Delaware Ave., Buffalo, N. Y. 
Factory, Kalamazoo, Michigan. 
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i 250 Volts a 
- Contractors and Dealers: 


— Read this important message 








Qiey 

bos You know, perhaps, better than any ances. True, these appliances can be 

pees other man in the electrical business, operated from the ordinary light 

ips that there is a real need and a grow- socket, but does the low wattage + = 

ii ing demand for a socket that will socket afford a sufficient margin for 3 S 
carry the heavy loads occasioned by _ safety? +: 

the use of household electric appli- It’s best to play safe by installing the 2 

és 
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Heavy Duty 


Primarily the Levolier is a “safety de- 
vice.” It’s built strong and rugged to 
withstand constant day in and day out 
abuse. It’s foolproof and practically un- 
breakable. And best of all it has a carry- 
ing capacity of 660 watts and will stand 
a load 50% beyond that. 


That’s why Levoliers should be installed 
in every Qome where electric appliances 
are used + which means }practically 


Pull Socket 


every electrically wired home in the 
country. 


If you are not carrying a_ stock of 
Levolier Pull Sockets, write or wire at 
once for complete data and prices. It’s 
not only an easy to sell socket but attrac- 
tive discounts ‘make it well worth your 
while to push sales. Remember, 
Levoliers are strong, durable, safe—yet 
they cost no more than ordinary low 
wattage . sockets of uncertain quality. 


Mail a post card today for all the facts. 


McGill Manufacturing Co., Valparaiso, Indiana 
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At the 


» eleventh 
_ hour— 


FINDLAY 
FIXTURES 


Lively fixture buying dur- 
ing the holiday season is 
always stimulated by a dis- 
play of fine FINDLAY 
FIXTURES. 























These always create a 
favorable reaction the mo- 
ment the customer's eye 
alights on them. 


They have the beauty to at- 
tract and the quality to 
justify their purchase in’ 
the buyer’s mind. He never 
regrets buying a FIND- 
LAY FIXTURE! 








Every dealer should have a 
copy of our new 104 page 
catalog. If your jobber is 
out of them, kindly write 
direct. We'll see you get 
one. 


(Pat’d March. 16, 1920) 














Robert Findlay Manufacturing Co., Inc. 
224 Fifth Avenue, New York 


Member of the National Council of Lighting Fixture Manufacturers 
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Now Resi) —none better made 


Feed Thru Switch 
660 Watts 250 Volts 


Cat. No. D1 (Patented) 
List price, 40c. 


_ Brass Shell Pendant Switch 
3Amp. 250 Volts 
6Amp. 125 Vo'ts 


Cat. No, Cl (Patented) 
List Price, 50c. 
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All Porcelain Pendant Switch 


3 Amp. 250 Volts 
6 Amp. 125 Volts 


Cat. No. C2 (Patented) 
List Price, 50c. 
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Noscru Pendant Switch 


Smallest switch made 


>: 3 Amp. 125 Volts 
Cat. No. Al, (Patented) 

3-16 in. stem. List Price, 75c. 
Cat. No. A2, (Patented) 

9-16 in. stem. List Price, 80c. 
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Manufactured By 


t BEAVER MACHINE & TOOL CO., Inc. 


: i General Sales Offices: Factory 
pe 50 Church Street, New York City Newark, New Jersey 


‘SWITCHES 
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Sab Seta 


Quality——Units 
Efficient—Artistic 


Rite-Lite 








No, 1944 









Artistic 
Desk 





King Manufacturing Co. 
Monadnock Bldg., Chicago, III. 


Eastern and Export 
Representative 


Reliable Ve-Lu-So. 
Floor 
Lamps 
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Standards 
and 
Brackets 














No, 502 
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You can’t assemble 
an equal suspension 
as cheaply as you 
can buy the ready- 
boxed “Red Spot” 
shown herewith. 


THT the 








PAY LESS 


“RED SPOT” SUSPENSIONS 


for high-powered commercial lighting units. Order 
your glassware, such as the Ivanhoe “Ace,” Phoenix 
“11-8-12” and similar units separate, and secure the 
suspensions from us. You save money without sacrifice 
of quality or convenience. “Red Spot” Suspensions are 
thoroughly well made, packed in substantial individual 
cartons for safe and easy handling, and are stocked by 
leading jobbers. Write for compiete data. 


Made, sold and guaranteed by 


The F. W. Wakefield Brass Company 


Vermilion, Ohio 
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Don’t Write for Prices 
ORDER SAMPLE 






peri 

Price will focus into line with efficient service iii 
Your jobber can supply you ; 

: giiy 

One in a carton ie) 

ys i 


complete 
Globe of Sun-Shell Glass 


a cemenres meet gornete a0 te eID 


For use with both 100 and 200 type 
C lamps 


Fits all 214-in. holders 


LORIN W. YOUNG, INC. @: 
214 E. 40th St., New York City 
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Pennsylvania Units 
are Efficient 


e Oa: gt Competitor 


In these days of reconstruction are you doing 
all you can to improve lighting systems in vour 
locality ? 


2 
® 4. 
te 


oer rewer 000@ cccee 


seh pl ymonee 


Walk through the business section of most any 
city, see the glare, waste of electric current 
and Eye Killers in store lighting and we think 
you will agree with us that your opportunity 
was never better for making money and serv- 
ing mankind than right now. 


The Daylight Competitor is known to most o: 
the leading jobbers in the United States for 
its efhciency and selling qualities. 


Our new Alabaster Unit shown here for the 
irst time, tests up fully to our expectation. 


Both are suitable for store, office, factory, pub 
lic lighting of every description, and the home. 
Pennsylvania Units sent complete except electric 
lamps, securely packed in a_ substantial con- 
tainer, to any part of the country in perfect 
safety. 





Prompt shipment. Write for Prices. 


The Daylight n Alabaster 
Competitor Pennsylvania Sales & Export Company Unit 
1414 South Penn Square, Philadelphia, U. S. A. 
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Wik wish the electrical He 
trade a Merry Xmas ea 


piy 
and a prosperous New 9 

Pehl 
Year. =| 


ARTFIBRE’S foothold in ue 
the fixture business is He 
strongly entrenched. Our 1 
dealer friends have proven 
that the public is delighted 
with ARTFIBRE fixture 
ornamentation. Our suc- iH 
cess has been largely of uF 
your making. ey 














We thank you. ty 


**Artfibre’s Unique Beauty is a se 
Powerful Selling Force’’ rig 





Write for details and selling arrangement. Ad 


EDURO, INC.* 


Degignerg and Manufacturers of” 
SARTPIBRE- PRODUCTIONS 


fe 959 Pennsylvania odvenue, Brooklyn, N. A 
Office and acvet 396 ineaeame, New York City 
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Are You Making the Most 
of these MBolite Features ? 


THE JOBBER'S B SALESMAN 


om of Jo meme 
43 mm 


er eee 











eho. 


oo 


Less stock to handle. 


Stock investment cut by about 2/3 
due to ABolite Interchangeability. 














ree Aveutt 1920 LLECTAICAL Memcranuising Vol. 26 Woz 


A copper-clad clamp 
spring holds the ABolite 


= >} 
Rd & 


art tAO etme rcees Cee cee creme wee cee eee oh e20000e0, 





Easy in place in the holder 
2. to install socket. Just compress 
and clean. (ai —_ this spring to install the 








_ABolites are cosy vista cn ABolite or to remove for 
cleaning. 








This i* due totme ABOlite Clanin 
Sprime.res 
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AuCwST 14 1920 ELECTRICAL WORLD 


Sockets changeable by 
loosening one screw. 


Change to any socket you wish—keyless, pull-chain or Shurlok 
—by loosening only one screw which holds the lower part— 
lamp holder, to the upper part—the adapter, in which all per- 
manent wire connections are made. Socket of P & S standard 
design—can usually be secured locally. 
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Quality of product. 















Et 4 Rugged, resists denting and chipping—fin- 

7 . ished in porcelain enamel that will not dis- 

ti color with heat and which maintains its 

:$ original high reflecting efficiency. 

i Manufacturers of 

3 ABOLITE REFLECTORS —Four types, of 
tL: ADAMS-BAGNALL ELECTRIC COMPANY _ refectom; Bow! furnished interchangeable 
: : 4 ith three types of holders an ree ad- 
> te CLEV ELAND : ditional types of one-piece neck construc- 
G23 Ft tion—for Industrial Plants, OP lasekinn, 
iis Distributors in all principal cities a tig eed” _ joadways. idewalks 
M4 rel 2¥ 
: a! : Small Motors—Gyrofans 
a & r 
Pail 
Piij 
bili 
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SCOTT = ULLMAN a: 


LIGHTING FIXTURES 





- will do credit to the dealer who selis them, to iia 
a. the prestige of his business and to us who make eae 
bide them. They are quality products throughout 
7 and we market them as such. 


C ; ; : . ; i i 
iid Our constant aim in the course of their pro- Pil 
iii duction is to insure the consumer of continued i 


satisfaction and lasting beauty. In this way 6 
only do we feel that we protect our dealers and Uy 
ourselves. a 
bit! Prompt attention and service is accorded all i 
4 ae customers, whether large or small. Prices are 


no higher than is necessary to insure quality 
and a fair margin of profit to ourselves. 





: : : 
THE SCOTT-ULLMAN COMIPANY oH 


3S3II- 3325 PERKINS AVENUE 


2 
CLEVELAND,OHIO. eis 
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GUARANTEED LIGHTING FIXTURES : 
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A Lighting the evening 

Sac Everywhere glow” i 
ita ie ug 
iii IE No. 0532 eid 
é E Sheer beauty, distinctiveness and _ origi- Pidy 
ei | EE nality of style is not all. 366 
RE ; = Gaumer Fixtures are correct from the : :% : 
i conn standpoint of the Illuminating Engineer iii 
> om as well as the craftsman. es 
é Wt 





They are practical as well as beautiful! 


We are going to be at the show in 
Buffalo. 







Write for Catalog. 
OR MNT TA TT 
BIDDLE~GAUMER COMPANY |Ii§ i 


3846-56 LANCASTER AVENUE PHILADELPHIA’. 
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A Great Industry 


The lighting fixture and glassware 
industry is standing on the threshold 
of its greatest prosperity. The op- 
portunity is here for those engaged 
in manufacturing and selling light- 
ing equipment to make their business 
one which will take its proper place 
among the leading industries of the 


country. 


The tremendous business which 
has been done in 1920 is impressive 
chiefly because it indicates what can 
be accomplished-during the next few 
years, considering the far reaching 
building program which is _ inev- 
itable because of the lack of housing 


facilities. 


An analysis of the growth of any 
great industry will reveal that its 
outstanding position has been at- 
tained by organization of effort. 
The petty jealousies which have re- 
tarded the upbuilding of the light- 





ing fixture and glassware industry 
should be eliminated. A construc- 
tive program with healthy competi- 
tion among manufacturers plus the 
co-operation of the trade will place 
the lighting fixture business on the 
plane which its importance merits. 
Broad merchandising and educa- 
tional programs must be substituted 
for the inefficient and destructive 


methods of the past. 


The world needs better lighting— 
the lighting fixture and glassware in- 
dustry needs better selling. The con- 
ference at Buffalo in February 
should be instrumental in providing 
the latter. Improved selling cannot 


help but make for better lighting. 


This company is anxious to con- 
tribute toward the upbuilding of the 
lighting fixture and glassware bus- 


iness into a great industry. 


FA. Macbeth-Evans Glass Company 


Pittsburgh 
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Lighting Fixtures~—— 


— 


SIX-S-LINE fixtures carry with them 


the largest margin of profitable return. 
Why?—because they are built in their 
entirety in our own plant. 


SIX-S-LINE fixtures have the advan- 
tage of great popularity due to their 


Low Price Plus Quality 


Their distribution for the most part is 
direct to the dealer, a feature which 
materially reduces their cost and increases 
the profit of the dealer. 


SIX-S-LINE fixtures are guaranteed as 
to quality and workmanship. You and 
your customers are protected. 
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Mohr lite is the only self-contained 
total indirect lighting unit made. 


The type shown here is especially 
adapted for theatres and moving 
picture houses. 
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THAT FEELING OF SATISFACTION 


which follows the proper installation of good lighting equip- 
ment can only be experienced by using units which are 
fundamentally right in design and illuminating qualities. 
Sooner or later, the glaring defects of a poor unit become 
apparent to the user and then that good feeling between 
dealer and customer ceases, even though the dealer was not 
at fault. 


<8 ewww ewe erem estes 


The contractor-dealer who would build a reputable and per- 
manent business should sell only those commercial lighting 
units which will give long years of highly satisfactory serv- 
ice. Such a unit is Denzar. It produces a soft, clear, sun- 
like radiance, free from glare and harsh shadows, which is 
especially good in stores, offices, schools, banks, libraries, halls 
and public buildings. The scientific construction of Denzar 
prolongs lamp life and prevents an accumulation of dust, 
bugs and dirt. 
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If you are not thoroughly posted on Denzar, visit the 
Beardslee Factory the next time you are in Chicago, but 
write now for the Denzar catalog and dealer literature. 

Beardslee, you know, builds a com- 


_qiaioal oc so line of chandeliers for every 
SI = lighting requirement. 


Beardslee Chandelier 
Mfg. Co. 


dina Member. 223 South Jefferson St., Chicago 
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“Extraordinary 


Value” 


ACK of the fact that S. & A. “Stand- 
ardized Designs” out-sell all others 
is a practical, easily understood reason. 
“Extraordinary Value” expresses that reason 











in two words. Consumers ultimately buy 


from the dealers displaying S. & A. Stand- : 4 
ardized Designs because comparison shows ii : 
these designs provide more quality, individ- roi: 
uality and beauty than can be found else- #2 6. 


where at such attractive prices. 


The ability of S. & A. to provide this 
“Extraordinary Value” is due to their con- 
centration of unexcelled factory facilities 
on producing unusually attractive merchan- 
dise in immense quantities. 


Most dealers have and use Cat- 
alog No. 22, which illustrates 
this complete Standardized 
Line. If you haven't a copy, 
write today. 
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Idea in your “Clean up— 
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Right now is the time for you electrical men to cash in on ? 
the “Clean up—Paint up” aes that are going on in i 






your territory. 


With building costs high—and “ine higher—there’s an 
acute shortage of office room in most cities. This means that 
old buildings are being modernized to meet the insistent 
demand for suitable office space. Rebuilding—remodeling— 
decorating is going on at an extensive scale. 


And that’s where the “Brascolite Idea’? comes in. 


It’s a big idea—an idea that means some profitable business for 
you. You probably know of at least one—probably more—buildings 
in your city that could be modernized at little expense by the use 
of Brascolites and a little paint. Go to the owner, agent or mana- : 
ger and explain the Brascolite Idea to him. Show him how newly 


- 1 Ops 


i 









crete seoe one oom wommorcwory 


painted and decorated buildings plus Brascolites insure pleased, ‘ é 
permanent tenants and profitable rents. ; ; 


This is a wonderful opportunity for you. Take advantage of it. : 
We'll gladly help you with special circulars, folders, and any ‘ 
additional information you may require. The assistance of our ¥: : 
designing and engineering department is also at your disposal. : 
Write or wire today. 


oom eGifos vee 


Brascolites are quickly and easily in- 
stalled. Each Brascolite fixture is packed 
and shipped as a complete unit ready for 
immediate installation. No soldering or 
tapping of wires is required. The ease of 
installation, rugged construction, low 
cost and low maintenance make the 
Brascolite the ideal fixture for office 
lighting. 
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Here is a working example 







Luminous Unit Company 
St. Louis, U. S. A. 


Division of the St. Louis Brass Mfg. Co. 
Branch Offices: 


Sprrensiccccee » 


% 


York Chicago New Orleans 
monten Detroit Philadelphia : 
Atlanta Kansas City Pittsburgh i 
Cincinnati Minneapolis Seattle 2 

. Los Angeles Denver y 


Canadian Distributors: 
Northern Electrie Co., Ltd. 
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From Montana to Mexico—from Manhattan to the Coast—fix- iis 
ture dealers have sent for and are profiting by the use of “The hae 
Fixturesmiths” Fixturebook. 


This wonderful book has been so arranged by The Moe-Bridges hiis 
Company, that it not only displays America’s most desirable fix- viid 
tures in a saleable manner, but, is brim full of information that ; ig ‘ 
will enable you to merchandise them successfully and profitably ts 
to the hard-to-sell public. iy 
You can increase the figures on the profit side of your ledger by 4: 
writing, on your business stationery, for a copy of this unusual 
4 fixture-selling catalogue. You incur no obligations. 

7) Back of all Moe-Bridges Company Products stands “The Fix- 
a! turesmiths” guarantee. 
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“You can’t pay for them unless you're perfectly satisfied.” é 


MOE-BRIDGES CO. Milwaukee, Wis. aia 
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THE: FIXTURE SMITHS 
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Main Office Hallway 


Manila Hotel Manila Hotel 
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-L. PLAUT & CO., 432-434 East 23rd Street, New York 





















Y ; 
DISTRIBUTORS: HEO 
Sot 3 
New England States! Pettingell-Andrews Co., Boston, Mass. Ohio & Northern Kentucky: Devere Electric Co., Cincinnati, Ohio. ; iH ; 
Southeastern New York State: E. B. Latham & Co., New York City. Ohio: Sterling & Welch Co., Cleveland, Ohio. ti : 
cores Black & Boyd Manufacturing Co., New York City. _ Brookins Company, Cleveland, Ohio. me! 
VT Eastern New York State: Havens Electric Co., Albany, N. Y. phe Avery & Loeb Electric Co., Columbus, Ohio. s 
“43 Central New York State: Wheeler Green Electric Co., Rochester, N.Y. Wm. Hall Electric Co., Dayton, Ohio. 
Rochester Electrical Supply Co., Rochester, N. Y. Lynn Harvey Electric Co., Columbus, Ohio. 
Mohawk Electric Supply Co., Syracuse, N, Y 


: Sa & ape Michigan: A. T. Knowlson Co., Detroit, Mich. 
Pg Western New York State: Robertson-Cataract Electrie Co., Buffalo, N. Y sank Mantel & Tile ge a 


Northern New Jersey: Hudson Electric Supply & Equipment Co., Jersey City, N. J. puede linoi . ring < see — 
Southern New Jersey: Trenton Electric Supply Co., Trenton, N. J. Indiana, Illinois, Iowa, Wisconsin: Central Electric Co., Chicago, M1. 





We Eastern Pennsylvania: Frank H. Stewart Electric Co., Philadelphia, Pa. aes ee ae at Electric Equipment Co., St. Paul, Minn, 
: Central Pennsylvania: Dauphin Electric Supply Co., Harrisburg, Pa. , strgegs ectric 0.5 Minneapolis, Minn. 
' : Western Pennsylvania: Iron City Electric Co., Pittsburgh, Pa. Missouri: Gross Chandler Co., St. Louis, Mo. _ 
i : Pittsburgh Gas & Electric Fixture Co., Pittsburgh, Pa. _, Central Telephone & Electric .Co., St. Louis, Mo. 
nels Maryland, Virginia, W. Virginia: Southern Electric Co., Baltimore, Md. Nebraska: American Electric Co., Omaha, Neb. 
‘ North and South Carolina: Carolina States Electric Co., Charlotte, N. C. Oklahoma: Oklahoma Electric Co., Oklahoma City. 
H : Distriet of, Columbia: E. F, Brooks Co., Washington, D. C. Texas: Electric Specialty Co., Dallas, Texas. 
: Florida: Livingston-Yonge Co., Jacksonville, Fla. Barden Electric & Machinery Co., Houston, Texas. 
' = Georgia: Gilham-Shoen Electric Co., Atlanta, Ga. Wright Bros., San Antonio, Texas. 
; Interstate Electric Company, Birmingham, Ala. Waco Electric Supply Co., Waco, Texas. ; 
Alabama: Raymond P. Reeves, Montgomery, Ala. Canada: Northern Electric Co., Montreal, Halifax, Calgary, Vancouver, Toronto, 
é : Louisiana & Mississippi: Interstate Electric Co., New Orleans, La, Winnipeg and Regina. 
fine Tennessee: James Supply Co., Chattanooga, Tenn. California: Electric Railway & Manufacturers Supply Co., San Francisco, Cal. 
: a Kentucky: Henry J. Rueff Company, Louisville, Ky. Graham-Reynolds Electric Co., Los Angeles, Cal. 
em 
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LB 680—2 Lights. 
Extreme Height 23 inches 
with 20 inch round shade 
of cast Metal Openwork 
over Light Amber Art 
Glass. 

Antique Bronze. 


L-2546—8 Lights. 
Extreme Height 23% 
inches with 20 inch 
octagonal shade with 
Light Amber Art Glass. 

Antique Bronze. 


ae 
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one wee me enee smeeees afipeel 


+08 929 8 Cee armed. 





HOLIDAYS 
This Month 


vee earn eee In eh te 


L-2571—2 Lights. 
Extreme Height 23% inches 
with 17 inch round six panel 
shade of Cast Metal with 
Light Amber Art Glass. 

Florentine Relief 
Grecian Antique 


L-2566—2 Lights. 
Extreme Height 21% inches 
with 16 inch round six panel 
= shade of Cast Metal with 
Light Amber Art Glass. 

Antique Bronze 
Grecian Antique 


Portable 
Lamps 


Designed for the Holiday 
Trade and ready for 
immediate shipment 


This line of six 
attractive 

















L-2572—2 Lights 
Extreme Height 23% inches 
with 18 inch round six panel 
shade of Cast Metal open- 
work over Light Amber Art 


L-2569—2 Lights. 
Extreme Height 22 inches 
with 16% inch round six 


ot Cree Lpereeeens 


Write for Net Price List 





panel shade of Cast Metal Glass. 
Openwork Over Light Amber Antique Bronze 
Glass. Etruscan 


Antique Bronze, 
Florentine Relief 


EDWARD MILLER & COMPANY 
Established 1844 MERIDEN, CONN. 


European Branch: 116 Charing Cross Road, London W.C, 2 
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: TS Seer 8 in. Diameter 3. 4 
: Lt Beers. 10 in. Diameter 3% in. Deep : ; ini HE 
OBIZ. wee cece cence 12 in, Diameter 4 in. Deep id Meet 
&i:i SOIE, Ccccvumeeeaabesneee 14 in. Diameter 3% in. Deep : 
Bis 4 RGAE. <0 osha seebeinee 16 in. Diameter 4° in. Deep 
: 4 


Trade Mark 
Sere 14 in. Diameter 10 in. Holder n. Deep 
4856 


CQ see. TTI: 16 in. Diameter 10 in: Holder 2 in. Deep SERVICE 
ey OU Aidt ¥ 


it FINISH 
u Sunburst Design 
$ : ; (Patented) 


AVOID substitution! When 
buying fixture parts protect 





ie: yourself by buying the substan- “¥": 
sth tial REMSSCO line of exclu- ?!); 
eae sive designs. Our plant is the (34 
‘Fis largest of its kindin the country. $:3; 
< (ieee aes 5 in. Diameter 3% in. Deep Our Catalog 10 should be in cz : 
oT a 6 in. Diameter 3% in. Deep your hands—it will save you 4 : 
Ui money and enable you to get a 6 | 
a more exclusive and more artistic 


selection the next time you buy. 


Send for it. 


RELIANCE 


No, Long Wide Deep Metal Spinning and Stamping Co., Inc. 
No. .. 10° 
4825..2% in. Holder 2% in. Deep K 4831. .6 


10 
4826..2%% in. Holder 2% in. Deep. Keyless 4832. ih» *% 1%. 160 John Street, Brooklyn, | i er 
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fA To Meet Your Need , 


in Lighting Fixture Parts 
You may be sure of the best of service and 


attention that we can give, in aiding you 
in your fixture problems. 





Our new plant is completely equipped to 
turn out in quantity, the highest quality 
Lighting Fixture parts. Let us know 
your needs. Our catalog will convince 
you of the variety and worth of our line. 
Send for it now. 
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Universal Metal Spinning and Stamping Co., Inc. ib) 
718-728 Atlantic Ave., Brooklyn, N. Y. ae 
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Factory lighting exclusive- 
ly by high candle-power 
lamp units placed close to 
the ceiling is extravagant 
and is entirely satisfactory 
only under certain uniform 
conditions seldom found 
in industries, 


Ordinary droplights are 
never just right—always 
too far away or too near 
the work. They are not 
easily adjustable to meet 
the needs of the workman 
and the work. 





individiusiize Your 
Factory Lighting 


Intricate work requires better than ordinary illumination. 
[t is not logical to suppose that any fixed illumination best 





at meets each individual need. 

ae Reelite is the individual factory light. Instantly adapt- 
ii able to every requirement—raised or lowered to just the 
alii right height above the work. Concentrates light where- 
eiT! ever light is needed—on the work. 


Attaches to the ceiling. Raised or lowered any distance 
to 12 feet. Reels and unreels like a window shade. 


Perfect illumination at less cost results. P oduction in- 
creases. Workmanship improves. Workers end the day 
with more of early morning energy. 


No. 1533, Drop Cord Type, 12-ft. 
Cord and Key Socket .. . . $8.00 
Our engineers are ready to co-operate with you in plan- 
ning Reelite individual factory illumination. Full in- 
formation, booklet EM-306 and attractive dealer’s prop- 
osition may be had without cost or obligation. 
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ae 
lis” 3\ Made 

4\ by the 
makers of 
4| Anderson 
Auto Reelite, 
the nationally 
known ‘‘Spot- 
light on a Reel’ 














The Handy Light on a Reel. 






ae Anderson Electric & 
Equipment Co. 


154-160 Whiting St. Chicago, Ill. 
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The Pioneer— 
The Leader Today 


For every store 
room there is a suit- 


*~ 
9 
ig able Amelite. Fur- 
; nished in four sizes. 
Adapted to lamps 
of from 75 watts to 
500. 
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No. 6690 
Length $6 in., Spread 15 in., Plate 16 in. 





i ‘* Amelite 


pial The pioneer, and the leading one-piece 
; ¥ 4 unit today, is the distinction that has been 
a achieved by the Amelite. 


Have we any “short-comings” ? 
Yes. Giving personal service to 
each order limits the number we 
can handle at one time. 

















Its design has been imitated by many, 
but its efficiency has never been equalled. 
The Amelite has securely maintained its 
leadership for store lighting. 


Specializing in fixtures of good 
taste and at moderate prices limits 
our field of activity. 





This prestige of the Amelite can be made 
to bring business for you — to create sales 
and bring permanent trade. 


BUT both limitations enable us to 
render an unusual service on the 
orders we handle—“Speed with 
Economy.” 





i Write for prices today. There is a demand inyour town. 


: i: 4 
We Consolidated 


nie Lamp & Glass Company 
A CORAOPOLIS, PA. 


NEW YORK, N. Y. BOSTON, MASS. 
66 W. Broadway 164 Federal St. 


CINCINNATI, O. PORTLAND, ORE. 





1921 catalogue now in press. 
Booklet of revised price lists 
for previous catalogues will be 
mailed for the asking. 






























141 East 4th St. 233 Sherlock Bldg. 7% 
HAMILTON, ONT. PHILADELPHIA, PA. ii ' 
62 King St., East 634 Arch St. ee A 
CHICAGO, ILL. PITTSBURGH, PA. : i 
17 N. Wabash Ave. 1103 Empire Bldg. (Manufacturers) diy 
LOS ANGELES, CALIF. ; j 


132-136 W. 14th St. 


351 Pacific Elec. Bldg. 
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EQUALITE 


means Quality in Lighting 








Wherever proper light is needed in conjunc- 
tion with beauty and grace in design, there 
you will find Bayley Equalite. 


yo oveconene Kip> Looe 


eaaieina ces veser 
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ee 
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poncnen © semesllpicderccs coscighace cabeie 4 stars 
we 
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The new Eltinge Theatre is a monument to 
Bayley Equalite modern lighting efficiency as 
are all of the Loft Candy Stores. 





aS SO ee 





PER Kerk 
hil The great value of Equalite Units is found in 6: ia 
eit the proper utilization of slight absorption and Gay 
brit perfect diffusion of the alabaster type of glass iP y 
maa used in their construction. Psi 
PV 3 5 3 , tars 
it A visit to our showrooms in the Architects £8 
biai Building, corner of Park Avenue and 40th gibi 
i: St., will convince you. Gos 
lax Our new folder is ready for you. ri€ 
Hay 

¢ iz: Number 48990 E Semi-indirect 


ee ae Bayley & Sons, Inc. 














VAL, Factory: ss Vanderveer St., At, 
rooklyn 

S Salesroom: 101 Park- Avenue, Sym 

= New York City —— 
P i¥ . 4 
“600” Line Fi i" 
ine K1ixtures Hey 
Registered Trade-Mark 1o i : 
“600” Line Fixtures are original designs with : vd 
an established reputation. i if 
Beautifully finished for the proper decoration Si id 
of a modern home. bitg 
!@ : 


Exceptionally fine workmanship and guaran- 
teed plated durable finishes. 








Made of patent level brass rolled in our mill. j vi 

“600” Line Fixtures are of the very highest { ii é 
quality and will meet the requirements of the ES€ 
most discriminative buyer. is 
28 4 

bibs 

LOOK FOR 1 des 

OUR TRADE-MARK i | ’ 
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Write for new Catalog No. 9 







































oi i} No. 1606 Parts for Lighting Fixtures ellied j rif 
$ig : siiy 
ia:ty hi 2 i 
ait DALLAS BRASS & COPPER CO. ri 
i i General Offices, Rolling Mill, Tube Mill and Factory | ¢ 
iti ORLEANS ST. & INSTITUTE PL., CHICAGO, ILL. d41% 
1780 G bat 
Bit} NEW YORK CLEVELAND DETROIT ae 
rama! 81 Fulton St. 548 Leader News Bldg. 548 David Whitney Bldg. ‘ its 
; 3 5; 
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sAVADDIN 
SANpS 


“You Cawtforacr Tue Name” 


i 


MANUFACTURED AADDIN MFC.CO, MUNCIE. IND. 















“Dresalamps”’ 
Sell Quickly 


A display of these new and dis- 
tinctive table and desk lamps means 
rapid sales and a good profit to 
the dealer who recognizes the 
opportunity. 


Manufacture and finish are of the 
highest quality, in keeping with 
the beauty of design. 


Dresalamps are made in two shapes 
and six attractive finishes, each 
with shade to match. Standard 
package contains 12 Dresalamps, 


Trial orders for 12 Dresalamps 4 
at a special discount are ready for 
immediate shipment. Send for 
your dozen today. 


Aladdin Mfg. Co. 


Muncie, Ind. 














Attractive 
Fixtures 


bring more buyers 
into your store 


Attractive fixtures displayed in your 
show windows are bound to bring pros- 
pective buyers into your store. But to 
wake customers and to keep customers at- 
tractive exteriors must be combined with 
high grade construction thruout. 

The beauty of Everson Fixtures may be 
only skin deep, but quality goes way thru. 
They are not cheaply made to sell at a 
low price. They are good fixtures and 
good fixtures cost more to produce. 

“But today the demand is for the higher 
grades of merchandise and for that reason 
Everson Dealers everywhere report large 
and growing sales volume. 


Write for the Blue Book 


_ The Everson Blue Book of Home Light- 
ing is a guide to more sales and larger 
profits. Write for a free copy of this 
book today. It’s the first step toward a 
better fixture business. 


C. G. Everson & Co. 
70 W. Lake St, 
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Producing Unusual Designs 


and 
eee: SUPERIOR WORKMANSHIP 
; hi For 40 Years 
at The Horn & Brannen Mfg. Co. 


427-433 N. Broad St., 
Philadelphia, Pa. 
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Here’s a plan for increasing 
Lighting Fixture Sales 


Make your business bigger and better this winter. Here’s 
the way to do it. Handle a line that combines beauty 
with through and through high quality. Dealers every- 
where are cashing in on this double barreled sales fea- 
ture of Moran & Hastings Lighting Fixtures. Write 
today for our co-operative sales plan. Give us a chance 
to prove that we can help you make more money. 


MORAN & HASTINGS MFG. CO. 


General Office, 16 and 18 W. Washington St. 
CHICAGO, ILLINOIS 
Cable Address: “Moran” Chicago 


‘tes 
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ESIGNS that bring out color 
Pail schemes and give soft, strong light. 
: Pr'ces that fit any purse. 


tf E. P. GLEASON MFG. COMPANY 
ee 37-39 Murray St., New York 
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Many of the country’s 
wisest dealers are selling 
the Eye Shield Diffuser 
because it means to them 
a product of proven efh- 
ciency, one that attracts 
new trade and pleases 
their customers because 
of its high efficiency and 
low cost. It sells easily 
in volume, has a high 
rate of turn-over and 
pays a high profit. It is 
sold in original pack- 
ages and involves but a 
smal] investment. 





Write Dept. C. today for 
prices and discounts. 


Luminous Specialty Company 
Indianapolis, U. S. A. 


In Canada 
THE ELECTRIC COMPANY 
Toronto Montreal Winnipeg 


“Highest in Efficiency—Lowest in Cost” 
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We are making the unusual offer of a complete 


Tooting a horn is one way, 


combination set, consisting of 15 individual and 
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vUMAED POD DEEDUT 
NE of the many striking 
characteristics of Leon 

Mayer Fixtures is their unique 
design. This feature and the ee 
Equ ipped many others that make for their ii: 
f constant appeal and sale are foi | 
or shown in our new 60 page nee 
Greater Service gii9 
Loose-Leaf Catalog : i 5 
i se3 i 
Pen and ink sketches of all fi \ 
types of wall and ceiling fix- ee 
We are now located in our new pees _ included. We have Ark 
. ; made this issue in loose-leaf Giid 
building at 136 Bowery, equipped form so that, as we add new tif 
and ready at all times to meet any of lines, the additional pages may 2? ! 

our customers’ demands. be inserted, keeping the catalog it 
ae constantly up to date. ye! 
Larger and better facilities make bid} 
possible the promptest attention and We shail be glad to place your =: @}* 
: name on our list for both the cata- ; Bet | 
SEEVICE. log and additions. ‘FA: 
M j ? . iz 
ay we not serve y ( way 7 Ee: 
ay we no rve you in some way Leon Mayer Company + i j 
} ’ , 237 Center Street, New York Pe: 9 
©? ~=World Lighting Appliance Co. ee ee nee .s0 
i Manufacturers of Lighting Fixtures $3 
Jobbers of Electric Supplies ees 

and Lighting Glassware , t) 

8? nr 
S24 i, .% : : 73 
we LS Sy gid: 

vs “8 Ha 
So Bai 
Sy 4 eaee 
& re = : $ : 
iP Ei iid 
Q Rt cori 
fH GE e829 
ae M tae 
eT re 
: Cas & Ds 
a Your Opportunity to ~~ 
a GETTING ATTENTION | Make Bio Profit 


Advertising, another. If distinctive fixtures, for every room in the home— “ 


ne 
wee 





MTT CCC 


if ¢ you have a business want price complete with glass not wired $99.50. 
ape make it known to the a ba shown—wired and ready for installa- 
“yyy! ° tion $149.50. 
aw other readers of this paper. . ) 
eo ane ° y or: ° is i ig > >liver yf hese sets oh 
pia Reach the whole industry We can promise immedi aed delivery of these set tit 
Gad i : in the following finishes: Silver, Japanese or Bur- 1 i 
ey through an ad in the nished Gold. Send in your order NOW. % 
208 AMSTERDAM LIGHTING FIXTURE and: ||} 4 
eee SEARCHLIGHT SECTION a ig 
bidi For Every Business Want 443 ; 


“Think SEARCHLIGHT First’”’ 216 W. 42nd Street, New York, N. Y. PAL 
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Announcing— 


The Empire Design 
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A New Design, 
Complete in Every Needed Part 


EMPIRE in stamped and spun 
metals stands for the highest 
quality at the lowest price that 
such quality can warrant. 





Our new catalog is now on the 
Bae press — write for your advance 
é if copy today. 
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boil Empire Stamping & Metal 
’ ay Spinning Co., Inc. 

4 i 88-90 Walker Street, New York City 
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No. 2846 (4%th Size) 


Woodfibre Lighting Fixtures 


are steadily increasing in demand because 
of their substantial construction, excellent 
finish, and unusual designs for every char- 
acter of Private or Public Building. 


Falkenbach Manufacturing Co., Inc. 
159 East 54th Street, New York 


Branch Offices: 


Boston, MAss. 164 Federal St., (N. W. T. Knott) 
SAN FRANCISCO 126 Post St., (E. D. Clarabutt) 
St. Nicholas Bldg.,(P. K. Douglas) 





MONTREAL 
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It is our aim to give you prompt and immediate 
service in our complete and attractive line of Light- 
ing Fixtures and brass fixture parts. We also ex- 
tend the Season’s greetings to the trade. 


Write us your needs. 
Ask for Catalogue 10A 


LIGHTING APPLIANCE CO. 
4 White St., New York City 


Quality Merchandise, Right Prices 











= Prompt deliveries 
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FRINK 


AeR 
A POLARALITE. 








SIGNS 


Money-Makers in Two Ways 





wens oh See ETD oe peng e one v0e 


DEALERS! Always a ready market for 
Polaralite Signs among Banks, Hotels, 


Libraries, Stores and Public Buildings, 
BUT— 


What is the matter with making them 
talk to YOUR customers about YOUR 
stocks in YOUR store! They are artistic 
attention getters which breathe CLASS— 


POLARALITE SIGNS consist of 

heavy sheet of plate glass into which the 
lettering or design 1s deeply sandblasted. 
Anentirely new departure in construction, 
so different from ordinary signs, that it at 


ORS once attracts attention by its striking and 
Li ¢ forceful appeal. 

Andi , ——————— ie The source of illumination 1s entirely 
<1t hidden. The light enters the plate 
tig through the edge. The plate appears 
aa! - dead except where the blasting occurs, 


giving a_ surprisingly beautiful and 
original effect. 


Write for particulars 


I, P. FRINK, Inc. 


10th Avenue at 25th Street 
New York 
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You Can See the Difference 
and the difference is in favor of Pittsburgh Reflectors. 


It is not theory, not a mere claim; no scientific tests are necessary 
| 
“" | 


—in any show window your eye can see the difference in the lighting 
‘a = 
" Ty) 


efficiency— 
WHI 
The Standard for Show Windows And Pittsburgh efficiency means making busi- 


ness brighter and better for you, giving your 
E FLEC I ORS sales greater power. 


For you are selling real service when you in- 
NE-PIECE, crystal glass (made in our own stall Pittsburgh Reflectors—a service that builds 
modern glass factory)—correctly designed, restige, profits and permanent trade. 
and heavily plated with permanent silver, P ge, P P 
Pittsburghs are the most powerful Reflectors. 

For any and every window lighting require- Your jobber can suppl ou. 

ment there is a Pittsburgh Reflector to give the . J PRY y 
results that you want. Pittsburgh pays you best. Write for catalog and discounts. 
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These standard Reflectors have won their 
way through sheer merit—making windows 
brighter, better, giving them added sales power. / 










Pittsburgh Reflector © Illuminating Company 


3rd Avenue and Ross Street, 


CHICAGO OFFICE: i SAN FRANCISCO OFFICE; 
555 W. Washington Street Pittsburgh, Pa. 75 New Montgomery Street 
































DUQUESNE | fi 
SIX-IN-ONE —. 
Lighting 
Unit fs 







on seen Sed 





Six Separate and 











E Distinct Designs ae? 

: From One Unit 35 43 

W.-167 Silver and Blue Finish 2 = Just think of the reduction in stock maintenance We 

= =  costs—the Saving, the Simplicity! Hy : 

= = Q $ ; 

Speci sions furnishe > rour =z 2 mee - ae , le 
; I ecial designs furnished to order by cu 2 = The Six-In-One-Unit is made from solid spun a F 
Designing Department. Write us men- =: 2 copper with the idea of greatest durability and at- er 
Nis : ea PES nee a a . igen: 
tioning requirements and style and we : tractiveness. It is dust and insect proof and adapt Ae? 
é : : ; : able to every need for efficient lighting, either in- fits 
will make suitable designs. siting ain: ee 






Write us for full particulars. 


Chas. Polacheck & Bro. Co. 


“The Light House” Duquesne Elec. & Mfg. Co. : Riid 
217-219 Third St., Milwaukee, Wis. Pittsburgh, Pa. Bid! 
: = rr 
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Sold by the Pound Together with /. 


Behave 


- \s es 


AKER ‘ ie 
419 eS be 
Hi’ Tank and Full Equipment to Hold © : 
aut os ria 
a Lamps for Dipping— Ht 
FROSTOL as the name implies, is a frosting or etching t¢ : k 
compound for incandescent lamps or any glass surface. : &, : 
It is not a coating. It is an action on the glass and is perma- ats 
nent. ner 
FROSTOL comes in crystal form, simply adding water to $3 4 


put it in solution (full directions on every container). 
The FROSTO}. tank 


is guaranteed for 
ten years — It is 
custom made 


‘‘Why not buy all lamps clear and frost my stock as needed?”’ ; 7 
—This question wil] naturally suggest itself to you after you 
have put in a FROSTOL outfit, used it a few times and 


throughout —rigidly experienced the convenience and economy of frosting your 
reinforced. All tanks own lamps. 
have alead-burned 


lining. The frosting 
equipment comes to 
you packed inside 
the tank. 


The efficiency of FROSTOL is astounding. When you have 
frosted 500 lamps you will find that about one pound of 
solution has been used—lamp frosting being accomplished 
as low as $2.50 per thousand. 





FROSTOL outfits come in various sizes to meet the require- 
ments of large and small production. Stock tanks come in 
6, 12 and 24 lamp sizes. 


“Will solve your 


929 


frosting problems: 


FROSTOL outfits are being used by most of 
the large lamp manufacturers, jobbers and re- 
tailers in the country. We have a FROSTOL 
outfit of the proper size to suit your require- 
ments—whether you frost 100 or 10,000 
lamps per month. 
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Write for prices 
and descriptions 


FROSTOL ie 
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DISTRIBUTING CO. He 
799 Greenwich Street ; : : 
NEW YORK, N. Y. sta 
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Satisfaction. 


Your customers will never have occasion to complain of the service rendered by Tung- 
Sol lamps you sell them. A full burning life of 1,000 hours assures only the deepest 


satisfaction so far as the user is concerned. 


In FYeCettateyal to customer satisfaction, the dealer can derive a more substantial ane tee! 


for his lamp selling efforts. 


Tung-Sol lamps allow him a larger margin of proht. 


This is a happy combination and thousands of dealers throughout the country served 
1 1 


by the efficient chain of Tung-Sol distribution are declaring it a proven opportunity. 


Why don’t you inquire further into the advantages of Tung-Sol selling? We should 





be very glad, upon request, to supply you with the name of your nearest Tung Sol 


obber who, without obligation to you, will gladly explain them. Write for his name. 
J g g r 


INDEPENDENT LAMP 4& WIRE CO., Inc. 


1737! BROADWAY NEW YORK CITY 
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There’s a Wide Market 
for Hygrade Lamps 


Every building that’s wired for electricity is a 
prospect for Hygrade Lamps. 


Every house, shop, factory, store, bank, theatre, 
club, restaurant, billiard parlor, school, church, 
hall or lodgeroom where plenty of good depend- 
able light is a necessity, needs Hygrade vacuum 


lamps, Hygrade gas-filled lamps and WHITE 
Hygrades. 


Then, too, you can compete for business with Hygrade Lamps, 
because you are offering a complete line which you buy at out- 
right sale without restrictions or agency agreement and sell at 
your own price. 


HYGRADE LAMP CO 


GENERAL OFFICE 
AND FACTORY WW sarem Mass 











Hl AN Immediate Deliveries 


of all types. of Candelabra and 
iba Decorative Tungsten lamps is one 
s of the many services we offer you. oi! 


Pere ae oe Pe ee oe 2 : 








Our product is of the very highest quality 
and will meet the requirements of the 
most discriminative buyer. A real asset 





t : Style E. to the lighting fixture business. 

: ; Our large stock enables us to ship the 

ert same day your order is received. 

IP Prices gladly quoted on request. 

a givie'B style D. Tell us your needs NOW. 

Charles R. Ablett Co. 
Lamp Specialists 
199 Fulton Street 
Size G New York 











































Highest Quality 
Prompt Service 


Manufactured under Gen- 
eral Electric Company’s In- 
candescent Lamp patents. 


A safe and most profitable 
lamp for dealers to handle. 


Write us. 


Acton 
Electric Company 


INCORPORATED 
General Office and Factory 
119 Sussex Avenue 


Newark, N. J. 
New York Office: 1133 Broadway 


TUNGST EN 
LAMPS 


Sis ARUP sereeecs wonnegitiaenyMis ene eeeecees eet feesee 
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Concentrated Filament 


@ 
Spotlites— 
A MILL-TYPE Lamp that gives 50% more light 
Creating good will 


Every dealer who sells LIBERTY Spotlites has his customer’s 
satisfaction heavily guaranteed. The never-failing quality which 
is part and parcel of these splendid lamps has proven that it 
pays to sow the seed of good will. They are popular and profit- 
able because they exceed rather than fall short of what is 
claimed for them. 


On your next lamp order just try a couple of cartons of LIBERTY 
Spotlites. They are prestige builders! 


Our complete line aiso includes: 


Liberty Nitrogen Opalites, Candelabra Tungsten Lamps, 
Holland Carbon Lamps, Frost-on Colorings 


All are dependable. 





Liberty AppJiance Corporation 
249 East 43d St., New York 
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knows what his customers will 
ask of him to-morrow and he acts 
upon that knowledge. The Pro- 
gressive Businessman never says 
“no” to a customer. For each 
customer that comes to you 


As sure as it takes twice one 
to make two, this is bound to be 
The DUALITE is the 
lamp of to-day and to-morrow. 
Lamp users will ask you for the 


the case. 








to-day for a lamp, there will be 
two to-morrow, asking you for 
the DUALITE. 


DUALITE — the lamp that is 
two lamps in one, at the cost of 
one and a trifle above it. 














Fully protected by U. S. Patents 
Eventually you will get DUALITES. Better get them now. Be a Progressive. 
Pioneer, don’t be a trailer. Write us today. 
Sole Makers 
WHITELIGHT ELECTRIC CO., 368-370 Broome Street, New York City 





Be a 











































































DIXIE 
ADJUSTABLE 
LAMP 


Best in Quality 
Lowest in Price 


ntti 


Universal Adjustment 
Enables it to throw light anywhere. 








Patent Base Clamp iat 

Enables it to fasten to anything. Lam Works Inc it e 

Sold direct to dealers—no ‘obbers Pp : bie 

Send for Circular Price List UNION HILL, N. J. :i39 
Manufacturcd by 2 j ? 

SOPHUS BERENDSEN, INc. Send for Catalogue Z fi 
365 First Ave., New York Century Mill Type Auto Lamp & t 


We 
Manufacture ( 


complete line of 


% 


Vv 
Standard Liberty 
Nitro 


Gas Filled 





Standard Nitro Lamps 





Liberty “Ora” Lamps 





Century Unbreakable Filament 
Tungsten Lamps 





Automobile Miniature Lamps 





Simplex Auto Headlight Bulbs 


No-Glare 





International Incandescent 




















Staten Phan Ares > <~ ee ee held ae 0 wees ore mel fanent Veween, oe re ties Sererr 
armel oetensenees eee ee seee ot oe coin oo ah Ol Jo encccese see os ens ce | eo _ UJeceses 
st 8s Cotes cane ee ame otaeel Dt 4 pee: Sem: a eat De ne ew oe oe ADs eae ee = O59 locwc we woes aeeee seme h Se sereiee dy. pits eccce: HEP me je bs we eds wre ww rece es oneettn 

Crome saves Cine dcgeancescensissoesAi iis So LP wank rece toreh’Ppradand ctecsalh ances tn etgsesantdes Ga aes seamen De ove 





























112 


























sis 

66 O77? ji tie 

: What’s the Watt: ibd 

; HEN a customer asks you this question and wants 
es i: \ to compare one size lamp with another, it takes a et 
Hy iaj i lot of time and trouble to hook up the various ii? 
ib} 3 ; globes in the ordinary way and show him the contrast. Ai : 

bel] But with Cel-A-Lite on the job, the trick can be done in 134 

Bap a the twinkling of an eye by merely turning the spiders to i@5 
Fite which the twelve standard lamp types are connected. Only i K 
f i : the desired pair of lamps will be lighted and they will be : 





displayed exactly opposite each other where the customer 
can judge and decide which he wants in an instant. 


CEL-A-LITE is a little globe-trotter that will speed up 
your lamp sales and cut your selling costs to the bone. Bet- 
ter write for one today. 
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DENVER ELECTRICAL Rule 


CELALITE 
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LABORATORIES 


DENVER, U.S.A, 
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i Best by Test— 
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a ieee every other Mc- i | CONSUMER 

Be Graw - Hill technical f ea iH 

aut "journal, this paper of yours fa Gor Zena DEMAND 

eee is edited from a broad view- On al 

san point. : INDICATES 

; Which means that many articles A 
; of only collateral interest to you : 


wont} 


have direct application to the prob- Customer Approval 


lems of other chaps in your organi- 


a > zation. YOUR customers will appre- 
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iif PUBLICATIONS colors for coloring lamps. 
an : ome For outdoor and indoor use. 
3 Coal Age 

McGraw-Hill Co., Inc., New York ae We solicit your in uiries 

, Journal of Electricity y q 
Ingenieria Internacional : ; Electrical Merchandising 
ta—— singienevind Houeteeeed THE GUY V. WILLIAMS CO., Inc. 
“ 686 11th Ave., New York, N. Y. 
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It Pays 


The consumer, the dealer and the manu- 
facturer derive greatest profit from the 
purchase, sale and manufacture of ar- 
ticles of merit and distinction. 
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This statement applies with particular 
force to the fixture trade. 
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8 11 or G 12 
DILCO 
15 C.P. 


os 
We 
we 
we 


Therefore, the standards of high quality 
in design, workmanship, and material 
which have been universally recognized 


AUTOMOBILE and DECORATIVE esdakdhdivchimenttinaks ok VEEN 
o be the characteristics o 
TYPE LAMPS are lamps OF QUALITY stamped shells and ornaments, will be 


“Dilco” lamps are lamps which maintained. 


y 
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Ne 


Berk 
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stay sold and bring repeat orders. 
A trial order has convinced others Alfred Vester Sons, Inc. 


Manufacturers of stamped brass 
shells and ornaments for the 
fixture trade. 


Providence, R. I. 


chee wees mewwwerwer spre Te 


—and will convince you. Prompt 
deliveries. Write for quotations— 
NOW! 
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q Desmond Incandescent Lamp Co. . 1890 
: es Design patents ° TRADE MARY 
§ Ai Manufacturers of all types of Miniature Incandescent Lamps. protected through Vv 

$ A 719-721 Bergen Ave., Jersey City, N. J. ne ee 
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PT OTe] : 
| Z “SUNRAY” & WHITE OPAL 
Pf WINDOW sae Specialty 
3 ii} REFLECTOR i @ | Our Specialty 
: GC} 


Corrugated Silvered y \ U N i O N 
Glass Lined A N 
For “C” Lamps f 
Send for Catalog 7 NITROGEN LAMPS iiig 
we Will Make New Friends For 3: 4 









































3 Full Line of ‘ You, Mr. Dealer. : 

*: Reflectors for : . Pe 

i all Purposes Best in material and workmanship. ae 

e Send for Attractive Discounts. Uy 

¥ ight R . ° ee 

' i wee Union Lamp Company aa 

ig 1 : 228 Pacific St. Brooklyn, N.Y. Walton Hint New Jersey 2: AY 
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t +i Two Ways to Tell a Good «. 

at - oH 

a Gas-Filled Lamp vt 

8 }: = 1—Watch it burn AWE 

at 2—Look for the trade-mark /feampim, big 

Sigg igi 

uy Consolidated Electric jt 

eeee ; ‘ i 

ai Lamp Company lie 

: DanVers Massachusetts : |”) i 
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ELECTRICAL MERCHANDISING 


















































Accurate records make it easy 


AUN Dm 
UY 








to make out an income tax report. 


An up-to-date National Cash Register gives complete and 
accurate records of — 


@ Cash sales. @) Received on account. 
@) Charge sales. @ Petty cash paid out. 


A merchant must have these records to make out his 
income tax report. : 


National Cash Register records are printed and added. 
They are always available and always reliable. There 
is no other way a merchant can get these records so easily 
as with a National Cash Register. 


Every merchant needs these records once a year for his 
income tax report. He needs the same records every 
day to control his business. 


We make cash registers for every line of business. Priced $75 and up. 


NATIONAL 


CASH REGISTER CO. 


DAYTON. OHIO. 
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SoME eleétric washers OTHER electric wash- 


lift and dip the soiled ers rock and ¢oss the 
fabrics in a tub of sudsy Rene” soiled fabrics to and fro 
water—and it is a good in sudsy water —and it 
WR iicsisasstvsssaie is a good method....... 

















hes, 
ar ee _ 


Tue 4-B-C Electric Laundress des both. Rapidly it ‘alternates 
these good methods —and so it combines their advantages. 






<aHANGED market conditions have made more 
*h@| difficult the dealer’s problem in selecting his 
Only a few 
months ago the paramount question was de/ivery...being 
able to secure enough washers of any make to keep up 
with consumer demand. The change from a “‘sellers’ ”’ 
to a ““buyers’’’ market, making it possible to secure 
deliveries on most all makes, is causing dealers to care- 
fully aza/yze not only the product offered, but also the 
makers and their policies. 




















We submit here a few of the principal points being considered by care- 
ful dealers, and briefly, how the A-B-C measures up in each particular: 
1. PROVEN QUALITY 


The A-B-C has for many years been out of the experimental stage. The ‘‘bugs’’ 
...Never serious...have been eliminated, as their presence was revealed in actual 
usage. The rapid rise of the A-B-C Super Electric to leadership in this highly 
competitive field, in a period of less than five years, is positive evidence of the 
high standard of quality attained. 


2. SERVICE EXPENSE 


Nothing ‘‘eats up’’ profits so quickly as service. The vast output of the A-B-C 
factories and their experienced, efficient management insure uniformity of quality. 


Barring misuse, resulting largely from faulty demonstration, the A-B-C is seldom 
heard from after it enters the home of its purchaser. 


3. CORRECT OPERATING AND MECHANICAL PRINCIPLES 
The combined washing action of the A-B-C, depicted so vividly by the Arrow 
Symbols, is accomplished bya simple, springless, trouble-proof mechanism of very 
few moving parts. The clever ‘‘segment gear-pitman”’ principle appeals instantly. 
to mechanical minds. Its application to the electric washer in the A-B-C is respon- 
ve more than any other one thing, for the tremendous popular acceptance of 
the A-B-C. 


4. STABILITY OF THE MAKER 


One of the pioneers in the industry, this institution has reached its present posi- 
tion by fair business methods and an honest product. Thus, our success is perma- 
nent. In selling your customers the A-B-C, you don’t ask them to speculate upon 
the possibility of sometime owning an ‘‘orphan’’ washing machine. The position 
of the A-B-C in the industry is definitely established. 

5. SELLING POLICY 


The A-B-C Super Electric is distributed by recognized wholesalers of stability, 
each operating in an exclusive territory. Each can assign an exclusive dealer- 
agency in any locality in his territory, thus eliminating ‘‘bargain’”’ competition, 
and assuring each dealer the fruits of his own efforts. 

6. CONSUMER ACCEPTANCE 


The A-B-C was one of the first extensively Nationally-advertised lines of electric 
washers. The monthly circulation of A-B-C advertisements reaches practically all 
the electrical homes in each locality...blankets the market. Selling an unknown, 
non-advertised line is ‘‘pulling upstream’’...selling the A-B-C means ‘‘traveling 
with the current.”’ 

7. PROFITS 


Undoubtedly some other makes offer longer discounts, or grcater margin per 
sale. The consumer acceptance of the A-B-C resulting from the National adver- 


tising and its widespread reputation for excellence, offer in their stead more rapid 
turnovers in volume. It’s the year’s profit that counts. 


And lastly, the A-B-C offers the only complete line of electric and power 
washers. The Super Electric combines both cylinder and oscillating types; 
the Alco is the perfected dolly type washer. Concentrating his purchases 
on one line, gives the A-B-C dealer the advantage of quantity discounts. 


Your nearest wholesale distributor will gladly submit full particulars 


Altorfer Bros. Company 
PEORIA-ILLINOIS 


NEW YORK—SAN FRANCISCO 
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Shis will happen ii 
in Shousands of 
Rmerican Homes this Christmas! 








THE WIDESPREAD POPULARITY of the 


“WAYNE” 


is due, in part, to the 


NATION-WIDE INTENSIVE NEWSPAPER CAMPAIGN 


now in force, and because it is 


“DECIDEDLY THE BEST ELECTRIC CLOTHES WASHER BUILT!” 


ARE YOU NOW READY 
To reap this harvest ? 
[ e To scoop in the shekels ? 


Tosupply this huge demand? 
REMEMBER ! — REGRETS NEVER FILLED A PURSE! 


WRITE. WIRE OR PHONE FOR THE ATTRACTIVE “ WAYNE” PROPOSITION. 




































ST. LOUIS, MISSOURI 
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Geyser Zecrc Washer 


The Small Washer with a Big Capacity 





Two points of difference 
~ and advantage 


The Geyser Electric Washer possesses 
two distinct advantages—smallness and 
washing principle. 


The family size machine occupies floor 
space of about 24 inches square, yet it 
easily holds as large a wash as machines 
occupying greater space. This is possible 

cause the unique Geyser washing-prin- 
ciple utilizes the entire tank and cylinder 
space instead of only about one-third 
of it. 


It fills a long-felt need in many homes 
where space is limited and appeals par- 
ticularly to those who object to large, 
cumbersome washers. 


The Geyser washes on an entirely differ- 
ent principle from any other machine. 


When you turnon the switch,a powerful 
propeller beneath the clothes cylinder 
creates a “geyser” of hot, sudsy water 
which goes through and through the 
clothes and, at the same time, causes the 
cylinder to revolve,tumbling the clothes 
over and over and adding greatly to the 
thoroughness of cleaning. 


When you place your clothes of dainty 
matenals in aGeyserWasher there ts no- 
thing toharm them. They are actually 
floating in the water all the ume and 
cannot dash up against hard metal sides. 


Wrue for booklet and name of your local dealer 


Geyser Electric Company, 5008-5018 Bloomingdale Ave., Chicago 
Geyser Electric Washing Machine Co., Inc.,1270 Broadway, New York 
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A Different Washer 


Ge 





er 


This is a minia- 
ture of the page 
advertisement that 
appeared in_ the 

ovember issue of 
Good Housekeeping 
Magazine. 





Vol. 24, No. 6 


advertised differently 


You'll notice that Geyser Advertising is entirely 
different from the washing machine advertising 


you’ve been reading in magazines. 


That’s 


mainly because we have some real selling points 


to present. 





The Small Washer with a Big Capacity 


Electric Wasner 
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A Different Washer=- 


in principle and results 


The dealer who handles the Geyser has some- 
thing new, something tangible to talk about; not 
just details that he must magnify into essentials. 


The Geyser has many fundamental advantages— 
the new washing principle of the propeller,. 
small size, big capacity, light weight, better re- 
sults, long life. These are fundamentals that 
interest women. 


And they should interest you. For example, the 
Geyser has only about fifty per cent as many 
mechanical parts as other high-grade electric 
washers. This cuts the Service you must give to 
a minimum. 


The whole story of the Geyser is in a con- 
cise folder that you.ought to read. We'll 
send it with the Geyser Sales Plan. Some 
territory still open. 


Geyser Electric Company, 
5008-5018 Bloomingdale Avenue, Chicago 
Geyser Electric Washing Machine Co., 
1270 Broadway, New York 





er Hectric Washer 


| ~The Small Washer with a Big Capacity 
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The White Lily 


Sales are clean and prof- 
itable—there are no trou- 


De Luxe Full 
Cabinet Washer 


The distinctive design 
quickly attracts buyers. 


The strong, simple, and 
practical construction con- 


blesome come-backs — no 
servicing. 


As a merchandising prop- 
osition for the dealer the 
White Lily De Luxe 
Washing Machine is un- 
surpassed. 


vinces. 


The efficient, economical 
operation clinches the 
sale. 





Write for Profitable 
Dealer Proposition. 




















‘STRONG-SIMPLE-PRACTICAL-SAFE 


THE MASTER WASHER 


'=10] | Game) Mele) 1,10), P—) 1) =] =a 1-11 Lol |) i <9 = bg 


THE MASTER BUILDERS 


WHITE LILY MFG. Co. °*““iowa’®" 
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A Vinning, gure 


The figure 8 of the 1900 Cataract Electric 
Washer is a double winner that wins everybody! 
The dealer who handles the 1900 account is won 
because it is the figure 8 that has made the 1900 


Washer so popular and has increased so rapidly 
the sale of 1900 Washers. 


_And the woman who knows the 1900 is won by 
the figure 8, because it is that figure 8 that makes 
the 1900 the perfect washing machine. By means 


of it the cleansing soapy water swirls back and This phen sinnial 


forth through the clothes in a figure 8 movement a i oe 
a e . SHOWS Ow é@ water 

four times as often as in the ordinary washer! pees through tie 
clothes in a figure 8 

Then, too, the swinging reversible wringer which oe ae a 

° ° n in 

also works electrically can be moved to any posi- the ordinary washer. 


tion. And the planished copper tub has no parts 
to cause wear and tear on the clothes. 


And the demand for 1900's is increasing steadily 
through our stupendous advertising campaign— 
color pages in the Saturday Evening Post, Ladies’ 
Home Journal and Good Housekeeping, and ad- 
vertisements in other leading women’s publi- 
cations and technical magazines such as Popular 
Mechanics. 


THE 1900 CATARACT WASHER 





THE 1900 WASHER CO. 
Binghamton.N.Y. 


Canadian Factory and Office 
Canadian 1900 Washer Co., 357 Yonge St., Toronto 
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Surf Action— 








the most successful 
method of washing 
clothes— 


The illustration at the top shows 
Surf Action, produced by the 
oscillating motion of the simple 
Surf tub. 


No beating, churning or lifting 
devices—nothing to injure 
clothes. And the Surf washes 
everything absolutely clean. 


The screen-end second-bottom 
keeps the clothes away from 
the remaved sediment. None 
clings to the clothes when they 
emerge from the Surf tub. 





“Surf Action puts 


‘egeine ‘a Approved by Good Housekeep- 
action tnto sales. 


ing Institute—and housewives 
everywhere. Write for our at- 
tractive proposition to dealers. 








SURF MFG. CO. 
109-113 Clinton St., Milwaukee, Wis. 
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‘Ever Hot 
Suds 











between this washer 
and others 


The Everhot Almetal Washer is no or- 
dinary washing machine. It is more! 
It is washer, boiler and heater combined. 


It saves more work, more strength, more 
time than ordinary electric washers. It 
heats the water, washes the clothes, boils, 
steams and sterilizes them—and then lifts 
them out of the hot water automatically. 


Hundreds are in successful use. Their 
owners are more than satisfied. And 
dealers find the Everhot Almetal a quick, 
easy seller. Let us tell you the whole 
story. Write today. 


National Distributors 


Manufacturers Distributing 
Company 
403 Fullerton Bldg., St. Louis, Mo. 





Electric Operated—Gas Heated 





The biggest difference . 








Advertised 
nN 
The Saturday 
Evening Post 
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Exclusive Territory for Jobbers 


In order that we may serve to better advantage the increasing demand that King 
Washing Machines have created, we have available some exclusive territory for jobbers, 
who are equipped to give to progressive dealers that help and service necessary to meet 
the demand for King Washing Machines. 


The volume of King business has grown and King dealers everywhere have built up 
a profitable washing machine business. It is an established line. 


We have a good proposition for wide-awake jobbers and suggest that you write or wire 
us at once, in re Exclusive Territory for KING ELECTRIC WASHING 
MACHINES. 


KING WASHING MACHINE COMPANY 
Wolcott, Ind. 











December, 1920 





ELECTRICAL MERCHANDISING 


125 











| |APEX cane 





















































Look for this 
illustration with 
“Comsumar 
Copy” in Satur- 
day Evening 
Post for Nov. 
20th. 
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APEX 2 Electric Washer 


Brings You Quick Sales 


Good dealers sell the Apex because it more than lives 
up to the high quality of its advertising in nationally- 
read magazines. 


For the Apex keeps ahead of the market. Twelve years 
ago Apex originated the oscillating Apex-shaped tub, 
now recognized everywhere. Now Apex improves the 
cabinet model with the “Four unit construction’”—a 
winner in service and sales. 


You get the full selling advantage of these qualities because the 
whole big Apex organization is behind its dealers—with business 
getting plans and dealer helps full of timely interest and sales value. 
Investigate our attractive dealer proposition on Apex washers and 
Ironers. It will pay you to write us. : 


APEX APPLIANCE CO. 
3223-3261 W. 30th St., Chicago 


“For Canada” Renfrew Refrigerator Company, Limited. 
Head ‘Office and Works: Renfrew, Ont. 

















“Two tubs 
in ONE 


Here is the oscillat- 
ing tub, originated by 
Apex 12 years ago. 
The Apex - shaped 
ridge divides this tub 
into two large cham- 
bers. Clothes get 
double cleansing action 
in both sides by os- 
cillation. Note ‘“‘set- 
tling chamber’’ be- 
tween the two sides, 
where dirt settles, 
leaving water cleaner. 





Irons every part of a 
shirt—and virtually all 
other pieces, Also 
equipped with ‘‘apron’’ 
to keep clothes off the 
floor ; every control 
right at finger tips, 
many other conveniences. 
Heats by gas, gasoline 
or electricity. Operates 
from any electric socket. 





——— 


— 
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“How it 
has saved 
my hands” 


wrote a Laun-Dry-Ette owner. 


“I would rather part with my diamonds 
than with my Laun-Dry-Ette’— 


ELECTRICAL MERCHANDISING 


Another 


wrote—‘‘we would rather part with our 
farm than with our Laun-Dry-Ette.” 


These expressions seen ex- 
aggerated, but they are true. 
They show the intense appre- 
ciation with which women re- 
gard a machine™that lightens a 
hard task. 


Why they feel like this is 
told by - themselves: “The 
Laun-Dry-Ette does the whole 
wash, rinsing, bluing and dry- 
ing—I never have to put my 
hands in hot water.” arn 


wonderful drier saves the but- 
tons and 


saves the clothes.” 


“Tt is always safe.” “Wash- 
ing with the Laun-Dry-Ftte is 
a pleasure—my husband likes 
to help.” “Our laundress 
wishes all her customers had 
Laun-Dry-Ettes.” Another says 
—“‘we have no laundress, the 
Laun-Dry-Ette does the work 
so easy we don’t need one. 


This is the story of the 
Laun-Dry-Ette, briefly told by 
Laun-Dry-Ette owners —there 
is a whole lot more. 


a 


























_ If it has awringer 
it isn’t a Laun-Dry-Ette 


If you are interested in territory write us. For the first time in two and one-half years we 


are making prompt deliveries to our dealers. 











If there is no dealer in your 


territory, this is your opportunity. 


The Laundryette Manufacturing Company 
1178 East 152nd St. 


WASHES AND DRIES WITHOUT A WRINGER 


Cleveland, Ohio 
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Built to Stay Sold 


EARS of serving the railroads 
of theworldwith unsurpassed 
railway signal equipment pre- 
pared the General Railway 

Signal Company for constructing the 

mechanically supreme G. R. S. Electric 

Clothes Washer. 

You will feel comfortable after selling 

a G.R. S. Washer because you know 

that your customer will make no 

expensive service calls. 


G. R. S. Washers are built to wash clothes 
cleaner, both this year and for a lifetime. 
Notice, among its striking features, that the 
mechanism needs no oiling. 


We believe in the G. R. S. so strongly that we 
can do no less than to invite you to read these 


i i Approved—Good Housekeeping Institute 
specifications, and then see how our washer Givcd~tne tere tibet eee 
supports them. 


an Say 
SWF) 


Wary we 


A 




















Specifications 

Frame: Structural angle iron, machine and hand riveted. 

Casters: Heavy, pressed steel, circular faced, unbreakable, swivel. 

Container: Heavy galvanized Armco iron or tinned copper. 

Cylinder: Selected hard white maple stock; sanded countersunk holes. 

Principle of operation: Rotating cylinder reverses every revolution. 

Mechanism: Double worm drive, cold cut steel, pack-hardened and polished. ’ 

Mechanism Housing: Powerful, single-piece, seamless casting. 

Oiling: Mechanism packed in life-long lubricant. 

Motor: G.R. S. full quarter-horse-power; perfectly balanced and quiet running. 

Wringer: Swinging and reversible wringer automatically locks in five positions; reversible 
drain-board which locks in place. 

Finish: Galvanized type in warm gray enamel; copper type in white enamelled frame-work 
and planished copper container. 

Capacity: 8 double sheets or 15 lbs. dry clothes. Floor Space: 24” x 28”. 


Our entire organization is at your service. Perhaps we can help you increase 
the sales in your clothes-washer department. 


DISTRIBUTORS: 


ALBANY HARDWARE &G IRON CO. 
ALBANY, N. Y. 


MARSHALIL-WELLS CO. THE STROUD-MICHAEL CO. 
PORTLAND, ORE.; DULUTH, MINN.; SPOKANE, WASH. CINCINNATI; PITTSBURGH; DETROIT; CLEVELAND 
FRED K. WELLS SALES CO. JONES-BEACH CO. 
BOSTON, MASS. PHILADELPHIA, PA. 
COMMERCIAL ELECTRICAL SUPPLY CO. MANGRUM & OTTER, INC. 
ST. LOUIS, MO. SAN FRANCISCO, CAL. 
ALPHA ELECTRIC CO. HOLT ELECTRIC CO. FULTON ELECTRIC CO. 

NEW YORK CITY JACKSONVILLE, FLA. ATLANTA, GA. 


HOUSEHOLD APPLIANCE DIVISION 


(JENERAL RAILWAY SIGNAL (OMPANY 
ROCHESTER, N.Y., U.S.A. 














NEW YORK CHICAGO MONTREAL SYDNEY BUENOS AIRES 
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Test 


W 


it yourself—at 
our expense 





E want you to find out for yourself just how the H-B 
Dishwasher works. We want you to try it out on the 


toughest kind of dishwashing job and see how it cleans, 
sterilizes and dries dishes in | to 3 minutes. We want you 
to examine its simple construction and note the self-filling, 
self-emptying, self-cleaning features. We want you to com- 
pare it, part by part and point for point with any other make 
of dishwasher on the market—all at our expense. The 


H-B Dishwasher 


‘is a revelation to all who see it. Dealers are enthusiastic over the sales 


possibilities. 


Every home in the land is a prospective buyer of the H-B 


Dishwasher, as it operates by water power—from any faucet. Its sale is 
not limited to electrically equipped homes. 


We are so positive that you, too, will immediately grasp the money making 
possibilities of this better dishwashing machine, that we have worked out 
a plan whereby you can examine it at your leisure in your home or store, 
without obligation and entirely at our expense. 


Will you avail yourself of this opportunity ? 


If you’re interested, simply drop us a post card and say “Send me all the 


facts.” 


Territory for the sale of the H-B Dishwasher is being alloted rapidly, so 


don’t delay. Remember, it costs nothing to learn all about the H-B Dish- 
washer so write or wire today. 


H-B Corporation, Monadnock Block 


CHICAGO 
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sing. Drainer | 





achine 


\Drains and Fills Wa 
ehele- and Pails 
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Hashing Tua 


Penberthy Faucet Adap- 
ter:— Here is a little device 
that is needed in every home. 
Converts smooth faucets into 
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threaded faucets for 
use with the Penberthy 
Washing Machine 
E> Drainer. Useful also 
) for other purposes. 
1 Retails at 50c with 

















hd ; Washing )rainer | apo 
a Val all Machine L744 
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Fill Washing Machines oF 
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BOVE is shown a small sized 

reproduction of the new case 
in which Penberthy Washing Ma- 
chine Drainers are now packed for 
counter display. 

Each Drainer is packed in an in- 
dividual carton—six cartons to the 
case. 

The cartons are printed in two 
colors and the counter display case 
is printed in four colors. 


Superior Electric Washer 

‘ Manufactured by Superior Machine Company 
‘ e DeKalb, Illinois 
\ ip eaaa 


’ 3 Oa 


New York Depot 
71 Beekman St. 








New Counter Display Case 
Now Ready 


The box forcibly brings the Wash- 
ing Machine Drainer to the atten- 
tion of every customer and serves 
as a definite tie-up between our 
National Advertising and your store. 

It marks a big advance in dealer 
co-operation and will help you sell 
Penberthy Washing Machine 
Drainers by the dozen. 

Get your order in now. Address 
Dept. ““B”’ 


Penberthy Washing Machine Drainer is Standard Equipment on 


Star Electric Dish Washer 
Manufactured by The Fitzgerald Mfg. Co. 
Torrington, Conn. 


WATCH THIS LIST GROW 


PENBERTHY INJECTOR COMPANY 


Established 1886 


DETROIT 


Canadian Plant 
Windsor, Ontario 
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J The Machine Does Wonderful Work | 

Y ‘¢ G 

] 9 “GIG 
Wi Now That I Use OAKITE VI 
L “T had some trouble at first and was very discouraged until my dealer recommended ] 7 

Y OAKITE. After that it worked perfectly. I wouldn’t trade it for any other machine ] 7 
GANG in the world. GI\Z 
/ “What’s OAKITE ?—why, it’s a perfectly wonderful cleanser—looks like table Y Z 

Y salt and it just does miracles in the washing machine and dishwasher—and it doesn’t Y 

Y GING 

| j make my hands red or anything. Z 7 
‘ ‘ GAIG 

y j “No, of course 17M not an agent for it. But OAKITE is wonderful and I 7 ] 
7 Y think that electrical man was a perfect dear to tell me about it. 7 7 
GANG . . GANG 
7 7 “When you buy your washing machine, you go to the same dealer—the one down ] ] 
7 y on Main Street. Tell him I sent you and that you want a machine just like mine. Z 7 
Z Z And make him give you a package of OAKITE because that’s what makes the machine 7 ] 
GANZ k 11.” GING 
Y work so well. GAIGY 

] AW 

Y) GAG 

Z Dealers who recommend and sell OAKITE Get this point straight—-OAKITE is not y 7 
7 7 find that it overcomes complaints and devel- soap. There is as much difference between y y 
Z Y ops good-will. Women judge washing ma- OAKITE and soap as there is between an J y 
7 chines and dishwashers by results. If the electric vacuum cleaner and an old-fashioned Y G 
% 7 clothes or dishes are not thoroughly and carpet sweeper. Z y) 
Z quickly cleansed, they blame the machine Y y) 
y} ] even though the fault may be with unsuit- Don’t handicap your washing machine 7 y, 
Z Z able soap. and dishwasher sales by neglecting to inves- Z zy} 
7 7 OAKITE insures satisfactory results in tigate OAKITE. Let us send you a free Z Z 
ZY : F : : : sample carton containing a half dozen 12 oz. GIIG 
Z Y electric washing and dishwashing machines. a G Y 
Z 7 Hundreds of dealers are now handling it packages of OAKITE. Try it, test it. Judge y Y 
Z ] as an aid to their sales of machines as well OAKITE by what it actually does. Write j Z 
GY for the profit which OAKITE pays. to us or G'\\Z 
] as for re) ] | 
Y )} ORDER OAKITE THROUGH YOUR JOBBER. Z ZY 
Yj G7 
] OAKLEY CHEMICAL COMPANY 7 ] 

GZ 

ZY 12 THAMES STREET, NEW YORK Z 
GZ Y 
—GANG Y 
y Y Z 
g Y a, Y ZG 
Gy Y = Y Z 
Y 4 LATEST PRODUCT 68 % 
: OAKI 0 L, NS A 
Y Y YWHHHWl=WTC=W WCVMC;C(JJTJJMV@@#!—. Uy a \\ B74 y P JUUH=TH|#CO@@@_€ 007 Yuuuwwtm0;0;0}0—0€6 YY Yy Y 
G mas TRACE MaRK Uy 
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‘American Beauty” 


ELECTRIC IRON 
The Best Iron Made 


Buy this iron for what it, will 
do. Of course its first cost is 
a little more than ordinary 
electric irons but its sturdy 
reliability makes it cheaper in 
the long run. 









Manufactured by 


| American Electrical Heater Company, Detroit. 
Makers of a Complete Line of Electric Heating Devices. 
M 
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The Trend of the 1100 


YOU and WE are on the eve of a new 


year. 





The newest and by far the biggest year we 
have ever. had. 





The trend of the times shows unmistakably 
that 1921 is to be a year of bigger business, 
more intelligent co-operation, better under- 
standing and clearer vision---the elements 





Write out of which BIG things are made! 
for In the vanguard of the year comes the new- 
est and biggest BESCO Catalog --- 1100 
Yours! pages strong---and the trend of the 1100 





is in keeping with the times. 


Containing--- 


Illustrations and descriptions of the most 
up-to-date Electrical Supplies; important 
data; Wiring Tables; latest Underwniters’ 
Rules; tables showing proper size of fuses 
or wire to be used for different sizes of 
motors; etc., etc. . 


IT WILL BE MUCH EASIER for us to 


get your copy to you if we have your name 
and address. Will you co-operate? 


Baltimore Electrical Supply Co. 











307-309 N. Calvert Street 
Baltimore, Md. 
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Economy of 


Sales Effort 


‘The Machine of 
Fewer Parts”’ 





It should occur to the washing machine 
dealer, bent on present day economy, that the 
most vital saving he can accomplish is econ- 
omy of sales effort. For sales effort is as much 
his stock in trade as are the goods on his floor. 


The Rainbow Electric Clothes Washer can 
be sold with less effort than other machines 
for these reasons: its appearance pleases the 
customer; the standard washing principle re- 
quires no argument in its defense; its extreme 
simplicity is a guarantee against trouble. This 
economy of sales effort makes the Rainbow a 


profitable machine to handle. 


Rainbow Features 


Fewer moving parts than in any similar machine 
—a cylinder which reverses after each revolution 
—double worm gear drive with high grade ball 
bearing—Armco iron tub—seventy-five pounds 
less weight. 


Write today for details 


The Bernard E. Finucane Company 
Rochester, N. Y. 
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Absolute Safety with the Meadows 


The patented foot pedal control of 
the wringer puts the Meadows in 
a Class by itself. It stops the wringer 
instantly by simply lifting the foot 
from the pedal. 


Meadows Safety Power Washers 


are made with every improvement 
—the reliable dolly principle; all 
gears enclosed; swinging reversible 
wringer; features which enable the 
Meadows to wash clothes better, 
quicker and cleaner. 


Dealers: Write for trade terms and full particulars. 


THE MEADOWS MFG. COMPANY, 


10 Bell Street, Bloomington, III. 





























December, 19-0 


ELECTRICAL MERCHANDISING 


135 











ee ee es sa 





Meadows Washers Make Happy Families 


The ease, speed and efficiency with 
which a Meadows Power Washing Machine 


does the week’s washing not only makes Mother 
happy—it makes the whole family feel better. 
Laundering clothes to snowy whiteness is easy when 
the laundering is done the Meadows way. 


Meadows Power Washing Machines 


have these features, many of them exclusive: 


Swinging Reversible Wringer—Foot Pedal 
Safety Control— All Moving Parts Enclosed — Dolly 
Type Washing Principle which washes clothes 
quicker, cleaner, better. 


Meadows Washers make happy 


dealers. They sell on sight, which means 
a quick turnover. They give lifelong satisfaction to 
your customers. 


Write for descriptive literature and generous dealer terms 


THE MEADOWS MANUFACTURING COMPANY, 10 Bell Street, Bloomington, Illinois 














TRADE MARK REGISTERED 
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Manufactured by 


THE LEWMCO 
BELLVILLE, ILL. 





SheLocomotive |. 


“Lem Moore’s Wife 


IT WAS crisp Monday evening 


IN December 

MA SMITH ids sitting 
BY THE kitchen fire 
WAITING lee Pa 
AND shidhiing 

WHAT ‘ ihe day 
MON DAY wad become 
SINCE de bao Twins 
HAD _— the 
WASH eer hieaalaee: 

A HEAVY ~ sounded 
ON THE soon porch 
AND MA flew 

TO THE oee 

TO GREET Pa 
WITH atte : 

AND a sail ‘ 

BUT Pa ee tuittiine 
SAYS sie.” Wiis 

I JUST irene 

THE dad-burnedest joke 
ON LEM Moore's wife 
IT SEEMS that about 
SIX WEEKS — he 
TOOK iat distin and 
HIRED ie — Twins 
TO DO eae waite and 
EASE her mee consid’rable 
WELL, —_ dane. Althea, 
S108 sha did scale 

N IGH to two hundred 
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Needed a 


AND exercise was a AON 
BIT oneasy to her 


WELL Althea, to if ; 








MAKE a long story short e>. ai KY 
THEM twins just natchelly 

DON E i oni of 

MRS. Lem’s work thet Let the 


LOOP TWINS 


SHE'S taken on Do the Dirty Work! 


ABOUT thirty-eight pound 
IN THE last fortnight and 
LEMUEL now ‘lows he'll 
HEV t’sell the twins 

TO KEEP his wife within 
THE bounds - reason 
BUT I seys to him 

FER the sake of your clothes . 
KEEP the Loop Twins _ 
RIGHT on the job and — 
MAKE Mrs. Lem walk 
CLEAN ‘veal the township 
TWICT every day : 
AND Lem says no it 
WOULDN'T do for her to 
JAR the township again 

















SO soon after that 
LAST election. 


DEALERS: Let us put the i 
Loop Twins into your store. Ma 
Great attention getters. The 
little Dutch wash girls are 
selling more LOCOMOTIVES 
than have ever been sold. 
Write for the Loop Twins’ 
Dealer Helps! 


| Electric Washer 


Trainer” 
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An Every-day Helper for 
Every Woman 

The Whirlpool washes, dries 
and sterilizes from 70 to 100 pieces 
of china, glass ond silderware in 
5 minutes. Pots, pans and other 
cooking utensils can 
washed in the Whirlpool. In thou- 
sands of homes Whirlpools are 
giving practical, every-day serv- 
ice—some of them six years old. 





DISHWASHER 
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THE 





DISHWASHER 


50% More Whirlpools in 1921 


Arrangements have been practically completed to 
increase the production of Whirlpools. at least 50% 
during 1921. 


The amazing increase in demand for Whirlpools this 
Jear overtaxed our production capacity pretty severely. 
But with this substantial increase we will be able to 
prevent a lot of disappointments in 1921. 


To those dealers whose orders we were unable to fill 
this year, this message is sent as evidence of our effort to 
take care of their needs during the coming year. And 
to hundreds of other dealers who will want Whirlpools 
in 1921, We promise to do our utmost to avoid disappoint- 
ing them. Of course, orders will be filled in the ‘order 
of their arrival. Better write today for details. 


And may you have the Most Prosperous New 
Year ever! 


Whirlpool Manufacturing Company 


1629 Chestnut Street 
Philadelphia 
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A Thoroughly 
Practical Dish Washer 
for Homes of the Better Class 


The famous Crescent Glass and Dish Washer used by hotels 




















and restaurants—simple, compact and easy to operate 
iP ae 7 P 


RESCENT Model “M” Electric Glass 

and Dish Washer satisfies a long felt 
want —a really efficient dish washer 
of small size, medium capacity and 
simple 5 a suitable for large 
homes, soda fountains and small restau- 
rants where the space is limited and the 
volume of glass or dish washing does not 
warrant the installation of the larger 
Crescent models. 


Model “M” occupies floor space only two 
feet square. Having doors on three sides 
it can be operated with equal conve- 
nience in a right or left isd corner or 
along the wall. A single lever controls 
the entire operation of washing, rinsing 
and sterilizing. Washes and _sterilizes 
a rack of dishes in thirty seconds. 


How the double revolving 
wash operates 
A tray full of dishes is slid into the 
washer and the door is closed. Instantly 
the double revolving wash, a patented 


Crescent feature, shoots torrents of 
scalding water through revolving wash- 
arms located above and below the dish 
tray. The cutting-stripping action of the 
Crescent double revolving wash removes 
all traces of grease and refuse. All with- 
out handling and in thirty seconds. 


A double sterilizing rinse 


There is a double sterilizing, clean, scald- 
ing rinse direct from the boiler. Dishes 
come out sparkling clean and sterilized. 
Their heat dries them—no need for towels. 


No breakage 


Crescent users report a seventy percent de- 
crease in breakage and three aed per 
cent increase in speed of washing dishes. 
Leading hotels wash all their glassware 
and fine, fragile china in Crescents. 


Write today for full detailed description of Cres- , 


cent Model “M”—the dish washer that puts big 
home kitchens on the same basis of efficiency as 
the large hotel and restaurant kitchen. 


CRESCENT WASHING MACHINE COMPANY 
118 Beechwood Ave., New Rochelle, N. Y. 







| The Biaibudees Dueilile 
Revolving Wash 







A Few of Crescent’s 
10,000 Users 


Commodore Hotel, 
New York 
< 
Waldorf-Astoria, 
New York 
“ 
The Grunewald, 
New Orleans 
“ 
Auditorium Hotel, 
Chicago 
“ 
Fort Pitt Hotel, 
Pittsburgh 
“ 


Yale Club, 
New York 
“ 
Hotel Spokane, 
Spokane, Wash. 
“ 


Denver Athletic Club, 
Denver 
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Not what you 
think it means 














DISHWASHER employing an entirely different 
: principle. Every angle, in both vertical and 
horizontal planes, covered by direct water action. 


Every dish absolutely clean. 


P. stands for practical. 
D. stands for durable. 
Q. stands for quick. 


And a large S should cover all—which stands for 
sanitary, which is of great importance in any dish- 
washer. 


DOW MANUFACTURING COMPANY 
Braintree, Mass., U.S. A. 
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KEYSTONE IRONERS 


INSURE LARGE 
PROFITS BY 
RAPIDITY OF 


TURNOVER © 


We have spared ourselves neither time 
nor trouble in making sure of the Key- 
stone’s perfection in principle, design and 
construction before placing it in the 
hands of our distributors for sale to the 
consumer. 


We realize the long wait dealers have 
had and regret the delay exceedingly. 
But we are convinced that it would work 
for the ultimate advantage of all parties 
concerned if we assured ourselves first 
that the Keystone Ironer was perfect in 
every detail. 


Keystone Ironers are now being shipped 
in carload lots—a better machine with a 
better sales policy behind it. 


We have insisted that our engineers make 
the Keystone Simple. They have! That 
it be rugged yet not too heavy or bulky. 
Again they have succeeded! 


We have emphasized Simplicity, Ruggedness, ease 
of operation and high character results for one pur- 
pose—to make one machine sell another with a min- 
imum of sales efforts by the dealer—to bring greater 
profits through more rapid sales. In order to ac- 
complish this an ironer must give continuous satis- 
faction to the user. This the Keystone does. 


Are you interested in handling exclusively, an ap- 
pliance of the first order backed up by a sales policy 
of fairness and cooperation? Then write today. 














Simplicity 
Ruggedness 

Ease of operation 
High Character of 
Results. 
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ELECTRIC IRONE 


It will pay you to investigate the many points of superiority of the Capitol Iron- 
ing Machine before deciding what ironing machine you will handle. 


THE CAPITOL will recommend itself to your customers because if is so easy 


to use, simple to care for and there are no adjustments to be made on the machine 
after it leaves the factory. 





————————————— 
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We point out some of the visible features of the 
CAPITOL but there are many others that only 
investigation will disclose such as efficient perform- 
ance, wide range of work it will do, sturdiness of 
construction, etc. 


1 Both hands are free at all times to guide the work 
and prepare fresh goods. 

2 All movements of the roll are controlled by the 
foot lever. 


3 Gears run in grease and are silent. Pulleys and 


gears are protected by guards as precaution against 
accident. 


4 The roll can be reversed or idled by hand by pull- 
ing out the knob. 


5 When foot lever releases the roli, an automatic 
switch breaks the electrical contact and stops the 
motor. 


6 All thicknesses of materials can be ironed on the 
CAPITOL, varying pressure being supplied by the 
springs and levers by a slight pressure of the foot. 


There are some desirable territories still 
open to live dealers and distributors. Why 
not write to day? 








BARNE? 





Peon SUNDRY & MACHINE CO. nevsensevusa 
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THE NEW They 75 


The Last Word In 
ELECTRIC IRONERS 








Entirely Automatic 


Automatic Control— 
No Hand or Foot 
Levers. 


Collar and Cuff 
Attachment 


Four Position Shoe 
Two Speed Roll 


Direct Drive, Beltless 
Self Aligning Shoe 
Light Weight 
Large Swivel Castors 
Easy to Install 





B: 


_—The 100 per cent. Ironer-— 








Read the Specifications. Send for our wonderful 
money making Selling plan. 





‘‘When Better Machines Are Made, 
Hurley Will Make Them” 


HURLEY MACHINE COMPANY 


NEW YORK CHICAGO TORONTO 
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it makes a splendid Christmas gift 


WIRT = electric = PAD 


The Electric Heating Pad is fast 
becoming a necessity. With the 
Wirt Pad your customers can afford 
what they cannot afford to be with- 
out. | 








Wirt Electric Heating Pad is sani- 

tary and washable. It has a flexi- 
ble, smooth cover giving even heat- 
ing surface. 


Furnished with 8 feet of cord, 
attachment plug and a slip connec- 
tor. Size, 10 inches by 14 inches. 
Cost 1-3c per hour. 











Radiates Comfort 





Put this display on your 
counter (let’s hear from 
you if you don’t have one). 
Every Wirt Pad 1s packed 
and goes to you in one of 
these displays. 








CHICAGO 
DOHERTY-HAFNER CO. 
618-26 W. Jackson Boulevard 


NEW YORK 
HATHEWAY & KNOTT, INC. 
117 West Street 











PHILADELPHIA PENNSYLVANIA 


CANADA SAN FRANCISCO EXPORT AGENTS 
Benjamin Elec. Mfg. Co. Ltd., Toronto Benjamin Elec. Mfg. Co., 580 Howard St. Pass & Seymour, New York 
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What we do for dealers 
who sell the Premier 


To represent the Electric Vacuum Cleaner Com- 
pany and sell PREMIER VACUUM CLEANERS 
Powerful Advertising offers the following practical and substantial ad- 


i vantages: 
eling Assistance The Premier selling campaign—in The Saturday 


Service to Owners Evening Post and leading women’s publications — 
sells Premier Vacuum Cleaners just as you would 
if you were talking to a prospect—only each adver- 
tisement talks to millions. 


Time Sales Financed 


All behind the most 
efficient, practical and 
popular Electric Vac- 
uum Cleaner. 


Through an affiliated company we help Premier 
dealers finance installment sales. Your selling ac- 
tivity therefore isn’t hampered by credit limitations. 


The 50 Service Stations maintained by the Premier 
Company in leading cities are of enormous assistance. 
They relieve you of the burden of repairs and re- 
placement of parts. 


The rigid written guarantee is very impressive tc 
buyers and is an assurance of good faith. 


You have a vacuum cleaner which easily outsells 
competitors. 


You are given direct selling assistance by trained 
representatives of our Sales Department. 


Look across to the opposite page at the striking 
Saturday Evening Post ad. That is the type of 
advertising which is selling thousands of Premier 
cleaners. Make it work for you/ 






\ 


rOMmMIO \ 
FWP. 


First Among Cleaners 


ELECTRIC VACUUM CLEANER CO., INc. 
CLEVELAND, OHIO 


Premier Service Stations in Principal Cities 


Raeclusive Canadian Distributors: 
Canadian General Electric Company, Limited, Toronto, Ontario, and Branches 
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Have a home demon- 
stration 


Every Premier dealer will gladly 


show you what it does. 


If you don’t know ‘his name, write 
us and we will advise you. Better 
do this today. 


Sold with service and a 
year’s guarantee 


The Premier is backed by the same 
service offered to the buyer of an au- 
tomobile. There are 50 Premier serv- 

_ice stations devoted to caring for any 
need of Premier owners. Our repre- 
sentatives gladly make adjustments 
and help the user get the best service 
from her machine. 


The Premier’s outstanding advantages 
are powerful suction, light weight and 
efficient attachments which actually do 
the work they’re intended for. And 
because of enormous and standardized 
production, it is priced $10.00 under 
the market. Every Premier is sold 
with a full year’s guarantee. 





bring the Premier to your home and 





sd Solving the Cleaning Problem 


in Maidless Homes 


The problem simply doesn’t exist 
once the Premier is installed. It is 
almost as light and easily handled as 
a carpet sweeper. And it cleans every- 
thing, from heaviest rugs to clothes 
and fine furs. 

When you have finished the rugs, 
proceed to hangings and curtains— 
without taking them down. Then 
dust pictures, chandeliers, walls and 
woodwork—no need for ladders and 
reaching. 

There is a special attachment for 
cleaning upholstery, mattresses and 
pillows. You can forget old-fash- 
ioned pounding and beating. 

All this cleaning is done with ab- 
solute thoroughness. It is finished 
with greatest ease and very quickly. 

Thus the Premier makes it possible 
to go on keeping house in comfort, 
even when all household help fails. 

It brings to the home the same type 
of labor-saving devices used by in- 
dustry to meet labor shortage—efficient 


mechanical aid which does the work 


better than human hands. 


Light weight—powerful 
suction 


You want a cleaner which combines 
these features. 

The first is necessary for easy han- 
dling without weariness. The second 
is essential to efficiency. 

For the convenient, important at- 
tachments which take care of so many 
tiresome cleaning jobs couldn’t do 
their work well without the Premier’s 
powerful suction. 

You must have it to extract all dust 
from rugs without wear, and _ to 
freshen and renovate nap and texture. 

The Premier, made of aluminum, 
weighs less than 12 pounds. But it 
develops many times more suction 
power than even the heaviest machine. 

The nozzle brushes are efficient 
cleaning adjuncts to. this powerful 
suction. 


ELECTRIC VACUUM CLEANER CO., Inc., Cleveland, O. 


Premier Service Stations in Principal Cities 


Exclusive Canadian Distributors: Canadian General Electric Company, Limited, 
Toronto, Ontario, and Branches 


oo 





N 


Featuring Premier Attachments is a very powerful sales argument. 
is most important in general cleaning. 


CHC 


First Among Cleaners 


\. 


\\ 


Their efficiency 
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Electric Heating Pad 


consumes but 20 Watts on low heat, 35 
Watts on medium heat, and 55 Watts 
on high heat. This results in maximum 
heat with minimum of current con- 
sumption and operating cost. 





ANYLITE 
Dimming Socket 


Combines Pull Socket and Light Dim- 
mer, making possible 20 changes of 
light from one lamp. Not a trans- 
former. Can be used on either alter- 
nating or direct current circuits. 


Ul UUEINQQQOQOOUOOUUUQQOQUOOOOUUUAGOQOOOOOUEUUUUGOOOOOEOOUUOUEGGAOOETUUOOGSAAEUUEAAGGAA EES 


THREE heats! Yes—but the most remarkable 
thing about the Sun-Ray Heating Pad is its low 
current consumption. You can show the buyer 
exactly how little it costs to operate and incidentally 
prove it to yourself—if you are not already familiar 
with the Sun Ray. 


This kind of electric heating pads is finished and 
packed with the utmost skill. It appearance is a 
very. subtle sales influence. More than one dealer 
has told us that his sales never fail once he has the 
customer “get the feel” of the Sun-Ray. 


ANYLITE is rightly named. The Bureau of 
Standards. credits it with 20 changes of light—just 
as much light as is wanted, with a corresponding 
saving of electric current. 

Anylites come mounted on an attractive sales-mak- 
ing-display card, and the profit on resale is good 
enough for any progressive dealer. - 


Anylite takes the “Uno” Shade Holder which is 
supplied from your stock when the customer requires 
the shade holder type. 


If your jobber cannot supply you with these profit 
builders write direct to— 


A. HALL BERRY 


71-73 Murray Street, New York 


Vol. 24, No. 6 


3 Heats— 


20 Changes of 
Light— 


Quick 


Turnover! 
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How you can make 
your own shop test of 


STAHO! Electric Irons 


cause it holds its heat 20 to 40% 
longer than other irons. 


This is because STAHOT construction 
is different. In STAHOT the old 
style mica and flat ribbon wire unit 
and the interior cast-iron body are 
superseded by soapstone (Steatite ) 
grooved at the bottom for the 32 feet 
of coiled STAHOT heating unit, 


locked in, and cemented. 


‘eo iron is named STAHOT be- 


Soapstone has always been the best 
heat retainer. Thus, while it takes a 
little less than a minute more to bring 
STAHOT to ironing heat, STAHOT 
holds its heat so much longer, sav- 
ing steps, time, and current expense 
for the user. 





It is easy to prove this in your store. 


Our proposition is to send you six 
STAHOT Irons. You to put them 
on test, in the window, in the home 
of a “Doubting Thomas,” with actual 
store demonstration and try them out 
in this simple shop test: 


Hook up a STAHOT alongside any 
iron with heel-rest; turn it on the rest; 
apply the current ten minutes to each, 
then disconnect irons, and with a 
watch, test the heat of irons every few 
minutes, by dampening the finger and 
applying it to both ironing surfaces. 
You will find that STAHOT sizzles 
from 20 to 40% longer — depending 
upon which iron you compare it with. 


Thus, before you agree to sell STAHOT 
you prove its sales superiority. Now read 


more about STAHOT features on the 
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STARMUL Means More Profit 
per Sale and More Sales! 


TS attractive appearance; the doubly high finish nickeled 
if shell, the handsome blue enameled handle, its good 
looks, win interest and admiration. The STAHOT 
carton, patterned with the same design shown in this bor- 
der, makes STAHOT window displays distinctive, striking. 
The double carton carries STAHOT safely on its journey; 
it is not a shelf-sticker, although it looks good on the 
shelves. 


Take a STAHOT, put it on a pedestal, draped; have a good 
background, place a mirror behind it, so the iron shows 
from every angle. Just this—nothing more. Note how 
people stop — look — enthuse. 























TAHOT sales superiority shows forth in the store. 
S Place STAHOT on a table with other irons. Invari- 
ably the blue handle invites the woman to say: “And 

what is THIS iron?” The bright orange selling tag, attached 
to every STAHOT, is an attention getter, keeping the pros- 
pect interested until the salesman comes. Prove these facts 
by actual store demonstration. If, in this silent selling, 


with stiffest competition, STAHOT sells, you’ll want it, 
won’t you? 














TAHOT makes good in actual ironing test, in home 
~ or store. Try one out in the home of an executive 
— pick a “Doubting Thomas”; do a whole family 
ironing with STAHOT. Note its 5% greater ironing 
surface; the perfect balance, the coolness of the heel-rest 
and handle, the heat at the point —all these features. 
That is the jina/ way to test STAHOT ! 


After you’ve done all this, if you’re still unconvinced you can return the six STAHOTS at 
our expense and you’re none the loser. If you go ahead, we co-operate to the limit — WE GIVE 
YOU LARGER DISCOUNT—all the co-operative advertising possible— GUARANTEE OF TWO 
YEARS—we work with you to sell your prospects, in your community, all the time. 


Address the trial order through your regular electrical jobber, or 


STEATITE ELECTRIC PRODUCTS CORPORATION 
YORKTOWN HEIGHTS, N. Y. 





‘“‘STEATITE’’ the geological name for soapstone 
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HE distinctive selling feature of the Electric SWEEPER-VAC is the famous 

MOTOR DRIVEN BRUSH. It is what makes the “SWEEPER-VAC” 
different and better! Christmas and the holidays are fast approaching. Are 
you ready? Is your SWEEPER-VAC stock adequate to meet the big holiday 
demand that’s sure to come? Send in your order NOW. We’ll make prompt 
shipment. Don’t delay—act today, NOW! 


PNEUVAC COMPANY, 161 Fremont Street, Worcester, Massachusetts 


Electric 


WEEPER-VAC 


With Motor Driven ¥ Brush 
































152 





ELECTRICAL MERCHANDISING 


oo. 


4 


ELECTRIC 





The Two Apex Exclusive Features: — 
1; The inclined Nozzle that cleans into 
corners, under low furniture and close up 
to baseboards. 2; The Divided Nozzle 


that cleans evenly and thoroughly all the 
way across. 





A Good Reputation 
That Is Making Sales 


NE of the values of a good reputation is that an- 
other member of the family can share it and 
benefit by it. This is true of products as well as people. 
For instance, nearly everyone knows of the new auto- 
mobile that recently gained a wide and immediate ac- 


ceptance on the reputation of the older car made by 
the same company. 


The Apex Cleaner is sharing its page in national ad- 
vertising with the Rotapex Washer, lending the Rota- 
pex the benefit of a well-grounded reputation. Mil- 
lions of women who are good friends of the Apex 
Cleaner readily concede the quality of Rotapex be- 


cause they already know the merit of the Apex 
Cleaner. 


The Apex Cleaner built its reputation on its two ex- 
clusive features, combined with quality materials and 


SUCTION CLYAMMER| 





‘Vol. 24,'No. 6 
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Left Hand Control: All control levers 
are on left hand side, leaving right 
hand always free. This feature makes 
for convenience, safety and ease of 
handling. 
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OTAPE X 


[ELECTRIC CLOTHES WASHER 





RSTAPEX | 
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Sturdy Power Unit: No belts, no 
chains, no springs. Ample power 
direct from motor to operating units. 
Friction clutch eliminates possible 
damage by overloading wringer or 
washer. Universal joints. Bronze 
gears, fully enclosed, run in oil. 


good workmanship. Every woman who is suction 
cleaner wise knows the value of the Apex divided noz- 
zle and the Apex inclined nozzle. 


Likewise the Rotapex has features that mark it as a 
superior washer. The left hand control and direct 
power unit are strong selling points and strong work- 
ing features. In every way the Rotapex is a washer of 
merit; and in being identified with the Apex Cleaner 
it gets a running start in good will that spells big 
SUCCESS. 


Make Apex Cleaner-Rotapex Washer success, your 
success. Let your store share the reputation that makes 
for easier and bigger sales. 


Get acquainted with the Apex-Rotapex proposition. 
Write for full details. 


The Apex Electrical Distributing Co. 
1087 East 152nd St., Cleveland, Ohio 


Canadian Factory: Apex Electrical Manufacturing Co., Limited 
102-104 Atlantic Ave., Toronto, Ont. 
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Hoover Sales Multiplied 
by Seven 
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It Beats... as it 
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in IT'wo Years! 


— And We Can Do Proportionately Well for You 





Picture a city of 24,000 composed chiefly of retired farmers ; furthermore, a 
college town without any factories—and you have LaFayette, Indiana. 


Nevertheless, in 1918, The Wolever Electric Company of that city sold about 
5 or 6 Hoovers amonth. Along in the spring of 1919, however, they decided 
to avail themselves of al/ our help and experience. 


This readiness to co-operate fully is all we ask of any dealer—of you! In 
this instance the sales average was increased to about 25 Hoovers a month 
_ for the remainder of 1919. 


And for 1920 we have co-operated so well that sales have hovered around an ~ 
average of about 40 Hoovers a month to date—seven times the business 
they did two years ago. 


Now we are ready to give more dealers this same, continuous, on-the-ground, 
successful merchandising assistance. 


Small stocks, rapid turnovers, small floor space, excellent profits, constantly 
growing volume of sales, the attraction of new customers to your store—all 
these are factors uppermost in our plan of co-operation that we desire you 
to hear. 


When may the Hoover representative in your district have an appointment 
with you? His visit will prove to be time well invested on your part, we 
assure you. 

THE HOOVER SUCTION SWEEPER COMPANY, NORTH CANTON, OHIO 


The oldest and largest makers of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 





Sweeps as it Cleans 
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IME and performance have served to 
strengthen the good opinion dealers and 
users have of the Royal Electric Cleaner. 
A larger number of dealers are exhibiting the 
Royal to Christmas shoppers this year than ever 


before. A larger number of Royals are being 
sold for Christmas giving. 


Dealers sell the Royal, users choose it and 
owners prize it, for its simplicity. 


The Royal “Clean By Air Alone,” the accepted 
right cleaning principle, and it is built for a life- 
time of efficient and trouble-free service. 


The P. A. Geier Company 
| 5121 St. Clair Ave., Cleveland, Ohio 
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We Sell Them for You! 


The AMERICA Re-Sale Plan, that actually makes sales for you, now replaces time worn 
methods of electric cleaner merchandising. Be assured of quick turnover and easy profits in 
your electric cleaner department. Investigate the AMERICA Re-Sale Plan at once. You 
benefit directly by our personal sales work that brings orders and new customers right into 


“OVER — UNDER — THRU” 


your store. 


Only the “AMERICA” moves the cleansing air 
OVER, UNDER and THRU the meshes of the 
rug. ‘This triple action not only removes surface 
litter, but also the embedded dirt, and the fine 
grit that seeps clear thru the rug. The brush 
which thoroughly combs the nap in both direc- 
tions, revives color and lustre. Dust and dirt 


that gather along the bottom of baseboards, in 
corners and under extremely low objects are 
drawn thru the side arches. Threads, lint and 
bulky litter are whisked thru the front arch into 
the dust bag without lifting the cleaner. The 
“AMERICA” is the only cleaner designed with 
these advantages. 


THE WISE-McCLUNG MANUFACTURING CO. 
500 Eighth Street, New Philadelphia, Ohio 
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More 
than 
Merely 
a 
iar The Rayvac 
Coan.” be sta bene ponular wis 


It has brought t benefits to both— 





















to the one in the form of gre 
profits, more rapid turnover and 
less servicing, to the other 
great labor saver combining eff 
ciency in operation with simplicity 
of construction and design. 
We want r representatives, the 
Rayvac deal to know that we have 
at present no surplus stock on hand 
and can meet immediately any trend 
that the market may take. This per- 
mits yvac agents to keep up their 
holiday sale campaigns at top speed 
without fear of bei caught on a a 
li k 
h 
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Vay 


Cleaner 


Cleans Places Only A Dust Cloth Could Reach 










The Patented Air-Way 
Suction Handle 


The Air-Way Universal 

joint —a veritable 

“Human Wrist” 

The Air-Way Sanitary 
3 Paper Bag (Inside of the 

cloth container) 


The Patented Air-Way 
Visible Dust Indicator 


Self -Adjusting Floor 
Tool— Mounted on 
Rubber Wheels. 





NLY the Air-Way has the 

famous Suction Handle— 
thousands consider it the greatest 
advancement in home cleaning 
science. 


It is the most unusual feature 
you can demonstrate about a 
vacuum cleaner. You merely pick 
up the featherweight Air-Way and 
the long reach of the hollow Suc- 
tion Handle gathers dust from 
inaccessible places like a powerful 
magnet. 


No stooping to attach the Air- 
Way appliances. They come with 


the cleaner—not extra—and slip 


right onto the upper end of the 
Suction Handle. 


Four more notable scientific im- 
provements give the Air-Way its 
amazing efficiency. It gets the 
dirt with its powerful volume of 
air only—the safe way. 


These remarkable selling fea- 
tures with the Air-Way sales plan, 
national advertising, and the 
strong Air-Way organization make 
this a wonderful sales proposition. 
Desirable territory open for dealers 
of the right kind. Write to us. 


AIR-WAY ELECTRIC APPLIANCE CORPORATION, TOLEDO, OHIO 
CHICAGO; 20 E. Jackson Blvd. CANADA: National Electric Heating Co., Ltd., 644 E. Queen St., Toronto 


BETTER because it is a DIFFERENT dnener 
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ERY likely itis. But you want to be 

sure. Whenever there’s a question up 
about something electrical and you want 
good judgment to add to your own, ask 
your Electrical Supply Jobber. 


The Electrical Supply Jobber knows. 
It’s his job to know goods and to know 
people. He tests and tries. He knows 
the history of the goods and what is 
back of them. He knows how goods 


tie up with the job in hand. When in 
doubt ask him. 











Write today for booklet, . ¥ Fe) bby 


“The Distribution of 


Flectrical Supply [Magma Hectial 
Jobbers Association | met): )\4 


411 SOUTH CLINTON ST. | | Jobber 
rep 5 6 Coy-Ncre) * 
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Good Workmen 


appreciate 


GOOD WIRE 
















IF IT’S 


PARANITE | 


While wire is very much alike in out- 
side appearance, differences in quality 
of manufacture are well known to the 
workman who is responsible for a sat- 
isfactory installation. 





The thirty year old reputation of 
PARANITE: for highest quality of 
materials and manufacture is based 
upon countless individual opinions 
formed from performance experience. 





You have this assurance of better wire, 
this guarantee of service, if you get 
PARANITE labeled wire. 


Indiana Rubber & Insulated 
Wire Co. 


Chicago Office: 210 So. Desplaines St. 
New York Office: Thomas & Betts Co., 63 Vesey St. 
Factory and General Office: Jonesboro, Indiana 
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HABIRSHAW 


‘Proven by the test of time” 


Insulated Wire & Cable 




















The Architect and the Electrical Contractor 


These men insure the utmost economy and con- 
venience in every one nf electrical installation 
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Habwshaw Wire Manulactured by 
Habershaw Electre Coble Ca. 


anes Incorpore ted 
‘tisleta New York Offices in All Principal Cities 


HABIRSHAW 


“Proven by the test of time” 


Insulated Wire & Cable 


Plus Western Electric Company's Service A 


This advertisement appears in The Saturday Evening Post, Literary 
Digest, Factory, System, and Manufacturers’ Record, and is 
one of the Habirshaw co-operative series 


Boosting the Architect, the Electrical Engineer and 
Contractor Through National Advertising 


N LONG with ‘a sound argument on economy—under present conditions one of the 


Habirshaw Wire Distributed b) 
Wwestera Electric Company 


SS OOOO et) 




















chief points of interest in the public mind—Habirshaw focuses its national ad- 

vertising upon the benefits of the services of the architect, electrical engineer and 
contractor. New developments in architecture and building are constantly bringing 
with them new and more difficult electrical requirements, and Habirshaw believes that 
the satisfaction of home owners and industrial heads obtained through the services of 
these trained and experienced men will reflect credit and insure prosperity for the entire 
electrical industry. 

Habirshaw seeks to co-operate not only through national advertising, but through 
the maintenance of a fully equipped research and engineering staff, the results of whose 
work in laboratory and field are at the disposal of all who seek information of any electrical 
problem or new development. And as an added factor Habirshaw wires and cables, 
through volume production and the efficient merchandising of the Western Electric 
Company, are now brought to every active market of the United States at the market price. 


Habirshaw Wire Manufactured by 
Habirshaw Electric Cable Co. 


Incorporated 


Yonkers, New York 








Habirshaw Wire Distributed by 
Western Electric Company 


Incorporated 


Offices in All Principal Cities 


Rubber Insulated Cables 
Paper Insulated Cable Varnished Cambric Insulated Cables Code (Black Core) 
Round Conductor Cables ‘peed Cubbie Intermediate (Red Core) 
Sector Cables 30% Hevea R.S. A. Standard 
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“Ten Thousand feet of Plia Duct 
on this order,” called out the 
checker to the shipping clerk. 
“Fine,” replied the shipping clerk. 
“Those tough crates don’t break; 
a ten foot drop just settles the loom 
in the package; they handle easily 
too; roll just like a hoop.” ‘Ten 
crates” “Right.” ‘The wire men 
like that tube, pliable yet sturdy.” 
“Every Foot Fit for Use’ 
Plia Duct Makes Work Easy. Check. 


Short Electrical 
Manufacturing Corp. 


Penn Yan, N. Y. 


DISTRIBUTORS 


James E. Gleason Co., 515 W. Jackson Blvd., 
Chicago, Ill.; Hatheway & Knott, 117 West 
St., New York City; Metropolittn Dist. Co., 
280 Broadway, New York City; Sperry & 


Who Said Plia Duct ? 
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333 
So., Seattle, Wash. 
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Standard Equipment 





FOR the past quartc, century all who 
have bought or specified electrical goods 
have taken “Paiste” Wiring Materials and 
“H & H”’ Switches as their standards. 
And these standards have risen year by 
year as our engineers found new ways of 
improving our products. 


In both design and workmanship their 


quality has never varied. It never will. 


THE HART QoHEGEMANMFCSS, - 
Hartford, Conn. i SA 








PAISTE] 
i 


“PAISTE™ 









































Birmingham, Ala. 
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Asbestos 
Covered 


Magnet 
Wire 


The American Engineers 


are broad-minded, they are fair and are always ready to give any- 
thing a fair trial and to this trait is due the success of many inventions. 


When they test a product and find it worth while they do not hesitate 
to voice their approval. 


Many electrical engineers have tested ROCKBESTOS and they 
know. 

We are asking you for your own good, to try 1t—we know what 
ROCKBESTOS will do for you and your electrical equipment, but 


you can’t know until you try it. 
A real test, in your own plant will settle any doubt you may have. 


All we ask is the privilege of providing you with samples of 
ROCKBESTOS to enable you to fry it. 


ROCKBESTOS PRODUCTS CORPORATION 


P. O. Drawer 1102, New Haven, Conn. 


Detroit, Mich. Minneapolis, Minn. Philadelphia, Pa. 
Des Moines, Iowa 


Cincinnati, Ohio 
Cleveland, Ohio 
Dallas, Texas 


San Francisco, Cal. 
Montreal, Que. Pittsburgh, Pa. Seattle, Wash. 
Indianapolis, Ind. New Orleans, La. Roanoke, Va. St. Louis, Mo. 
Denver, Colo. Los Angeles, Cal. New York, N. Y. Salt Lake City, Utah Toronto, Ont. 


Youngstown, O. 
(cise ml RR ln nett a ES 
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AND ITS UP TO STAY 


THEY SNAP INTO 

* & * 
THE HALF NELSON 
THAT THE LITTLE CLIP 
PUTS ON THEM 


A CINCH TO SUPPORT WITHOUT ANY FUSS 


ONCE MORE 


IT IS THOSE RIBS 


ALONG ITS EDGES 


* 2 Te 


THAT MAKE WIREMOLD 


. - * 


% * * 


FOR THESE RIBS SNAP 


* % 


BUT ONCE THEY ARE IN 
_— = = * * & 


INTO THE CURVED EDGES THEY WONT COME OUT 
% * * 

OF THE LITTLE CLIPS UNLESS THEY ARE COAXED 

——" * = 4 
THAT ARE ‘SCREWED TO WITH A SCREW DRIVER 
THE WALL TO SUPPORT so THAT Is WHY 
WIREMOLD IN THE MIDDLE WIREMOLD ALWAYS 
OF ITs TEN FOOT LENGTHS GOES ‘UP TO STAY 


© * «# a ae 


Write to-day for your copy of the Wiremold Catalogue 


THE 
AMERICAN WiremMoLD ComPANY 


HARTFORO.CONNK 
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The Symbol of 


Efficiency 
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in Electrical 
Conductors 








Present Day Demands 


It’s Right 





for electrical conductors require a high standard of ex- 
cellence. Rome-Wire is the product of the most modern 
wire making machinery, much of which is designed and 
built in the Rome plant, plus the skill of workmen spec- 
ially trained for their particular part of the process 
of manufacture. 

Twenty years’ experience devoted exclusively to making 
electrical conductors is back of every foot of Rome-Wire 
and which is as nearly perfect as is humanly possible 
to make. Jobbers and Dealers know there are no “come- 
backs” when they send out Rome-Wire. Rome-Service 
has a distinct meaning—satisfaction—to everyone who 
handles or utilizes them. 


Increased facilities enable us to handle every requirement 


promptly. 
ROME WIRE CO. 
Rome, N. Y. 


Diamond Branch, Buffalo, N. Y. 








2 ROMEWIRE® 


PROT, 









2 


VERMA - AWOL. 
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The Electrical Trade 


Takes to the “Tube” 


with the 


Single Interwoven Wall 
and 
Roller Bearing Wireway 


TUBULAR WOVEN FABRIC COMPANY 
Pawtucket, R. I. 


Se 
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SHERMAN 
Dependable Products 












— APPROVED 


THE SHERMAN GROUND CLAMP 


is the only all-copper one-piece clamp that grips absolutely tight. It can be used for either 
soldered or solderless connections. For soldered connections it is equipped with a Sherman 
Soldering Lug to conform with the underwriters’ rulings. It is adjustable and is made in 
three sizes to fit any pipe. A screw-driver only is needed to apply. 

















Sherman Soldering Lugs are the recognized stand- 
ard. Designs and dimensions are carefully worked out 
to secure rating as approved fittings. Efficiency is further 
improved by patented processes of manufacture. Big pro- 
duction secures moderate cost. The line is complete in 
all sizes from 30 to 1,000 amperes. 


Sherman Set Screw Connectors are made to 
accurate size. “~The number on each connector is an aid to 
neatness and efficiency in the stockroom. ‘lhe screws are 
heavily galvanized, hence rust-proof. “The set screw con- 
nectors are packed in neatly labeled boxes. 





The Sherman Connector is used for proper fitting 
of lead wires to dynamos, transformers, generators, etc. 
It is an economical and efficient device. It is made of 
seamless copper and has over five times the conductivity 
of yellow brass. 


Sherman Fuse Clips in ferrule type are made of 
phosphor-bronze, the only non-ferrous metal which will 
retain spring temper while under tension for a long time. 
The knife blade types are of heavy special temper spring 
copper. 


Sherman Terminals are of both sheet copper and 
brass. They are made in all styles and sizes on especially 
designed machinery. They are the best at the lowest cost. 


Sherman Battery Connectors have corrugated 
terminals to insure a tight hold, and the wire is covered 
with soft cotton and is very flexible. 


























i. B. SHERMAN Mrc. Co. 


BATTLE CREEK MICHIGAN 
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This cap will be the logical 
choice of your country trade 


Owners of 32-Volt Farm 
Lighting Units will be quick to 


appreciate the beauty and economy of this 


new Hubbell Cap No. 6720. 


It is patterned after the standard 
10-amp. caps used in the cities, and is but 
a trifle larger. The body is of tough, black 
composition, practically unbreakable. A 
large milled edge gives a good gripping sur- 
face for the fingers. The hole is big enough 
for weatherproof or asbestos-covered wire, 
and a generous knotting space is provided, 
thus relieving the contact screws of ail 
strain. A disk of black fibre locks down 
over these screws, and will not slide for- 
ward on the blades. 


bottom view 
1-2/7 actua 
size 


These blades are of heavy brass, 
set “polarized,” and are interchangeable 
with the entire line of 20-amp. receptacles. 
The Cap will carry 20 amp. at 250 volts— 
a safe margin for all farm work. 


You may confidently recommend 
this Cap to your customers for every service. 


And the Quality? That’s Hubbell. 









; VIFBBN 



















Sl s ‘ 
No. 5622 No. 5621 No. 5757 No. 6752 
.. 1/3 Actual Size 1/3 Actual Size 1/3 Actual Size 1/3 Actual Size 


AAA Ni MN TT 
A RA HARTA AAA Mi A eA 


HUBBELL® 


(Rot) SPECIALTIES 
pt U.S.A. 


Mooi 


HARVEY 


ELECTRICAL 


BRIDGEPORT 







WALs 2199-0 
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Christmas Shoppers 
Will Buy Over 
$125,000,000 | 
Worth of These 
Electrical Appliances 


Right After 
Christmas There 
Will Be a Tremendous 
Demand for HEMCO 


Twin Service Plugs 


Can You Supply This Demand? 


There has been an unprecedented demand for electrical 
appliances among Christmas shoppers this year. 


The number of electrical appliances used in any home 
are greatly in excess of the number of outlets. 


There is going to be a great demand then, right after 
Christmas, for Twin-Lite double service plugs. 


You dealers who sold these appliances will have an 
opportunity to sell these plugs and make an extra 
profit. 

HEMCO Twin Lite plugs are ready sellers—they are 
superior in every respect—they are compact and espe- 


cially strong—they will stand- usage that would break 
. any other plug twice over. 


GEORGE RICHARDS & CO. 


- 557 W. Monroe St., Chicago 344 E. 40th St., New York 


Western Agents: Geo. A. Gray Co., 589 Mission St., San Francisco New England Agents: Pettingell-Andrews Co., Boston. 
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CART SODAS 


1890 1920 





Te is the time when men renew their 
Faith in the things that have made us 


what we are. 














Tie old friends—the old associations— 


call us at this season and we come— 
to renew our point of contact. 














The then, is an appropriate time to 

remember the Sterling Quality of Pass 
& Seymour Wiring Devices—to renew our 
faith in those who have merited our business 
since December Eighteen Ninety. 











Pass & Seymour have kept. --» 
the Faith for Thirty Years. 


Pass & SEYMOUR Inc. 


STANDARD ot ELECTRIC 
WIRING DEVICES 


SoOivAyY, N.Y. u.5.A. 
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Absolutely automatic— 
noiseless, vibrationless— 
the Autowater System pro- 
vides running water under 
constant pressure for every 
farm need—180 gallons an 
hour—at a cost of less than 
two cents a day for current. 
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HE standard of living on American farms has en- 
tirely changed within the last few years. Farmers 
and their families now demand home comforts and conve- 
niences that formerly were not known outside the cities. In 
greatly increasing numbers they are demanding running 
water in their farm homes. 
Farmers bought during the last year electrical equipmert 
alone equal in value to all the farm implements sold in 1914. 
A vast market has been created for the electrically driven 


Autowater System 


—the ideel water supply system for the average farm. 

Dealers in all parts of the United States are making good 
with the Autowater System. In some cases they have 
doubled and trebled their business with this fast-selling 
necessity of the modern farm. 

But even finer profits will be made next year by far- 
sighted dealers. Of the great market for the Autowater 
System—the surface has barely been scratched. 

Do you want to find out how you can take splendid profits 
on sales of the Autowatcr System ia your territory ? 


V7 rite today for our Proof Dook for Dealers and our Proposition. 


THE GOULDS MANUFACTURING COMPANY 
SENECA FALLS, NEW YORK 
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Domestic motors share the popu- 
larity of the numerous recognized 
home utilities on which they are 
standard equipment. 


Just as consistently as they supply 
the motive power for the Sweeper- 
Vac and other electric cleaners, do 
they operate the washing machines, 
dishwashers, and similar electric 
appliances which America looks 
upon as the leaders of their re- 
spective fields. 


TRADE MARK REG 
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Domestic national advertising, fea- 
turing full pages in color in the 
Saturday Evening Post, is making 
it constantly easier to sell Domes- 
tic equipped electrical appliances. 





THE DOMESTIC ELECTRIC CO., CLEVELAND, OHIO 
FACTORIES AT CLEVELAND, OHIO, AND NORWALK, OHIO 


(3) 









The Domestic plants at Cleveland and 
Norwalk contain over 150,000 square 
feet of floor space and are devoted 
to the manufacture of fractional 
horsepower electric motors exclusively. 
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Small 
Motors 





A Specialized Factory Making 


A High Grade Product 


Send for Sample and Prices 


The H-G Manufacturing Co. 


1215 Pine Street, St. Louis, Mo. 
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a, 
Motors 








Facts About the AB Motor 


1. Splash proof—electrical connections completely covered 
and insulated against water and moisture. 


Ever hear before of such a de- 
pendable on-the-job-every-day 


A7 ss : , 
motor? What will it mean to 2. Electrical terminals protected by a cover of special bell 
your Just what it does to others end design. 
—-increased sales and _ better 3. Motor can be easily reversed—terminals brought out to 
profits. the outside of frame. 


4. Copper in winding, rotor bars and end rings is of maxi- 
mum purity. 


5. Magnetic steel—purchased on analysis and test—used in 
stator and rotor. 


6. Reduced noise—rotor bars are slanted. 


7. Perfect ventilation—rotor equipped with pressed steel or 
aluminum fan. 


8. Substantially built—frame of pure grade cast iron— 
enamel baked on. 


9. Adaptable—adjustable foot for wall, ceiling or floor 
mounting. Foot is slotted for adjustment. 





10. Alternating current—all frequencies in the same frame. 


Both alternating and direct current frames have the same ~- 


application dimensions. ~ =, oe 


A smooth running, long wear motor of minimum losses and maximum 
output—a long life motor—power that never fails. 


Twenty-eight years of experience in the electrical industry—arc lights, 
gyrofans, transformers, ABolites, motors—are built into AB motors— 
made in a well equipped factory designed for motors—made by men 
who know motors and electrical equipment—thoroughly tested, inspected. 
and guaranteed. 


ADAMS-BAGNALL ELECTRIC CO. 
CLEVELAND 


Distributors in all principal cities 
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A fuse lasts just as long as its strength holds out. No longer! 
Don’t be sidetracked by beautiful theories and high-sounding 
talking points. It is ruggedness alone—the ability to stand up 
against repeated blow-outs—that counts. 


With this idea in mind we have built a housing of exceptional 
strength around the fusible clement of the “Union” Renew- 
able Fuse. 


The casing itself is unusually thick and strong. All the com- 
ponent parts—yoke, washer, cap and ferrule—are construc- 
ted with an extra margin of strength. And the ferrule, in- 
stead of screwing to the inside of the casing, as in ordinary 
fuses (which subject the casing to the brunt of the blow-out 
pressure) is screwed and riveted to the outside of the casing 
to reinforce it at every point. 


SV 


S 


oh) 
nnn 


Strength means LONG LIFE—the thing you pay for. And the thing 
you get in a “Union” Renewable Fuse. 


Why not let us send you booklet telling about the other superior 
features of both the Renewable and Non-Renewable types of “Union” 
FusesP They are approved in the very highest degree by the Nationa! 
Board of Fire Underwriters. . 


Sold by electrical dealers everywhere. 


Chicago Fuse Mfg. Co. 


Oldest and largest manufacturers of Fuses, Electrical 
Protecting Materials and Conduit Fittings 


Chicago New York 


“zn 
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RENEWABLE FUSES 








December, 1920 ELECTRICAL MERCHANDISING 




























































































181 
\ \ q ee 
[ ° 
i om 
EN 
ge 3 
{ z f 
Me y x 
i j a, “ > 
= 2 =2 
On on 
=n zn 
o <a oO < 
© oO qa oO 
ui © ud 
, ETD) ’ 
‘ 4 z% 
4 [ te | fin ’ ee , 
i 3 | i 9 ‘ \ 
6 Hy. : i | 
. | iii | 
== : | 2 
; —— \ —— cieoetie a ——— +" nd) 
SS = . Ai emer ee 
aii x 
\ —S=S== Ferrwe cype ruse with Economy **Drop Out’? 
” \ 
MOL SA . SS = 
Economy Fuse sales are made with a minimum of In addition to this sales effort, hundreds of 


effort on the merchandizer’s part because Economy _ thousands of pieces of direct literature on Economy 
Fuses are nationally advertised—nationally known. Fuses go into the hands of fuse users—prospective 


Every large magazine of general distribution, buyers—each year. 


every representative trade paper carries the This is your campaign. 

Economy message of reliable electrical protection, Your share of the teamwork is to keep your line 
economical fuse maintenance and greater industrial Of Economy Fuses complete. 

efficiency. Every Economy advertisement carries the slogan: 


‘For sale,by-all leading electrical jobbers and dealers”’ 
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Knife-blade Type, Economy Fuse 


Econemy Fuses were the first line using inexpensive bare links for restor- . 
ing blown fuses to their original efficiency to be APPROVED IN ALL Economy Fuse & Mfg. Co., Chicago, U.S. A. 
CAPACITIES by the, Underwriters’ Laboratories. Economy Fuses are also made in Canada at Montreal 
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A Bit of News 


— about a New Renewable 
Plug Fuse 


Pree has produced a perfect renewable 








plug fuse. It is ready. It is here. It is as 

different, as appealing an improvement as the 
Pierce renewable cartridge fuse is over other 
cartridge types. It has been approved. 
‘Underwriters’ Laboratories Inspected.” It is the 
simplest, quickest, easiest, most sensible and profit- 
able plug fuse ever devised. 


The Pierce Renewable Plug Fuse consists of 
just three parts—the core, the case and the link. 
To renew a Pierce plug fuse, you just unscrew the 
core from the case, slip in a link—bending it over 
—and screw the core back in again. It takes no 
time at all. You test it by just pulling on the con- 
tact disc, which pulls out if it’s blown. 


The Pierce looks right. It is well made and strong. It saves 
time and trouble and fuse cost. It is made in standard plug 
size, 3 amperes to 30 amperes, 125 volts. 





List Price 
Plug complete—25 cents. Refills 2 cents. 


PIERCE FUSE CORPORATION 
BUFFALO, N. Y. 


Canadian Plant: 


The Pierce Fuse Corporation of Canada, Limited, 
Bridgeburg, Ont. 


Renewable Fuses 
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What Are You Doing To Reduce 
the Number of One Time Buyers? 


A Preachment to the Dealer 
HAVE YOU ever wondered what becomes of the one 


time buyer and of the possibility of converting him into 
a steady customer? 


ONE TIME buyers are not always displeased with 
your service or your stock. Very few are, or they 
would not have purchased even the first article. The 
fact is that the one timer is a different person who 
needs something out of the ordinary to make an im- 
pression on him. The store that is commonplace, in 
stock and in service, impresses him about as much as 
the interior of a street car. He has no preference as 
to street cars. One is as good as another and he'll ride 
in the one which arrives first. 


BUT LET a limousine taxi drive up and offer to carry him, ex- 
plaining that even though cost is increased, the luxury is well 
worth it—and he owes it to himself to get the best Ride? Of 
course he'll ride. And the next time he wants to treat his self 
respect to an airing he'll call that taxi! 


QUALITY should be the keynote in your store. It impresses. 


The knowledge that you are a quality dealer sticks in the custom- 
ers mind. He remembers. He will come back. Of course 
you must carry lower priced articles too. But keep them in the 
background. Stage the quality stock. It pays. 


For more than 50 years the manufacturers of the M-B Quality 
Line have steadfastly adhered to the policy of ‘‘Quality First.’” 
This will not be*changed. 


anning- Quality 
owman Ware 








; 
| 

















Manning, Bowman G Co., Meriden, Conn., New York, Chicago, San Francisco 
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Using the QualilyGroup © 
Sol thoBco fer. 
National Buying 


The Pneuvac Co., of Worcester, Mass., 
Manufacturers of Quality Vacuum 
Cleaners, in building the Consumer de- 
mand for their product have sensed the 
fact that a certain minority can set the 
pace for the entire buying field. 


They realize that those who influence the 
Community buying habits are people of 
taste and culture. 


They know that when a Pneuvac Dealer 
sells a cleaner to a home in this class that - 
there is an almost immediate volume of 
cleaner business from various sections of 
his territory. 


To help the dealer reach this class who 
set the buying pace The Pneuvac Co., 
use The Quality Group. 


In that way they reach the 750,000 in- 
fluential families and added— 


The Pneuvac Co.1s another member of the 
electrical industry that uses The Quality 
Group to give their dealers real effective 
marketing help— 7 


Seven_.and a Half Million 
Sales Power in 


THE QUALITY GROUP 
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‘The PLAIN DEALERS MARKET 








All of Northern Ohio And, of course— 

is The Plain Dealers CLEVELAND, Fifth 

Market — the richest, City. 

most densely populated This progressive, 

territory between New _ thickly populated area 1s 

York and Chicago. It “The Plain Dealer's 

includes such important oo — an 

industrial centers as ener — 
and’s only morning 

Akron, Canten, Youngs- 


newspaper—is the only 
town, Sandusky, Lorain, medium that thoroughly 


Ashtabula and others of covers a// of it at one 


equal prominence. cost to the advertiser. 
The Plain Deoler 


Eastern Representative: Western Representative 
JOHN B. WOODWARD JOHN GLASS 


Times Bldg., New York Peoples Gas Bldg., Chicagu 




















Estate Electric 
Range No. 88 


prestige. 





Prestige 


“Authority or importance based 
on past achievements; the moral influence 
of reputation or of former character or success”—that’s 


The splendid record made by Estate Stoves 
and ranges through three-quarters of a century 
is an invaluable asset to the dealer who sells 








4 EXCLUSIVE 


Estate Features 


Quick - Detachable 
Surface and Oven 
Units of Estate Iron- 
Clad Construction. 


All Cast-Iron Cook- 
ing Top. 


eter in Oven Door. 


Estate Copyrighted 
Cooking Chart, " 





Estate Electric Ranges. 










MercuryThermom- | 
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Estate Electric 
Range No. 84. 












Estate Electric 
Range No. 83 






Estate Electric 
Ranges are 
simple— 


sold. 





Estate Sunburst 





“Warmth on the Dot and 
Right on the Spot.” Every 
wired home is a prospect. 


wae e 


b 






Estate Combination 
Coal and Electric 
Range No. 81 





not spectacular. 
ance inspires confidence. 
arouses enthusiasm. 
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Estate Electric 
Range No. 82 


And that is just one of the things which make Estate Electric Ranges easy to sell. 


& stale 


ELECTRIC RANGES 


Their strong, sturdy appear- 


since 184 


Theii performance 
They are tested and ap- 
proved by The Underwriters’ Laboratories, Good 
Housekeeping Institute, 
Tribune Institute. 


and the New York 
Each of the five models has 
important exclusive features which appeal to the 
customer at first sight. And once sold, they stay 


Write now for full information. 


THE ESTATE STOVE COMPANY 


Manufacturers of High Grade Stoves and Ranges 


Hamilton, Ohio 








Estate Distributors: 


ASHEVILLE, N. C. 
Piedmont Elec. Co. 

ATLANTA, GA. 

Fulton Elec. Co. 

BOSTON, MASS. 

Geo. H. Wahn Co. 

BUFFALO, N. Y. 

The Milner-Flower 
Elec. Co. 

CHICAGO, ILL. 
American Elec. Supply 
Company 

DENVER, COLO. 
Tritch Hardware Co. 

DETROIT, MICH. 
Miller-Seldon Elec. Co. 

GREEN BAY, WIS. 
Morley-Murphy Hdwe. 
Company 

HARRISBURG, PA. 
Dauphin Elec. Supplies 
Company 

JACKSONVILLE, FLA. 
Holt Electric Co. 

LOS ANGELES, CALIF. 
Listenwalter & Gough, 
Incorporated 


MINNEAPOLIS,MINN. 


Morley-Murphy Hdwe. 


(Export Trade Only) 
OMAHA, NEBR. 
Wright & Wilhelmy Co. 
PEORIA, ILL. 

Diamond Elec. Supply 


Com y 
PHILADELPHIA, PA. 
Walker & Kepler 
PITTSBURGH, PA. 
Doubleday-Hill Elec. 
Company 
PORTLAND, ORE. 
North Coast Elec. Co. 
ST. LOUIS, MO. 
Fidelity Elec. Co. 
SAN FRANCISCO, 
CALIF., Alexander & 
Lavenson Elec. Supply 
Company 
SCRANTON, PA. 
The Chas. B. Scott Co. 
SEATTLE, WASH. 
North Coast Elec. Co. 
TACOMA, WASH. 
North Coast Elec. Co. 
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Christmas sales on the Majestic Electric Heater should prove a profitable item in your 
holiday business. Get the Majestic out where your customers can see it. The Majestic re- 
quires very little sales effort on your part. The mere explanation of its utility and exclusive 
features are sufficient to create sales. 

The Majestic, compared with other makes of electric glow heaters—for beauty, superior 
construction and every-day performance—has everything its own way. It is the original 
parabola-shaped heater. 

Every one of your customers can find every-day use for the Majestic. Tell them about 
it and watch the sales increase. A demonstration of the way it throws heat, clinches the sale 
every time. Write for prices and information. 


We are prepared to fill orders promptly. 


THE MAJESTIC ELECTRIC DEVELOPMENT CO. 
1705 Alleghany Ave., Philadelphia, Pa. 


Kansas City, Mo. San Francisco, Cal. 


ELECTRIC HEATER 
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THE DOUBLE ROLL 
REVOLVING SHOE 


« TRONER + 
Without Competition 


HE GOULD IRONER offers an 
unusual sales opportunity to job- 
bers and dealers to cash in on the 


=~ demand for this unique TWO 
ROLL machine. 


Prices will be maintained as we can see 


netonete 


no, possibility of a reduction without im- 


pairing the high standard of quality we 


have established. 


It is_obvious that a double roll machine 
is more efficient than a single roll, the first 
roll dries and the second roll finishes and 
smooths the job. 


We want representative distributors thru- 
out the U. S. and Canada. Our factory is 


running full swing and we can make good 
deliveries. 


Our plan of assisting the dealer is a big 
help in his selling. 


There is still some very desirable territory open. Write 
us today for our proposition and descriptive matter. 1 
means real money to you. 


Manufactured by 


GOULD APPLIANCE CO., Inc. 
7 West 42nd St., New York City, U. S. A. 
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MAKES 
IRONING = 
AN HOURS 

PLAY 
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Announcing 
A New Haag Washer 


The New Haag Cabinet Cylinder Washer has been per- 


fected and is now ready for distribution to jobbers: and 
dealers. 


Backed by the same liberal Merchandising Policy as the 
Haag Nuway Tub Washer and constructed with the same 
idea of good value plus efficiency and economy in Service, 
we feel that the new machine will justify the complete con- 
fidence of the trade and consumer alike. 


Features That Will Sell the 
New Haag for You 


The Cabinet or tub is made from Armco, rustproof steel. Cylinders 
are wooden or metal as desired. Machined Steel Rack Bar and 
cut gears insure greater strength and smoother action. 


Mechanism is all on one side and assembled in one unit or hous- 
ing to take strain from machine. It is entirely enclosed and out 
of the way yet readily accessible. 


Springs beneath the motor automatically keep belt tight. Complete 
with electric push button or switch on frame, threaded drain spout 
for hose connections, reversible swinging wringer and large easy 
moving casters. 
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The Haag 
Nuway Tub Washer 


Known to the trade as the washer of 
Permanent Profits because it gives lasting 
satisfaction with a minimum of servicing. 
The Haag Nuway is a quality machine 
sold at a price that meets the pocket books 
of all classes of buyers and yet provides 
for adequate returns to the dealer. 


Equipped with cedar or copper tub. Its 
simple direct action washes all kinds of 
clothes clean with little wear and tear. 


If you want quick turnover and the benefit of your 
customers’ increasing good will, our proposition will 
please you. 
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Finishes 


Ivory, Verde, 


Ant. Gold 


To the Trade 
$3.25 each 


COMF-O-RAY 
Portable Lamps 


Their quality is assured. Enclosed socket 
joint, full parabola reflector, six feet of 


silk cord to match finish, electrical parts 
a GS 


COMEF-O-RAYS have a ready market 
the year round and are especially desir- 
able at this season. Sold in lots of 1 
dozen or more. Finishes selected as de- 
sired. Price to trade $3.25, net F.O.B. 
cars New York. Send in your order 
today to take care of your holiday 
requirements. 


“Our business must come 
through you.” 


| 











TMIVVNTTUUTONNOONUUNONOOTOVOAOCOOOOOOVOUVQUOUUOUIONOUOQOVTGQORUANOUCOGRORGRGAGOOOUAUD UO OQHOUOCOOEOOUOOEOULAN EEE AUTAA RATA OQOTUTUONAHYOQAQNOONONGUOOUOEOGOONOUHUUU ADOT ESSUOSEOOOOOERASTOOUOO AU UAAE ATG ATTA TS 





Pee 


XA ALK. » ee a pee aa ALL XXX pees AX pee 4 XXX 











LOCI TE TT ah it a tt aT TITICIr 



























































General Electric Company Products 


1 6@™AWENUE AT 13™ STREET, New YORK 


SIBLEY-PITMAN: 


j/ELECTRIC CORPORATION | 


Distributors oO, 





WHOLESALE ONLY 
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“THE TELEPHONE WITH 
A HUMAN VOICE” 


—A Two-Station Set— 


Ideally adapted as a convenience 
and time saver for 


The Home 
The Office 
The Factory 
. The Farm 


A RELIABLE MESSENGER 
AT YOUR INSTANT DEMAND 


DON’T WALK—“THERMOPHONE” 








Total absence of any harsh or metal- 
lic sounds as no iron diaphragm is 


used with its resultant voice distor- 
tion. 


Perfect reproduction of the human 
voice, distinct articulation and pleas- 
ing to the ear. 

Built on sturdy lines 
yet extremely light 
in weight, graceful 
in proportion and no 
discomfort to use. 
Operates on a new 
and practical scien- 
tific principle with 
voice reproduction 
of extreme fidelity. 


AMERICAN THERMOPHONE COMPANY 


114-116 Bedford Street 





The above type of desk set can be 
furnished for one or both stations 
if desired. 








Set consists of two complete tele- 
phones together with 100 feet of 
wire, screws and erecting nails ready 
for instant installation. 

The Telephones, with the assist- 
ance of the accompanying in- 
structions, can be 
installed by the 
most inexperienced. 
Obtainable from 
Electrical Houses 
throughout the coun- 
try. Write us for 
Descriptive Circular 
A-101 and name and 
address of nearest 
Local Distributor. 


Boston, Mass. 
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A Test 


That Means 
Money to You 











“STERLING” Heating Pad was taken from stock, 


and in our factory subjected to the test shown in this 
photograph. 








The current was turned on, and the pad was twisted into as 
tight a roll as possible. The meter reading indicated exactly 
the same amount of current flowing through the heating ele- 
ment as when in its normal position, showing that no “short” 
Or open circuit had been created by this abuse. 


Any “STERLING” Heating Pad will operate — un- 
der an equally severe condition. 


Mr. Jobber and Dealer, from your long ae with 
Heating Pads, have you ever known of one that would stand 
up under such a test repeatedly? We invite a comparison. 
Not only from this viewpoint, but from any angle you may 
see fit to compare. 


We feel so certain that the “STERLING” Tree-Heat-Pad is the best that 
can be made at ANY cost, that we are willing to send you a pad at our 
expense, for you to inspect and use at your establishment or home, at your 
leisure, for ten days. At the expiration of that time you may either return 
the pad to us at our expense, or permit us to bill you for it. We want you to 
be convinced, as we are, that the “STERLING” is the best pad that can be 
made, and we believe that the only fair way to prove it to you is to give you 
a chance to find out for yourself. 


We guarantee our products. 
Invite Comparison. 
Can make prompt deliveries. 


THE STERLING ELECTRICAL CORPORATION 


Department “A”, W. 28th & Church Ave., 
Cleveland, Ohio 


THE STERLING HEATING PAD 
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ANNOUNCING 


not “Another Washing Machine” 


And we are betting you have 
been hunting all over for it, 
same as our friend contractor, 
Jim Laird, who 6 months ago Shae 
said one day, “I wish I could swan fon 
find a REAL Connector isl. 
Plug.” We decided to give it 9 (""? 
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The “REAL” Way 


Other Ways 


Proportion 














Buta REAL =" 


Connector Plug ==" 
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Manufactured by 


T. C. Smith & Co., 1531 Cherry St., Philadelphia, Pa.,!U. S. A. 


ORDER THRU YOUR JOBBER 


Here’s the T.N. T. 


A contact opening from the SIDE not the end, producing the 


only possible four point parallel connector for the FULL length 
of round, flat or square terminals. 


A Swedish Tool Steel grip (spring tempered) surrounding the 
copper contact producing POSITIVE and REAL contact. 
Spring action from tempered STEEL not copper or brass. 


A Ventilated Plug. 


Fourteen more additional REAL features for the asking. Send for circular. 


Better yet, PLACE YOUR ORDER. 
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The Krahn Automatic and Hand Release Wringer 


It completes 
a Washing 
Machine 





Showing how easily the upper roll 
can be removed. 


The Krahn Wringer has many 
selling advantages. 


Write for further information 


Krahn Manufacturing Co. 


| Milwaukee, Wisconsin 





























Decide For Yourself— 


whether or not it was worthwhile for this con- 
cern to spend $8.00 for an ad in the Search- 
light Section of Engineering News-Record. 














288 West Street 
FOR SALE New York, May 14, 1919 
2—10 cubic-foot Engineering News-Record 
CONCRETE Tenth Ave. and 36th St., New York 
MIXERS Gentlemen:—Will you please discontinue our ad. 
as per the attached, as the mixers in question have 
with Gasoline Engine thor- been sold. We desire to thank your Department for 
oughly overhauled the results obtained through the advertisement. 
LANSING COMPANY Very truly yours, 
West St., New York Ci 
Sih a | LANSING COMPANY of Delaware 
THIS AD APPEARED ONCE Per E. L. CARD. 
It Pays to 


“Think SEARCHLIGHT Furst” 
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The Type of a Safe Safety 
Switch endorsed by Engineers 
of the Travelers Insurance 
Co. 

We quote from the Travelers 
Standard: 


In order to do away with this con- 
dition (i. e., the condition of hav- 
ing a switch so constructed that 
it is -possible to open the box 
directly on a closed knife switch, 
unless box is locked) manufac- 
turers have produced a _ safety 
switch with a locking device, ar- 
ranged so that the door of the 
enclosing case cannot be opened 
unless switch is in “off” position 
and so that the switch cannot be 
closed until the door has been 
shut. 

The switch-jaws in the service or 
line, side, however, are necessarily 
alive, and, therefore, a certain ele- 
ment of danger still remains. Pro- 
tection against this hazard is pro- 
vided by means of a shield which 
is attached to the line side of the 
switch box in such a way that 
it is impossible to touch the live 
parts except by intentionally 
moving the shield. 














Safe 


Making the Safety Switch 




















The Box is open. He cannot close 
the Switch until cover is down. Catch 
can be manipulated when necessary 
for expert to test line with cover open. 
He also could not open box without 


E 


throwing switch in “off” position. 


t 


‘» rey 
ill 


in “Circle T” Switches 


When we say that every “Circle T’”’ switch sold carries with 
it double protection we not only mean that it is twice as safe 
but that it protects you by protecting the buyer and fulfilling 
your promises to him. 


Thus by the policy of making not only safer switches but 
better switches we protect ourselves by protecting our agents 
and their customers. 


The Travelers Standard from which we quote in the 
above states that a real Safety Switch shall: 


Be externally operated. 


Have no opening through which a dangerous arc can 
reach the operator. 

Be equipped with a locking device making it impos- 
sible to open the case unless switch is in “off” position 
when fuses and switchblades are dead; that it shall 
be impossible to close the switch again until the box 
is closed. 

Have labels or stamped marks indicating the proper 
wiring. 

Measured by these recommendations, “Circle T” 
Switches meet all requirements of service and safety. 


Let us send you the details on the many and striking selling 


points of “Circle T’—the safe, safety switch. 


THE TRUMBULL ELECTRIC 


MFG. CO. 


PLAINVILLE, CONN. 


New York Chicago San Francisco 
114 Liberty St. 40 S. Clinton St. 595 Mission St. 
Boston Philadelphia 


( Due ‘ | a“ 


YouSell Real Double Protection 


Why “Circle T” Switches are Safe 
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Sell Them 
on the 
Economy Basis 


The sale of Safety Switches has just begun. We 
have only touched the field. In selling the 
Compro Safety Switch idea the Jobber or 
Dealer can really make a two-way profit. First 
a profit on the original sale, and second, a future 
profit which will come when the increased uses 
of safety equipment makes the use of electricity 
more general. The satisfaction accompanying 
Compro assures a permanent contract for the 
dealers. 





A. C. Motor Starting Switch with 
Compro Safety Switches can be sold on the econ- ere 
omy basis. Their first cost may be greater than 
the unprotected knife switch, but the longer life 
makes it an economy proposition. 


a 


The A. C. motor starting switch has a big field 
of the Compro together with its safety features 
in the industrial plants of your territory; its 
many safety and utility features make it a quick 
sales proposition. 


[t is only one type of our Compro line. 


Write us for complete details on our 
Compro line of Safety Switches. Our 
discounts will interest you. 


The Wadsworth Electric Mfg. Co. 


RATED 
+ hearaaie A. C. Motor Starting Switch with- 
Covington, Ky. out cover. 















































SAFETY SWITCHES 
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Signal Gongs, Transformer Bells, Telephone Apparatus 
Fire Alarm Systems, Iron Box Bells & Annunciators, 
Bank Protection Systems, Buzzers, Hospital Systems, 
etc. Signal Gongs, ete. etc. 
PR “Marlo” Giant-Steel-Clad Gongs 
(Nat. Code Standard) 
2% in. to 12 in. with Laminated Magnet Cores—Carbon Contacts—Pivoted Armatures—Back-Tension Adjustments 


—Adjustable Side-Contacts—Inside and Outside Binding-Posts—Insulated Mechanisms 











PRI @ 





-Weathe: t VIBRATING Non-Weatherproof 
Wutkeset For 12-18 Volt, AC Bell-Ringing Transformer Circuits Weatherproof 
Half Grid Guarded and Half Grid Guarded 

100-110 Volt and 220-250 Volt AC Light and Power Circuits 


and an 
Conduit Patterns (All 60-Cycle PR Gongs will operate satisfactory on 50-cycle circuits.) Conduit Patterns 














Transformer “MARLO” Giant-Steel-Clad 
Gong Cover Removed to Show Mechanism 


Transformer “Marlo” Signal 
Gongs for AC Circuits (Bell- 
Ringing Transformer and Light 
and Power Lines) are increasing 
in popularity daily. 


Contractor-Dealers and Jobbers should carry a powerful heavy mechanisms with pivoted armatures, 
reasonable stock of PR “Marlo” Transformer Bells laminated cores, substantial carbon contacts, enam- 
for immediate use—for prompt factory shipments eled wire windings; standards of Electric Light & 


cannot be obtained nowadays. 


STANLEY & PATTERSON 


West & Hubert Sts., New York, U. S. A. 





PATENTED \. 





Non-Guarded Gong Cover in Place 
Weatherproof Pattern 


Transformer “MARLO” Giant-Steel- Transformer “Marlo” Signal 
a or oe Gongs are far superior to other 
makes on the market, as they have 


Power Apparatus maintained throughout. 
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Slow 
Burning 


Wire 


) Look for the “1885” Trade 
Mark on Slow Burning Wires 
and be assured of the maximum 
in quality. 


“1885” Products include Bare 
and Weatherproof Copper and 
Iron**Wires, ‘Weatherproof 
Wires, Signal Wires, Annunci- 
ator and Office Wires, Magnet 
Wires. Write for prices. 


Chicago Insulated Wire 
and Manufacturing Co. 


Sycamore, III. 











Specialists in the manufacture of bare 
and insulated wires and cables since 1885. 








StusnsuocenacnnncguocaaeggsUadtbaggyensuengesnennngunoqaauntaggsgatunngegeesaagaannNggsuauuucegegnguasuunernegnauussneess4saussegsgQQ040Usenge44Q0404ssdugg44QQQH0UU00088800000000ER08000000000000 080000000 UN RSUNHOQONONANONOQUNDUGOEOQONGOUOUUGONOOONGQUUUOOAIY 














HatHE HULRAAAOANOOU UES UAAOORORG 
_ Let Little Tommy Tucker Make You Some Profits 
: This wonderful little Violet Ray Generator sells on 
: sight—and does the same work as His larger Brothers. 
The Strong 
| oe and 
Ray Sturdy 
‘Machine for the like his ancestor 
Masses. Old Dan Tucker. 
to sell at to sell at 
$15.00 $15.00 
F.O.B. Cleveland, Ohio—Mahogany finished case— Hard A better machine to sell at $20, Comes in mahogany, fin- 
rubber handle—surface electrode. ished case—silver pointed vibrator—hard rubber handle— 
We are receiving inquiries from your towns every day. Glass surface electrode—1 nickle saturator. Tucker’s Violet 
Why ‘not put these machines in stock and let us refer our Ray Supreme. Comes in leatherette carrying case 3 elec- 
inquiries back to you. We furnish window cards and cir- trodes—platinum vibrator points—hard rubber handles— 
culars. The people want Violet Ray now. complete $30. 
Tucker Mfg. Co., 118 Noble St., Cleveland, Ohio : 
STGUSUEUNEOSUEUCAEEOSUCOOCOOUCUOUTORUOECOGEEOECOOONOCAUCOUEAOSUOOOUEA UUeeerueeeeraresrucenecevennenneands 
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HORTON Ironers? 


Remember MOHAWK! because it 
stands for the better class of household 
appliances—because it stands for the 





Member Electric best in the whole industry. The lines Distributor of the 
Supply Jobkers’ we carry can be bought and sold with General Electric 
Association. the assurance that they’re GOOD! Company. 


| 


We make prompt and courteous service 
a part of our business. Tell us—is 
there a favor we could do youP 






a 














ELECTRICAL SUPPLY COMP 
Syracuse, N-Y. 
“Follow the Mohawk Trait J 






































.Elasticaps mean the newest, safest, quickest 
and most economical way of insulating two or . 
-more wire end splices. They do away with © 
the old-fashioned method of winding rubber 
tape; thus 


ky eliminating grounds 
preventing short-circuits 
minimizing fire hazards 
saving time and money 


Tested and approved by 
Underwriters’ 
Laboratories, Inc. 


. J 
Write for 
sample 
Vp rrr Y 
1 yun | 


PAT. MCH. 21, 1916, 


The 
oo Elasticap 
SPLICE Company 
: Cees "Hoboken, N. J. 
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Electrically Driven Phonographs 


That Retail for $135, $188, $225 


A handsome display of LAKESIDE ELECTROPHONES on 
er gg of your salesroom never fail to attract the attention of the 
public. 





The beauty of the Lakeside itself, the manner in which it reproduces 
any disc record—the fact that it does not require winding and only 
costs about 14 of a cent an hour to operate makes profitable sales 
and a quick turnover. 


mee 


Popular demand has forced. us to-add two additional models retailing 
at $185.00 and $225.00, the latter having all exposed parts heavily 
gold plated. These two machines are the last word in phonographs. 


Holidays will soon be here. 
Order now, before it is too late. 





Replacement business in equipping the old spring wound smotors is 
a profitable business in itself—it only requires about five minutes time 
to install the electric motor and there is a liberal margin of profit 


oes 


We want dealers everywhere, our two factories provide 
ample facilities—better get our proposition and discounts. 


LAKESIDE SUPPLY COMPANY 
416 So. Dearborn St., Chicago, Ill. 


Fs “a = ony Telephone, Harrison 3840 


Pacific Coast Manager: M. J. Corwin, 3rd and Mission Streets 
(Williams Bldg.), San Francisco, California 





























How Store Demonstrations 


| Make Flashlight Sales 


Dealers are finding that they can sell Diamond 
Swivel-clip Flashlights to people who come into 
their stores merely to get batteries. The Diamond 
Swivel-clip’ never fails to interest a customer—and 
he is willing to buy it even though he already has 
several ordinary flashlights. 


Just show your prospect the Diamond Swivel-clip, 
how it fastens to the clothing, leaving both hands 
free, and pointing the light in any desired direction. 
Demonstrate the Diamond Swivel-clip Flashlight 
to several people every day—and watch your sales 








increase. 
Diamond Flashlights and Diamond Longer Lived This is the Diamond 
‘Batteries—an unbeatable combination for the Swivel Clip. 
‘ ' dealer. 


Diamond Electric Specialties Corporation — Main Office: 101 
South Orange Avenue, Newark, New Jersey; Chicago Office: 
109 North Dearborn Street, Chicago. Illinois, Tel. Central 1096. 


Diamond Eiashis both ftee 
UGa . ne is--3 
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— concern in New 
England equipped to 
give 24-hour service 
on shipments. 


Distributors of 


Gainaday 


Electric Washing Machine 


Sweeper-Vac 


With Motor-Driven’ Brush 












New England’s 





Leading ° 
mac“ Simplex lroner 
Exclusively. The Best Ironer Made _ 


Established 1909 


JOHN W. LOCKERBIE COMPANY 


Boston: Salesrooms, 372 Boylston St. Warehouse, 221 Col ¥; 
Portland, Me.: Gainaday Co. of Me., 413 (Bonelli — seiea 
Springfield: H. O. Brown & Co., 225 Worthington St. 
anchester, N. H.: R. A. Horace Co., 944 Elm St. 


A Prosperous 1921 to Our Fellow Merchants! 














INTRODUCING myself 


And you should know why—Now that 
the infallible switch sells and stays sold, 
my next step is to approach my friends, 
relatives, and banks to assist me finan- 
cially, so that I can enlarge production 
and deliver the message to the Hundred 
and Ten Million People who are anx- 
iously waiting to give you profit; and 
continued friendship. That is why I 
want you to know me and the IMPROVED 
product that deserves my signature. 








oe THE INSTANTANEOUS ELECTRIC WATER HEATER List Price 
$60.00 INFALLIBLE SWITCH $60.00 
Canada $75.00 Canada $75.00 











GOOD PROFIT AND SATISFIED CUSTOMERS 
WITH HOT AND COLD WATER 
FROM THE SAME FAUCET 


If you are on speaking terms with your jobber—speak to him— 
The Aqua speaks for itself 


AQUA ELECTRIC HEATER COMPANY, 250 W. 54th St., New York 


~-. 
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Basing Your Choice on Turnover 


The brunt of the profit making today must 
be borne by small quick moving merchandise. 


Every dealer knows this and also that the size 
of his profit is commensurate with the rapidity 
of turnover of the various items in his stock. 


Just why La Vida Vibrators have such a large 
sales volume in every locality where they are 
sold, is dependent on two facts: 


The La Vida is mechanically and elec- 
trically RIGHT. The price of the 
La Vida is RIGHT. 


The one insures the steadiness of the demand; the 
other insures the volume of demand (which, to the 
dealer, is turnover) because at $7.50 it is within 
reach of every family in the neighborhood. 





La Vida orders will go forward the same day 
received—special delivery if requested. 


La Vida Electric 


: ADBRO MFG. COMPANY 
Vibrator 


Phipps Power Bldg., Pittsburgh, Pa. 











ANOTHER PAIR GONE! 


NOT IF ITS A 


NEVERSLIP! 


The Renewable Crucible Steel Blades of the 
Neverslip Plier can be replaced in a few min- 





utes. At the price of a 







new pair of blades the 
Plier is ready to go on 
with its work again. 


Think what y. gh 

a convenience _ fei a \ 
this would be The NIE VIEIR SLIP | 
out “on the [iso e) 00a 


line.” # WITH RENEWAN! 


CUTS BETTER...LASTS LONGER 


BLADES CAN BE REPLACED WHEN WORN OUT 


The Neverslip Waslis 


New Brunswick, New Jersey 
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Sell Them 


on the 
Economy Basis 
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PAWIOPG! 
INDUCTION MOTORS 


have established a record for economy, 
both for operation and maintenance. 
They are designed and built in a factory 
where the most modern equipment and 
methods and rigid inspection of every 
part insures a quality product. Crawford 
‘ motors assure satisfaction to the user, 
this means a profit on the original sale 
and also profits on future sales as their 
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performance proves their worth. 


aw 


Quiet 
Cool 


Will run for a long time 
without any attention. 


ase 


Increased facilities enable us to make 
prompt shipments of both Type I and 
IOB motors, Let us quote you for your 
1921 requirements. 
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Manufactured by 


WM. B. DURGIN COMPANY 
Factory at Concord, N. H. 
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Bulletin 201 


The Ohio Electric 
& Controller Co. 


5£00 Maurice Ave., Cleveland, Ohio 
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Send for Crawford Catalog No. 2 
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Sales Representatives 


L.E.Wooten Co. Inc. 


277 Broadway, New York. 
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Simplicity 
Accessibility 


These important points in the con- 
struction of a generating plant for isol- 
ated service have been given full con- 
sideration in the new Langstadt-Meyer 
15 Kw. Unit. 


Four hp. single cylinder engine, water 
cooled, is fully accessible for the small 
maintenance attention necessary. Con- 
stant speed at all loads is maintained 
by an accurate, sensitive governor. 
Automatic cut out insures battery 
charging at safe rate, without danger 
of overcharge. 

The unit is complete in every detail, 
compact and reliable, a source of satis- 


faction to dealer and customer alike. 


Details of our dealers’ proposition 
will be sent on request. 


Langstadt-Meyer Company 


Appleton, Wisconsin 


Langstadt- 
Meyer 


11/2 KW. 


Light & 
Power 
Plant 
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“Not in the habit of takin’ hair- 
trigger oaths, Friends—but I 
know I’m handin’ out the true 
dope when I praise Burnley’s 
Battery Paste. 


“The big free samples of this 
paste have been circulatin’ 
among the readers of this maga- 
zine pretty lively of late and my 
folks the Burnley Battery & 
Mfg. Co., over in North East, 
Pa., say that although it’s 
keepin’ ’em goin’ to fill orders 
they’re still glad to send a free 
sample to make a new friend. 


“Better write for 
yours today, eh?” 
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The FEDERAL — with 
fhe IRoto-|Pinor Wrimper 


The Ultimate in Swinging 
Wringer Washers 


VERY dealer in the United States should be interested 

in this announcement. The success of the federal 
has been phenomenal. Now with this important ad- 
dition to our line of washers—you are enabled to meet 
that insistent demand you have felt for the Federal 
with Swinging Wringer. 


The $100,000 Swinging Wringer 
Backed by a $5,000,000 Company 


HIS model embodies the accumulated experience and 

extensive tests during the last fifteen years—resulting 
in a perfected Federal with Roto-Phor (swinging) 
wringer, of which we are justly proud. We shall be 
glad to send you full details and descriptive literature 
on this de luxe Federal. 


Federal Electric Company 
Federal Sign System (Electric) 
$700 SOUTH STATE ST. CHICAGO 
ee Montgomery St. 627-649 West ~*~ St. 


y 


Francisco, Cal. New York, 


Branches in all large cities 











= The 
AFiz nek 
électric < 



























Section of 
McLean Unit 
No. 1841 and 
No. 1200 





The Answer is Frameless 
Plate Glass Display Units 


The new electric household conveniences have 
won the hearts of women everywhere. ‘They are 
constantly on the lookout for new labor savers—more 
beautiful fixtures and unusual appliances. ‘The mod- 
ern electric store needs display—good, clean, attractive 
display that protects the products and shows them to 
best advantage. 


The answer is Good Fixtures, beautiful mahogany 
backgrounds with clear plate glass doors. Every 
product is attractively displayed. ‘The customer en- 
tering your store sees many things that appeal to her. 
She sees delicately painted shades and fixtures, pro- 
tected from dirt and dust—yet placed so as to catch 
her eye and create desire. 


Stores which have installed Good Fixtures have 
had a remarkable sales increase almost immediately. 
Every day we get testimonials from our customer 
friends stating that Good Fixtures have increased 
their business from 25% to 100%. And that they 
are enabled to wait on more customers, easier and 
quicker, because of the convenient plate glass doors. 


You can sell more goods by installing McLean 
Units. Try one. We don’t advocate any store owner 
digging deep into his pocket for an entire new outfit. 
Just order one unit—and let it pay for itself in in- 
creased sales. Then order another—and so on until 
your store is one beautiful triumph of display and 
salesmanship. 


We sell direct from factory to you. ‘There is no 
intermediate expense, consequently our prices are 
extraordinarily low. Write us today for our cata- 
log that tells you how to select, order and install the 
right fixtures to help increase your sales. Also ask 
to be put on our mailing list for “Good Fixtures”’— 
a monthly magazine full of good information about 
merchandising display. It is free—no obligations. 


W. B. McLEAN MFG. COMPANY 
3049 Bigelow Boulevard Pittsburgh, Penna. 


M*LEAN 


GOOD STORE FIXTURES 
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BUSHINGS plus INSURANCE 


equal 


BUSHETTES 






















Bushettes 


Registered U. S. Patent Office 


is the registered trade name given to die cast zinc bushings with knurled 


sides, flanged edges and a knock-out cap to keep out all foreign matter dur- 
ing construction. 





Many jobbers carry them in stock. If yours does not, send his name to 


Walker Brothers & Haviland, Otis Building, Philadelphia 








A Bushing that is an Insurance Policy, Protecting Con- 
tractors Against Loss Due to Stopped-Up Conduit. 





























THE 
BRIDE’S 
MAID 


An ornamental 














but useful 
centerpiece 
for the 
PATENTED 
dining-room Made of Mahogany. Length, 18 inches. Width, 103 inches. 
table. Height of Electric Candle Lamps, 103 inches to top of socket. 


Cord attaches to chandelier or base outlet. Then! A pair of elec- 
tric candlesticks, a centre piece and twin outlets to plug in toaster, 
percolator, grill, etc. Better get ‘em in. 


WM. R. NOE & SONS, 53 West 21st Street, New York City 
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THE CLARINDA 
ELECTRIC WASHER 


An intensely practical electric driven 
washer with automatic reversible swing- 
ing wringer. 





Safety and compactness are features 
equally dominant with beauty and con- 
venience in the Clarinda. 


All of the mechanism is on top of the 
machine and entirely enclosed—there are 
no belts, no cams and no exposed gears. 


The Clarinda is a machine that you can 
depend upon. Whether you are buying 
or selling the propositions is a good one. 


Responsible dealers will be furnished 
with our literature and sales proposition. 
Write or wire while your territory is still 
open. 


CLARINDA LAWN MOWER CO., Clarinda, Iowa 














Emerson Fans— Emerson Motors 


<a oa . 
ki 
‘J , 





2 hp. and smaller 


CUT 2202 


Emerson Fans and small Motors are to be found in the 
stocks of fifty or more wholesalers at convenient points. 
The name of the nearest, with bulletins, prices and ship- 
ping dates, will be sent on request. 


The Emerson Electric Mfg. Co. 


2032 Washington Avenue, St. Louis, Mo. 
Eastern Office: 50 Church Street, New York City 
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ATLANTIC 


INSULATED WIRES 











DOLPHIN 


A code wire of high quality, known for 
its great dielectric strength and resiliency 
and used for its dependability and maxi- 
mum service. TRITON, high grade, 
and NEPTUNE, extra high grade are 
other widely known and used Atlantic 
wires. 


ATLANTIC 


INSULATED WIRE AND CABLE 


COMPANY 


Sales Office: 52 Vanderbilt Ave., New York 


Factory, Stamford, Conn. 
pases agg ng Md., Electrical Sales Co., 2 E. Redwood St.; 
burg W. A. McCoombs & Co., Union Arcade Bldg.; 
= Ky ’R. ©. Coleman & Son, Starks Bldg. ; Boston Mass., A, 
Stain.” Selling Agent 156 Purchase St. ; . Chicago, Til., Geo. C, 
Richards & Co., 557 W. Monroe St.; St. Paul, Minn., Rank & 


Goodell, Merchants Bank Bldg. 











Pitts- 
Louis- 














Rubber Insulated 
Wires and Cables 





National Electrical Code Standard 
Intermediate (Red) . Thirty Per Cent 


Wire built under the direct su- 
pervision of experienced engineers, 
skillfully and honestly manufac- 
tured with one purpose and result. 


Continuous Service 


A-A WIRE CO., Inc. 
Factory: Newark, N. J. 
Sales Offices: 50 East 42nd Street 
New York City 














Put 

Color Effects 
in Your Sign 
and Window 
Display 


Youw’ll be amazed at the 
change. Color increases 









the attractiveness of sin. 
anything. And a win- a. 


dow display is no exception. 
A small initia] cost and you 
have hoods that will last a 
life-time. They produce 
those dainty, beautiful effects 
that get attention and hold it. 
Reco hoods are made of nat- 
ural blown glass that will 
never fade or wear out. 


Dress up Your Window Display 
or Sign and watch the results. 


2652 W. Congress Street, Chicago, IIl. 
New York Distributors: 


W. F. Irish Co., 130 W. 32nd St., New York City 
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for 
te Longer 
Life 


Farm Lighting Dealers 
will find the Electro- 
lyte Storage Battery 
ideal for use by their 
customers for by elimi- 
nating separators, internal resistance is greatly reduced 
and maximum service with minimum attention and cost 
of upkeep is assured. A clear, bright and steady light 
is given until cells are fully discharged. 


Made for all types of automobiles and replacements for 
houselighting and isolated plants. 


Electrolyte Storage Battery Company 
1309 Race Street, Philadelphia, Pa. 
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Automatic Start Induction 


POLYPHASE MOTORS 


are a type in which is 
combined the starting 
characteristics of slip- 
ring motors 
and the running 
characteristics of 
squirrel-cage 
y polyphase motors. 
A knife switch 


only is needed to 
start them. 










%YwOHP. a 


They will be found particularly desirable wherever a 
motor is called upon to develop a heavy starting torque 
with a definitely limited starting current or where 
fuse protection is necessary. 


They Keep-A-Running 
CENTURY ELECTRIC CoO. 
St. Louis, Mo. U.S. A. 


Sales Offices in Principal Cities 


ELECTRICAL MERCHANDISING 


Vol. 24, No. 6 





Dependable Appliance Motors 
Mean Less Servicing 





PERSONS storserowerk MOTORS 


will go far toward eliminating 
the repair work and servicing 
that are cutting down your 
profit. 


See that appliances sold by you 
are equipped for Service. 


ELECTRIC CO. 
}} ILLINOIS 


PERSONS 
QUINCY, 

















To Paul Dealers 


We trust that Christmas 
and the New Year may bring 
into your own life as much 
happiness, health and pros- 
perity as you have brought 
into the lives of those people 
whose homes you have equip- 
ped during the past with the 
greatest of all mod- 
ern conveniences— 
Paul Water 


Systems. 


Our Demonstration, 
complete and sale- 
able, makes quick 
profits. Ask for 


Dealer proposition. 


Fort Wayne Engineering & Mfg. Co. 
1708 N.,Harrison St., Fort Wayne, Indiana 











EASY 79) | 
LAV’) OPERATE 


KYLE 
BORING 
DEVICE 


The KYLE sells on its 
own merits. It has many 
advantages over the old 
clumsy chain pull tool, 
for instance—the Kyle is 
operated by a ratchet 
arrangement with a strap 
drive which makes it 
stronger, speedier and 
more compact. 






























KYLE TH VERTICAL 
ATTACHMENT 


Order a Kyle today from 
your jobber or from us 
direct, giving us your job- 


ber’s name. 
The Hykon Mfg. 
Company 


Successors to } LC 
— a AMONEY WAKER 


ALLIANCE, OHIO 
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For Those Final Extra 
Profits! ? 


HEN the Christmas shopper emp- | 
ties your shelves of heating 

appliances this month—long before the 

Big Day has brought a 

pause in the quick selling 

—just call on us. We sell 

the Edison line in all its 

appealing variety. 


And appliances like the 


Edisons are wonderful 

selfsellers when men and 

women come a-shopping. ‘The design 
is artistic and practical in a way that 
everybody likes. 


We have a stock of Christmas goods this 
year that will last through and bring those 
final extra profits to the dealer. 


Order in time. 


ww 
PHILADELPHIA ELECTRIC 
COMPANY SUPPLY DEPT. ) 


132 South Eleventh Street 
Philadelphia 








After Xmas— 


HERCULES 
TOY TRANSFORMERS 







Many purchasers. will 
buy electrical toys and 
try to operate with dry 

outs wot batteries. That is too 
| "5 7ge-vo.t5|™ _ much to expect 
| sm Of a poor little 

battery which 


me 
Capp RANSFORT, 


BET TS.c™ 
X TOR a soon plays out. 


The Toy Transformer with no filling 
compound to run out and ruin the carpet. 


A toy in name only. 


BETTS & BETTS 


RPORATION 


515 West 42nd St., New York, N. Y. 











The Machine That Sells 


at a price that meets the popular demand. As a 
dealer it will pay you to investigate its sales pos- 
sibilities. 


Gila 
3h SAINI ESI 
r) e 
ElectricWashing Machine 
wich Swinging Reve RS ORO TAR 1 CP 
Weil made; simple in construction and operation; few 
working parts; roomy white pine cylinder; nothing to 


rust or corrode clothes; self-locking wringer. Many other 
important and convenient features. 
Write Today for Agency 
Some territory still open. Liberal discounts and 
dealer plan. 


ROCHESTER WASHING MACHINE CORP. 
91 Franklin St., Rochester, N. Y. 



































Electric 


Irons and Toasters! 





The 


Elektro 


List Price 
$6.00 


Dealers and Jobbers Discounts 
on application 


The Elektro Mfg. Co. 


Manufacturers 


Successors to 
D. C. Hughes & Co. and Empire Transformer Co. 


4642-44 Ravenswood Ave. 
Chicago 

















212 


ELECTRICAL MERCHANDISING 



















ee 
; 
sf 
ie 





Liberty ‘Tape gives exceptional 
service 


Th 
BOSTON 
a She 


either plain or printed 


HIPPERS everywhere are 
recognizing the value of 
Liberty Tape, both as an ideal 
carton binder and as a medium 
for advertising their products. 


The 
BOSTFONIAN 
Shoe 


@ 


Liberty Tape is not an ordinary 
tape. It is made of the strong- 
est, most durable Kraft paper, 
adapted to quick, easy handling. 
It holds your cartons in a tough, 
vise-like grip. 


The 
BOSTONIAN : 
_ Shoe 


Send for estimates and color 
designs. 


© 


LIBERTY PAPER COMPANY 
52 Vanderbilt Ave. New York City 
Mills: Bellows Falls, Vt. 


dhe 
BOSTONIAN 
. Shee 
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ONE-4-ALL 
Replacement _ 
Electric Iron and Appliance Plug 


iy 


‘mn 


So 
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ONE-4-ALL 





THE REASON 


With One-4-All Plugs on hand you do away with 
carrying in stock the large variety of other make 
plugs needed to repair all makes, irons and appliances. 
ONE-4-ALL—DOES FOR ALL furnished complete with spring. 
List price, 60c. Carton, 10. Standard pkge., 250. 
Attractive discounts to distributors. 


Propp Products Sold Thru Distributors 


M. PROPP COMPANY 


Manufacturer: 108 Bowery, N. Y. City 


Vol. 24, No. 6 
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CADILLAC 


Electric Vacuum Cleaners 


FOUR MODELS 
Cadillac 1/6 H.P, Vertical Motor 
Cadillac Reliable 5 
Cadillac Little Ben 1/6 LP. Horizontal Motor 
Cadillac Big Ben 1/5 H.P. Horizontal Motor 


All models have 


Friction Driven Bristle Brush 
that gets the lint and thread 
without “whipping” the nap off 
the rug. Adjustable nozzle 
giving maximum efficiency on 
both long and short nap rugs. 
Six-blade fan moving largest 
amount of air. 


Cadillac Electric Vacuum 
Cleaners are supplied with 32- 
volt motors suitable for farm 
lighting outfits without addi- 
tional cost. 























Clements 
Mfg. Co. 
609 Fulton St. 
Chicago, Ill. 
Canadian 


Factory 
78 Duchess &t.. 
Toronto, Ont. 
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The Shelton Vibrator illustrated above is our new 
“Gentry” model. A demonstration will quickly 
prove its quality and efficiency to your customers 
—and every one sold means a good profit for 

you. Write for full information about this 
vibrator and other Shelton Specialties. 


Factory: Fort Wayne, Indiana 
New York Chicago 
m 30 East 42nd St. 30 East Randolph St. 


SHELTON ELECTRIC COMPANY : 
HAA ao | | 
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COLLYER 
INSULATED WIRE CO. 


Rubber Covered Wires 
Weatherproof Wires 
Lamp and Reinforced Cords 





Reorganized For Service 
Capacity Increased 50 per cent 


AGENTS AND STOCKS 


WDB COREY COb oe isa cb oh ccrcsetvicuveds New York City 
ee A te Philadelphia 
I WE, Gi ok 0 64d ee row cnnnee en Bostoa 
Dowmbeday Till Biee Co... ... 2.6. k ccc secs Pittsburgh 
= Doubleday Hill Elec. Co.................... Washington 
A ee EE 50-04 ede hbvee evesws acu wamedel Chicago 
WW Wat Ohl doc ce ice ocr re teers St. Louis, Mo. 
PRITC A im  INGUSERICO? 65. Soc5. 5's cece ae een de San Francisco 
Milled) THAUSENIE Ses S55 6c eck ce ee es fase oe Los Angeles 
ANTeG: EHOUGEEICRS oo. oi 35k die 0B ha See eke Seattle, Wash. 
"Bréadway Bleee C0ssexccceis o200 sen cng Little Rock, Ark. 


Office and Factory 
Pawtucket, R. I. 
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Everything You Expect 
From Your Jobber 


But do not always get, is what Foster-McDonald 
Service offers you. Co-operation, prompt attention, 
whole hearted support, and willingness to give 
our best in helping you meet your problems. Can 
you ask more? If so, just tell us. 


Our dealers will be glad to know that the Horton 
Ironer is ready for delivering to them—promptly 
and in quantity. The Horton is another new ad- 
dition to the Foster-McDonald line of easy-selling, 
quality merchazidise. 


Foster McDonald Company 
174-176 Congress Street, Boston. 








For 
Lighting 


Small Towns 
Picture Shows 
Circuses 

Stores 

Farms 
Churches 


Summer 
Homes, ete. 


The 

















4 K.W. 
Generating Set 


.S unequalled. 















Generator direct connected to 
motor has a capacity for 1000 
25 watt tungsten lamps, or 
enough to light a summer colony 
or village of from 150 to 200 
homes. Hundreds of these sets 
were used with great success by 
the U. S. Government during the 
world war. Uncle Sam_ buys 
only THE BEST. Send for 
bulletin No. 30 today. 


Universal Motor Co. 
Oshkosh, Wis. 





SUT 








ANNUNCIATORS AND 
ANNUNCIATOR SYSTEMS 


Why not use the Best in 
the First Place? 





Do you know that there are 
over 


150,000 


Hotels, Public Buildings, 
Offices, Schools, Restaurants, 
Clubs, Cafes, Hospitals, Resi- 
dences, Railway Cars, Eleva- 
tors, Yachts, Steamships, 
Warships, etc., equipped with 
the Partrick & Wilkins Needle Annunciators? 


z 
| 
ee 
6 ¢ 
: 


The Reason for this is 


Because the Partrick & Wilkins’ Annunciators 
give absolute satisfaction to the Architect, Con- 
tractor and User. 


MANUFACTURED BY 


PARTRICK & WILKINS CO. 
45 N. Seventh St., Philadelphia 
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SOLUTION 
of the 
BRUSH PROBLEM 


= lies in selecting brushes that are fitted for the work they 
are to do. 


It’s not the first cost of brushes but the service they render 
that shows up in the maintenance expense summary. 


The Jobber or Dealer who handles 
CARBON 


NO-SPARK prusnes 


(The Lubrication Lasts) 
can. positively assure his customers that their commutator 
troubles and expense will be cut down, their motor effi- 
ciency increased and an all around saving effected if 
NO-SPARK brushes of the proper grade are used. 
We back him up on a guarantee of results if our instruc- 
tions are followed. 


Our proposition to Jobbers and Dealers promotes new business 
and repeat orders. Write for it today. 


Calebaugh Self-Lubricating Carbon Co. 
1503 Columbia Avenue, Philadelphia, Pa. 
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SEELITE 


Radium 
Indicators 





New Adhesive Pendant 
Locator 


Seelitew . 


Indicators «J 


— Include 
chive them 
patie in your 
“ wiring 
jobber bid 








Beautiful 3 Color Display Card 


SEE our NEW SEELITE Adhesive Locator. Stays 
where you stick it. Stick it where you want it. Be- 
longs on the end of a Push Button Switch. 
List 
Seelite Pendants, 25c size, 50 on Display Card $12.50 
Seelite Pendants, 35e size, 50 on Display Card 17.50 
Seelite Adhesive Locator, 25¢c size, 50 on Dis- 
WU OGRE. i 5's: nis 6 Wows 0 04:0 pale lole bic ese 2 12.50 


T. C. SMITH & COMPANY 
1531 Cherry Street, Philadelphia, Pa. 











SPLICING 
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When Certainty 
is a Necessity 


The man who is having electrical installation 
work done insists, if he is wise, upon only the 
best. The contractor realizes this and is pro- 
tecting himself as well as his customer when 
he uses 


Clifton Friction. Tape 


of whose uniform adhesiveness and high 
quality he is sure. 


Write for samples and prices. 


CLIFTON MFG. CO. 
65 Brookside Ave., Boston, 30, Mass. 








Anchor 
Adapter 


For Pottery Jars 


This simple device is 
adaptable to various 
shapes of jars and is 
guaranteed to hold rigid- 
ly and permanently. 











It is attached merely by 
the tightening of one 
screw. Hinged arms will 
pass through the narrow 
mouths of jars. 


With this device pottery 
jars can be converted 
into beautiful electric 
lamps. 


Made in four sizes top 
covers 3 in., 4 in., 5 in., 
6 in. Also made in sin- 
gle light, with 2 in. stem. 


Statuary Bronze or Roman 
Gold finish. Sold com- 
plete as shown, without 
jar. 


Manufactured only by 


J.B. Timberlake 


& Sons 


Jackson, Mich. 
U.S. A. Patents Applied for 
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. A ; Grade 

P TRADE MARK . Radio 
Handsome profits on “MODERN” Specialties. DEALERS— ‘i 
Write quick to secure exclusive agency territory. Apparatus 


Modern Radio Equipment Company 
27 South Broad Street, Elizabeth, N. J. 














Le Bijou Hairwavers 


Supedo Electric, H. W. & S. & N. (Combination 
Wonderful Hair Wavers in three Styles. 


These hair wavers render a service which has long been desired in every 
electrical home. Beautiful lasting hair waving can be done vd igus 4 and 
easily by every woman in her own home with this new appliance. hese 
are not crimpers or curlers, but hair wavers filling a long desired want. 

The Professional Hair Dresser approves it and the mudern woman uses 


it. Every well dressed woman is an eventual purchaser of one of these 
wavers. 


Dealers who anticipate the coming holiday demand for Le Bijou Wavers 
will have a profitable and quick moving specialty that has proven a money 
maker for the dealers who are handling them. 


Immediate delivery at attractive trade discount. LE BIJ OU CO. 


_ Unusual offering to Dealers and Jobbers. Illustrated booklet with detailed Hair Waving Specialties 
instructions for waving the hair free. 


Write for sample and display matter—today. 186 No. La Salle St., Chicago 




















For Your Radio Department 


The Paragon RA-Ten complete radio receiving 


These and other important points of superiority are 
set is a remarkable advance in radio design. 


being told every month to 


This is the first time that the wave length range has 40,000 readers of Radio News. 

been increased to 1000 meters without sacrificing 15,000 readers of Wireless Age. 
amplification. Among other features, this set is 11,300 readers of QO S T. 

24% more sensitive and selective than any other set 10,000 readers of Pacific Radio News. 


on the market. 


8,000 readers of The Radio Telegrapher. 
40,000 readers of Everyday Engineering, and 
145,000 readers of Science and Invention. 


This advertising is an example of the way we are 
educating the radio men, right in your own com- 
munity to appreciate good apparatus. Write us for 
particulars on this set and our profitable dealer plan. 


Continental Radio and 
Electric Corporation 


The Paragon RA-10 Amplifying Short Wave Receiver. 6 Warren Street, New York City 
Excels all other sets on the market today. 





Telephone Barclay 8649 
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MMMM OOOO OM TO 


Cost of Upkeep Is Foremost 
in the Buyer’s Mind 


You can reassure your customers on this point, Mr. 
Dealer, if you sell the 


STANDARD 
Electric Heating Pad 


Distributors 








110-220 and 32 volt John_J. Leahy Electric Supplies, Inc. Wm. Hall Electric Co. 
New York City. Dayton, Ohio 
Manhattan Electrical Supplies Co. The Avery & Loeb Electric Co. 
New York City; Chicago; St. Louis. Columbus, Ohio. 


Rumsey Electric Co. 
Philadelphia, Pa 

Electric Supply & Equipment Co. 
Hartford, Conn. 

Incandescent Supply Co. 
Pittsburgh, Pa 

—-< cataracts ‘Electric Co. The 

Republic Electric Co, 
Cleveland, Ohio. 

The Post Glover Electric Co. 
Cincinnati, Ohio. 

The W. G. Nagel oo Co. 

Toledo, Ohio 


Standard Electric Appliance Co. 


Beverly, New Jersey 


(UUULNQONVUESQQN0U44Q0000009000000000000000000000000000880000088Q000000N00EUOEAEEUUOOSOROOOGRERUOOSEREOUOOOL¢OUOGGOOUUOOOOUUOAOAOUOAA A 


Jas. Clark, Jr. Electric Co. 
Louisville, Ky. 
The McNair Electric Sales Co. 
Detroit, 
Central Blectric “Co. 
Cacao. Tl. 
R. Electric Co. 
Ticaes City, Mo. 


It costs but 4 cent 
an hour to operate 


the Standard. 


Simmons Hardware Co. 
t. Louis, Mo. 
Capital Electric Co. 
Salt Lake City, Utah. 
Mid West Electric Co 
Des Moines, Iowa; Omaha,, Nebr. 











MURDOCK RADIO APPARATUS 


The dealer who stocks 


MURDOCK 
NO. 55 


RADIO RECEIVERS 
AND 








ARE YOU GETTING YOUR SHARE of the 


radio instrument business? It’s up to you. 


You want quick turnovers and a good margin of 
profit. 


With our line of goods, advertising and sales helps, 
you can do some big business, especially during the 
holiday season. 


Interested? Sure you are. 
Get your name on our advertised dealer’s list—now. 


Our slogan is, “You may pay more but you 
can’t buy better.” Let’s get acquainted. 


The Precision Equipment Co. 
Dept. EM. 
2437 Gilbert Ave., Cincinnati, Ohio 











_ is ready to supply radio apparatus 


MURDOCK 
VARIABLE 
CONDENSERS 


"tor which there is -and.will be, 
a constant demand. 


WM.J. MURDOCK CoO. 
80 Carter St., 
CHELSEA, 50, MASS. 
Pacific Coast Representatives 


The Keeler White Co., 
509 Mission St., San Francisco 
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Sales Producers 


TAYLOR BROS. 
Electric Churns and Freezers 


Add to your line of Farm Home Appliances the Reliable : 
Electric Churn and the new Electric Freezer. 


Note these features—stick and dash method, does not 
splash, sanitary, simple, keeps out flies and dirt, attaches 
to any light socket, can be operated by hand. Uses 1/15 
hp. motor. Churns in 5 to 20 minutes. Sizes 3 to 5 gal. 


The new Freezer machine is very simple and will drive 
at proper speed any ordinary freezer from 2 to 6 ats. 
capacity. Is operated by individual 4% hp. motor or 
from any appliance or utility motor. Driving mechanism 
is adjustable to accommodate freezers of different heights. 
It is guaranteed to give satisfaction. 


Farm Plant Dealers 


who have sold Taylor Bros. Churn to customers will find 
the new Freezer excellent for follow-up work. 


Ask your jobber or write direct to us 
for details and discounts. 


Taylor Brothers Churn & Mfg. Co. 
Garrison and N. Market St., St. Louis, Mo. 











J NS What do You say when they 
: ask about Oplex Signs? 


) GOhe os aS : 


Heber-Hind 


RE you ready to answer the questions 
people ask you about Oplex Electric Signs? 


UR 


Can you explain the advantage of the raised, 
white letters which make them excellent day 
signs as well as night signs? 








Can you tell of their economy and greater 
reading distance ? 


Can you explain the great advantage they 
have over other signs in the fact that any trade- 
mark can be reproduced in Oplex characters ? 


You are overlooking an important branch of your 
business if you are not posted on Oplex signs. Let 
us send you literature or perhaps a sketch showing a 
sign for your own store front. 


THE FLEXLUME SIGN CO, "ists Niecers St, BUFFALO 
Pacific Coast Distributors Canadian Factory 
ELECTRICAL PRODUCTS CORP., Los Angeles, Cal. THE FLEXLUME SIGN CO., Ltd., Toronto, Ont. 
2 
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A Good Switch for 
Xmas Tree Outfits 





is equipped with those handy Fahnestock 
Spring Binding Posts which eliminate 
the expensive soldering operation. 


Write for Sample and Prices 


Fahnestock Electric Co. 


Wire Connectors 


Long Island City, N. Y. 
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Novel 





Patent Applied for 
(Half Size) 


WR 
3 Heat Iron No. 321 ITE TODAY TO 


ale Redtop Electric Co. 
, Inc. 
Heat Regulating Plug 10 W. 19th St. 
Patent Pending New York 








One whor Agent 


Sold 30 Electric Drills 


in One Month 


This THOR Agent, and others throughout the 
country, find THORS easy to sell. No THOR 
has ever been stalled up to its full rated capacity. 
Its performance makes the sale. 

One THOR does the work of five men. Every 
garage, furniture factory, mill, repair shop and in- 
dustrial plant—wherever holes are to be bored in 
metal or wood—there you can place a THOR. 


Hand-Fitting Pistol Grip 





No. 00 with Pistol 
Grip for close-corner 
drilling. Thor Elec. Drills are 
made in 8 sizes—a drill for every 
need. 
Write for further information on THOR Electric 
Drill Agency. Your territory may be open. 


Address Drill Agency 
Independent Pneumatic Tool Co. 


600 W. Jackson Blvd., Chicago 
11 Branches in United States and Canada. 


THOR—The' Name To Look For 











“Midget” 
‘Toy 
lron 


This entirely new and unusual toy has already become 
very popular. Every little girl washes her doll clothes, 
and also wants to iron them. With the “Midget” she 
has a real electric iron, made especially for her own use. 
110 volts, 144 amp. 


Well made in every detail, and absolutely safe. Retails 
at $3.50. 










“Service” 
Combination 


Curling Iron & Waver Rod 


A complete high quality toilet article with unlimited sales 
possibilities. Combines the service of the ordinary curl- 
ing iron with the special hair waving feature so much 
desired. Furnished complete, to retail at $4.50. 


Dealer discounts on iron and curler in lots of six—334% 


NORTHERN ELECTRIC CO., 


MANUFACTURERS 
542 St. Clair St., CHICAGO, ILL., U. S. A. 
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Service 


Value 


Scrap value for idle used machin- 
ery or surplus material is not 
enough. If it can be used by 


others they will pay service value 
for it. 


The Searchlight Section will find 
buyers for you. 


Manufacturers who accept used 
equipment in part payment for 
new can dispose of it promptly 
by advertising in the Searchlight 
Section. 


gq Machinery used in manufacturing 

and displaced by other equipment 
can be sold at a fair price by ad- 
vertising it in the Searchlight 
Section. 


gq Wide-awake dealers, agents or 

representatives can be secured 
through little Searchlight “Want” 
ads. 


q Manufacturing sites, _ partners, 
help, capital—anything that any- 
body in the industrial field is likely 
to have for sale or exchange for 
something else—can be located or 
disposed of through the Search- 
light Section. 


The cost of putting your Wants in this 
projector is very slight, whether for a 
man, for a job, or for a market. 


Advertise your Wants in 


The 
Searchlight 
™ Section 
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Globe Storage Batteries 


Faure Type 


made in a fully equipped factory which 
devotes its entire production to batteries 
for farm lighting plants only. 


The battery is often referred to as the 
heart of the farm lighting plant. The 
service of the plant is often judged by 
the service and length of life the battery 
gives. Therefore, it is essential to secure 
a battery that has proven its worth in 
actual service. 

Globe Batteries have proven — by eight 
years of use — that they will give long life 
in farm lighting plant service. 

Globe service includes glass jar batteries 
packed for export in a manner which in- 
sures arrival at destination in good con- 
dition. 


GLOBE ELECTRIC COMPANY 


384 Broadway, Milwaukee, Wisconsin 


Ure 








The New Dover 





Eliminates Servicing and Cuts Down 


Overhead 


The famous No-Burn-Out heating element 
—a Gold Medal Winner—makes Dover the 
iron of enduring worth. It makes for rug- 
gedness, dependability and customer satisfac- 
tion, all of which means more sales and 
vreater profits for you. 


If you are a Dover Dealer you appreciate 
its worth—if you are not, take the necessary 
steps today. 


DOVER MANUFACTURING CO. 
Dover, Ohio 
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87. 
DWARD 





A Sure Profit Is Based 
On Sound Quality 


Successful Contractor Dealers place quality above 
price in the selection of al/ their merchandise. Bells 
are no exception. 


It pays you to handle merchandise that you know 
is reliable not only because it may have stood up, but 


because JT’ JIS BUILT TO STAND UP. 
Specify Edwards 
Transformer Bells 


They should be used wherever a signal is to be 
operated on alternating current. 





Other Edwards Quality 
Products 


Annunciators 
Bells and Signal Gongs 
Buzzers 
Fire Alarm Apparatus 
Door Openers 
Push Buttons 











Order from your jobber. 


EDWARDS ‘4COMPAAY 


~ 


CHICAGO NEW YORK ATLANTA 
Monadnock Block 140th and Exterior Sts. 29 Poplar St. 
BOSTON MINNEAPOLIS New Orleans 

10 High St. Andrus Bldg. Strand Bldg. 


PACIFIC COAST 
J. G. Pomeroy, Sanfernando Bldg., Los Angeles, Cal. 


WESTERN CANADIAN REPRESENTATIVE 
Cochrane, Stephenson & Company, Ltd., Winnipeg 











ELECTRICAL DEALER! 


HAVE YOU INVESTIGATED 
AMATEUR RADIO? 


Many have with the result that they 
now stock Radio Apparatus 


Acme Apparatus 


includes 


The Most Efficient Transmitting Transformers. 
The Most Efficient Amplifying Transformers. 
The Most Efficient Condenser. 


The Most Complete Line of Caine Wave 
Apparatus. 


No representative stock is complete 


without ACME APPARATUS 


Write for bulletins 


ACME APPARATUS CO. 
29 Windsor Street, Cambridge 39, Mass. 


Transformer and Radio Engineers 
and Manufacturers 
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AERO 
BATTERIES 


Best for Flashlights 
22'4c. NET 


for No. 16, 3-cell tubular 7-in. x 134-in.—will fit 
any flashlight. Write for prices on our full line. 


Aero Battery Company 
198 Roebling St., Brooklyn, N. Y. 














Stage Lamps 
Theatre Lighting Equipment 
of Every Description 


We can supply you with everything for thea- 
tre lighting, including every type of lamp and 
effect used on the stage, every type of lighting 
apparatus, for the interior and exterior, with 
special cable and fittings. 

The name “Kliegl Bros.” is almost universally 
noted on stage lighting apparatus. 


Write now for Catalog H so you have it 
when you need it. 





Guiabel Electric Stage Lighting Co. 
KLIEGL BROS., Props. 
239 West 50th St., New York 
Stage Lighting Engineers—Designers and Builders of 


everything electrical for the stage and theatre. - 
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DAD gets through playing with 
piinlagesyercionaonsask iio the TOY TRAIN, the KID will 
service—banking facilities and cooperation that or demand a TRANSFORMER. 


will prove a definite aid in Doing Business— 
and in Building Business. 


Any OF OUR Officers will be glad—upon re- fi Get for Guaranteed 
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ELECTRIC GLOLOG 


FOR THE FIRE PLACE 


The Contractor- 
a Dealer’s Entering 
Wedge 

Into the better class 
of homes. Paves the 
way for an electric 
range. Glolog heats a 
whole room, not just a 
spot. Efficient, eco- 
nomical. 

Write today for details 


Strait & Richards 


OSITIVE 
| ROOF 











of the efficiency of any electrical device is deter- 
mined by a thorough test in our laboratories. Our 
: authoritative and impartial report protects you and 
the customer. 


‘ Let us establish this positive proof for you. 














ELECTRICAL TESTING LABORATORIES a S : Incorporated 
80th Street and East End Avenue, New York City 1 een eee oe mag er a ain 
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Hot Water Instantly Bt Staseba 
with “LIOTWAT” Without 


Electric Water Heaters Hitching 


(Faucet and Tank Type) 


MU 






The MARTIN PORTABLE VISE 
STAND requires no bolts, screws or 
fastenings of any kind. Just set it in 
es middle of the floor and it stays 

ere. 


If your jobber can’t supply you, write us direct. 


H. P. MARTIN & SONS 
621 E. Second St., Owensboro, Ky. 


Send for complete 
descriptive matter 





Hotwat Distributing Co. 
404 Title Insurance Bldg. 
Los Angeles, Calif., U. S. A. 


SUT 




















KER-OEL 2 








Wy 
“AWS 


ES 


V1; 


























: 1 
$ 
Burns Kerosene... MaRes Electricity 
Simplicity Service Satisfaction 
To the User and to the Dealer 
We have a splendid proposition for dealers. 
i Address all communications to 
i j E. H. Croft, President, The Ker-0-EL Sales Co. 
: 8405 Detroit Ave., Cleveland, Ohio, U. S. A. 
( 5 : The Matthews Co., Port Clinton, Ohio—Manufacturers. 
Gann 
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New Westinghouse M | 
ew Westinghouse Motors : 
TYPE CAH : 
1/6 HP., 110 Volts, Single Phase, 1725 R.P.M., $18.00. E | 
New General Electric & Wagner Motors 4 HP., 110 Volts, : | 
Single Phase, 1725 R. P. M., $22.50. | 
i 
DISCOUNTS IN QUANTITIES | 
We carry a Complete Stock of A.C. and D.C. Motors 
1/6 HP. to 200 HP. 
VIM ELECTRIC & MOTOR COMPANY | 
66-68 Cortlandt Street, New York 
CORTLANDT 2744-7323 ) ' 
WIRE — WRITE — TELEPHONE 
ARE YOU THIS SALESMAN? : 
IF YOU CAN QUALIFY HERE’S A REAL OPPORTUNITY i 
A long established and leading manufacturing concern (Chicago) making a 4 
wonderfully attractive, extensive and exclusive line of modern electric lighting y 
fixture wants a live wire salesman. Preferably a man who can not only Keep “Your by j 
produce sales but also readily adapt himself to organization work that will i 
lead to managerial positions in the sales department of a rapidly growing i 
business. Must be agressive, wide-awake and with a clean record. Permanent Cf j 
position; good starting salary; future remuneration is only limited by the re- OW i 
sults you can show. ; 
State your experience and qualifications fully. All replies confidential. ° 
A. S. 249—Electrical Merchandising, 1570 Old Colony Bldg., Chicago, Ill. Searchlight 
Section 
WANTED—A DESIGNER 
“THE BEST MAN IN AMERICA IS NONE TOO GOOD” i 
and Your 
Do you possess the ability to design electric lighting fixtures of an unusual and 
distinctive character—the kind that lead an industry? If you have marked 
ability in this direction, second to none, and are looking for a permanent con- ed g of 
nection, of the most desirable sort, with a progressive, long-established concern Cw 
—manufacturers of an extensive line, lighting fixtures exclusively—here’s a 
real opportunity. 
State your qualifications fully. Interview will be arranged. All replies strictly 
confidential. 
P248 Electrical Merchandising, 1570 Old Colony Bldg., Chicago, Ill. 
3 
> 
i 
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POSITIONS VACANT 





ARTICLE writer wanted; must have had 
merchandising article *and advertising 
copy writing experience. Apply, Stating 
Salary expected and previous experience. 
Steady position for right man. P-251, 
Elec. Merch. 








POSITIONS WANTED 


HOUSEHOLD appliance engineer; ten 
years’ experience in testing miscellane- 
ous household appliances, electrically 
operated, in addition to general clectri- 
cal testing experience. Member of the 
A. I. E. E..and N. E. L. A. At present 
employed in executive capacity with 
large utility corporation. Available Jan. 


2, 1921. Salary $350. PW-252, Blec. 
Merch. 











AGENTS AND SALESMEN 


Electrical Salesman Wanted 


We want a high grade salesman to travel. 
Must have had active sales experience in 
the employ of an electrical jobber. Give 
brief business history in first business 
letter. Duluth Electrical Supplies Co., 
Duluth, Minnesota. 








Electrical Manufacturing Company 


For Sale—Controlling interest in electrical 
manufacturing company, incorporated for 
$10,000; all stock par value fully paid. 
Company manufactures weather proof 
sockets, rosettes, receptacles, cutouts, etc. 
Fully equipped plant for manufacturing 
all screw shells for sockets, fuse plug 
caps, shells, ete. Makes all its own metal 
parts, sells parts outside also. Company 
established two years, enjoys some of 
the best jobbing trade in the country; 
have plenty orders to run plant until 
February, 1921. Company sound and on 
paying basis. Reasons for selling, desire 
a change, purely personal. Will only con- 
sider selling to high caliber man with wide 
experience and ability in this line. I own 
53 shares of capital stock; will sell my 
interest for $6,000, purchaser to assume 
duties . of president and general manager 
on salary of $175 a month. Location, 
Missouri town of 2,500 in Ozarks. Buyer 
to take active charge Jan. 1, 1921. Ad- 
dress, Wm. M. Nelson, Box 178, Mountain 
Grove, Mo. 





Salesman Available 


An experienced electrical salesman and 
manager; nine years with one of the 
large manufacturing companies, later en- 
gaged in his own retail electrical mer- 
chandising business, wants to get in touch 
with a firm that needs a man who is 
thoroughly familiar with the industry. 
My training record and references will 
interest you. Prefer to locate headquar- 
ters in Chicago. Reply, giving full par- 
ticulars. Will be glad to arrange for 
personal interview. AS-250, Elec. Merch., 
Old Colony Bldg., Chicago. 





Salesman Available for Northern Ohio 
Capable young man, established salesman, 
wants exclusive agency for specialties. 
Northern Ohio territory. AS-253, Elec. 
Merch., Leader-News Bldg., Cleveland. 





Salesmen Wanted 


Manufacturer of the best electric washer 
made, requires salesmen for various sec- 
tions of the United States. Applicants 
should give reference and state experi- 
ence. Address Central Mfg. Co., St. 
Louis, Mo. 





Electrical Salesman Available 


Experienced salesman with knowledge of 
both a.c. and d.c. would like to secure the 
manuafcturer’s agency for the Metropoli- 
tan District, of a meritorious electrical 
device; household appliance preferred. 
AS-256, Elec. Merch. 





Light, Heat and Power Salesman 
With 10 years’ experience in large Eastern 
lighting companies; two years district 
sales manager; capable of organizing a 
department. AS-255, Elec. Merch. 





Household Appliance Salesman 
Manager, 12 years’ experience; familiar 
with all makes; available Ja.n 1, 1921; 
location immaterial; opportunity to dem- 
enstrate ability with an assured future 


if satisfactory the important thing. AS- |. 


254, Elec. Merch. 
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prices. 
their best customers. 


no lot too large or too small. 
A.C. GENERATORS 


Kva. Speed 
1— 50 Pe aay ela 
3-phase, 60-cycl ..-1200 
1— 55 Westinghouse, “field, 
2200-volt, 3-phase, al- 
ternator, direct con- 
nected McEwen, hori- 
zontal, tandem com- 
pound, automatic, self- 
oiling steam engine.... 
2— 60 Electric Machinery, 
2300-volt, 3-phase, with 
belted exciter.......... 900 
1— 75 Ridgway, see ATB, 
220-volt, 3-phase, Alter- 
nator, direct connected 
Ridgway horizontal,self . 
pees automatic steam 





1) 


57 


ngine 
1— 75 Weatinahouse, 1100 or 
gg t, 3-phase, 60- 
1—100 Ft. Wayne, 2306-volis, 
1-100 G.E., , type ATB, 2300- ane 
Wis ccmhwecende xen 
1—100 WesternEleciric, revolv. 
field, 240 or 480-volt, 3- 
phase, 60-cycle........ 
1—100 Rilis-Chaimers, 1100- 
= 3-phase, 60- 0 
1200 Gen.” Biee.,” 2300-vit, 
3-phase, 60-cycle,..... 600 
1—300 Westinghouse, 2ab-voit, 
3-phase, 60-cycle.. . 514 


250-VOLT, D.C. GENERATORS 


Kw. Speed 
1— 20 Sprague, direct con- 
nected to DeLaval single 
stage steam turbine, for 

150 lb. steam pressure. . 2000 
1— 25 Western Electric, comp. 


MEORica ccccdenaces 900 
Oe (0 eer 650 
1— 60 Keystone, direct con- 

nected to Erie City, 

automatic,  self-oiling, 

center-crank engine.... 280 





RY, America’s Headquarters for 
ELEGnee second-hand Electrical Machinery 


We are jobbers of new General Electric, Westinghouse, Western Electric 
Wagner and Emerson motors—and carry large stocks of these on hand. 
Our second-hand machines are overhauled “equal to new.’ The demand fot 
these exceeds the supply—they sell as fast as we get them. 
Send for our “Monthly Bargain Sheet,” showing complete stock with ner 


Many dealers make small but sure, and quick profits in selling our machines to 
We buy and sell,rent, le exhcange and are always ready to make an offer— 
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Kw. Speed 
2—- 624 ‘Allis-Chalmers......... 450 
1—100 Allis-Chalmers......... 850 
1—100 General —, bai - 

type CL, form B 550 
2—125 Allis-Chalmers........- 850 
1—150 Ft. Wayne, interpole, 2- 

WORE isc csccncceans 650 


220-VOLT D.C. MOTORS 


Hp. a 
i— 7} Browning, Mt........ 
1— 8} ph er der MP. “1078 
1— 10 Gen. Elec., MP, type H.1200 
i— 13 Crocker-Wheeler, MP 


4 Re 1100 
2— 15 owntie, MEM ae sands 900 
2— 15 gaia MP, 778 


1— 15 Allis-Chalmers, MP, 
eee 600 
1— 15 ‘Terumpti, MP, type GF 520 
2— 20 Crocker-Wheeler, MP, 
Type D, comp.. 775 
1— 20 Western Elec., type ‘kK, 
comp., crane or hoist 


SS ae 700 
1— 20 Westinghouse, MP, type 
a O er 650 


5— 20 Allis-Chaimers, MP, 
type K, shunt, interpole, 
variable speed motor 

650-1300 

1— 20 Crocker-Wheeler, MP, 
"ROMGEES Gi cawcwacuceas 500 

2— 27 Sprague-Lundel, 6-pole, 
type RT, series wound, 
with short shaft, suit- 
able for direct connec- 
= to exhaust fan or 

blower 


Wired dara a aeua ee 75 

1— 25 ae MP, 
PRES ee 400 

1— 30 Norther, MP, type B, 
Necctnaeeeaanneus 850 








AGENTS AND SALESMEN 





Salesmen Wanted 


We would like to get in touch with sales- 
men calling on the jobbing electrical 
trade to handle our vise post and pipe 
bender on a commission basis. Penn 
Engineering Co., Reading, Pa. 








DEALERS’ NOTICE 


We have a small overstock of No. 25 
Thor Washers, 110-volt, 60-cycles, 
for immediate shipment. 


FS204—Electrical Merchandising 
935 Real Estate Trust Bldg., Phila., Pa. 





WANTED 





Will Buy Vacuum Cleaner Factory 


Will buy outright or make a combination 
with a concern licensed under Kenney 
patent No. 847,947 to manufacture 
vacuum cleaners. All correspondence 
strictly confidential. W-247, Elec. Mer- 
chandising, 1570 Old Colony Bldg., Chi- 
cago, Ill 








BUSINESS OPPORTUNITY 


Electrical Business For Sale 


High-class electrical appliance business for 
sale. Long lease. Located on one of New 
York City’s busy avenues. Owner manu- 
facturing interest demand entire attention. 
BO-246, Elec. Merch. 











SOLE DISTRIBUTORS 


WANTED 
FOR EACHISTATE 


By Factory manufacturing highest 
grade, absolutely guaranteed, Standard 
Nitrogen Lamps. Prices of which are 
low; enough to meet any and all 
competition. This is an unusually 
advantageous proposition. Qualifica- 
tions are: Financial responsibility, 
successful record. Applications must 
contain full particulars thereof, other- 
wise ignored. 
ACME LAMP WORKS 





55 Cambridge Ave., Jersey City, N. J. 








antee. 


our cost . 





FOR SALE 


250 Eclipse Electric Vacuum Cleaners 


These machines are new and are covered by Factory Guar- 
We have recently changed our line of Vacuum 
Cleaners and in order to turn over our in- 
vestment will sell the above at a price below 


ROCHESTER ELECTRICAL SUPPLY CO. 


240 St. Paul St., Rochester, N. Y. 


+19; 
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You can buy Electrical 
lowered prices that will 


RICES of electrical goods will not drop for some time. 


Manun.:turers are stocked with reserves of 


high-priced raw materials and wage rates of labor are high. Prices of many raw materials used in the 
manufacture of electrical goods have taken a drop, but little of this low-priced material will find its way 


into the finished product for many months. 


It is obvious that manufacturers will not fabricate electrical 


goods of high-priced materials and place them on the market at a loss to themselves. 


The demands of normal industry are not sufficient to require the full operation of increased facilities 
acquired during the war, resulting in an increased overhead unit cost that will offset any but a radical reduc- 


tion in the present cost of labor. 


Lower prices will eventually come. 


months to come in the commercial field. 


The War Department is meeting this anticipated reduction by offer- 
ing you electrical goods at prices below existing market quotations and at figures which will obtain many 


Look over the list of materials here at fixed prices and BUY NOW! 
Watch for future War Department offerings in electrical goods. 
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GENERATORS 
S.P.D. NO. 2726 


15 kw., 115 volts at 900 
V.P.M.D.C., 6 poles, compound 
wound clockwise rotation. Com- 
plete with rheostat for back of 
board mounting. Quantity’ 24. 
Located at Schenectady, N. Y. 








——— 
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RESERVE BATTERIES 
S.P.D. NO. 3502 


These are wet cells with the 
component parts assembled dry 
requiring but the addition of 
water to make a generating 
unit. One filling funnel is fur- 
nished with every fifty cells. 
Mnfr. National Electric Supply 
Co., Washington, D. C. Quan- 


FERRIN CABLE 


S.P.D. NO. 17607 


Quantity 245985 feet. 5 pair, 
19 B. & S. gauge, in good con- 
dition. Located at New 
Cumberland, Pa. Fixed Price 
8c per foot. 


FERRIN CABLE 


S.P.D. NO. 17608 


Quantity 50,470 feet, circular 
loom, new, 10 pair 19 B. & S. 
gauge, copper wire insulated 
with rubber covering. Pairs 
are twisted together,  inter- 
woven with jute cover with a 
layer of tape and the whole 
encased in circular loom. The. 
conductors are red and black. 
This cable is on reels averag- 














461 Eighth Ave. 
New York City 
ATLANTA 


Atlanta, Ga. 


Transportation Bldg. 


1819 West 39th Street 
Chicago, IIl. 
SAN FRANCISCO 
Fort Mason 
San Francisco, Calif. 


Army Supply Base 
Boston, Mass. 


SAN ANTONIO 


San Antonio, Texas 


Fixed price $400.00 each with a pe — Located at Phila- ing 15,020 feet to each reel. : 
‘ A elphia, Pa. Fixed price 10c Located at Philadelphia, Pa. 4 
15% discount for the entire lot. per cell. Order from New York Fixed Price 15c per foot. Order ‘ 
Order from New York City. City. from New York City. 
$ 
Address Communications to Depot Quartermasters at These Addresses. 
NEW YORK CHICAGO BOSTON 
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Goods now at the 
eventually come 





The items listed here are also offered for sale by the War 
Department. Look them over carefully and write to the 
Depot Quartermaster who is located nearest you, for com- 
plete information. The list of Depot Quartermasters’ 
addresses are given on preceding page. 


Motors A.C. and D.C. from 1-50 hp. Lightning Arresters 
Transformers, 3 phase from 5 to 300 kva. Soft Iron Wire 
Engine and Generator 72 kw. Relays 

Copper Bus Bar Sounders 

Field Buzzers Milometers 

High Tension Insulators Generators 











High Tension Fuse Holders Lag Screw Insulators 


Controllers Repeating Coils 
Protector Blocks Retarding Coils. 


ranging from drafting room equipment, to the necessities of central stations and 


| The War Department also has for sale a large quantity of various other materials 
| manufacturing plants of a wide range of industries. 


| SURPLUS PROPERTY BRANCH 
Office of the Quartermaster General 


WAR DEPARTMENT 


MUNITIONS BUILDING, WASHINGTON, D. C. 








Chief, Sales Promotion Section, 

Office of the Director of Sales, 

Dept. B, Room 2515, Munitions Bldg., 
Washington, D. C. 


Kindly send Bulletin on Materials and Equip- 
ment offered in M. & E. M. Fixed Price List 
No. 10 to: 


Use This Coupon Today. 
Upon its receipt the 
War Department will 
send you a booklet cov- 
ering the various mate- 
rials and equipment 
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they are offering for 
sale in M. & E. M. Fixed 
Price List No. 10. 
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“Get it from your nearest Jobber” 


aA 





Poco. 





PENNSYLVANIA 
Frank H. Stewart 


Electric Company 


Old Mint Building 
37 and 39 North Seventh Street 
Philadelphia, Penna. 


Distributing All First Line 
Electrical Supplies and 
Appliances 


The House that 
Service Built 





Iron City Electric Co. 


Electrical Supply Jobbers 
Wholesale Only 


Distributors for A. B.C, Washing Machines 
and “Keystone” Ironing Machines in 
Western Penna., Northern West Virginia 
and Western Maryland. 


436 7th Ave., Pittsburgh, Pa. 





TENNESSEE 


Electric Supply Co. 


Memphis, Tenn. 
Representing 


General Electric Co. 
Phillips Insulated Wire Co. 
Hotpoint Electric Heating Co. 

Edison Mazda Lamps 


and other standard lines 


Wholesale Only 


DISTRICT OF COLUMBIA 
MARYLAND 


THE CARROLL 
ELECTRIC CO. 


Jobbers of 
ELECTRICAL APPLIANCES 
WIRING DEVICES 
MOTORS 
COMPLETE STOCKS 
“TEST OUR SERVICE” 


Main Office, Washington, D. C. 


MICHIGAN 


A. T. Knowlson 
Company 


Wholesale Electrical Supplies 


99-101-103 Congress Street, East 
DETROIT 





Dependable Goods 
Fair Prices 
Prompt and Efficient Service 





DISTRICT OF COLUMBIA 


National Electrical 
Supply Company 


Jobbers and Manufacturers 


ELECTRICAL AND 
AUTOMOBILE SUPPLIES 


1328-1330 NEW YORK AVENUE 
WASHINGTON, D. C. 





PENNSYLVANIA AND 
DISTRICT OF COLUMBIA 


25 Years Reliable Service 


Complete Stocks, High Grade Electrical 
Supplies, I.X.L. Rubber Covered and W.P. 
Wires, min, Hubbell and Arrow E 
Specialties, + - — Bg Edi- 
son Lamps, Bowman 
Heating Devices, Geyetal Rotapex 
Washing Machines, Sweeper- Vee and Apex 
ar ene a og Ironers, Gould Storage 
Batteries, Radio Supplies, ete. 


DOUBLEDAY-HILL 
ELECTRIC CO. 


Wholesale 


Pittsburgh, Pa. 
Washington, D. C. 


Auto and Electric Supply Division of 


BALTIMORE GAS 
LIGHT CO. 


307 W. Redwood St., Baltimore, Md. 
WHOLESALE ONLY 


Distributors for 
Weber bmeyg &- 
Atlas 4-in- 
Adams nea ‘ABolites’ 
Apex Washing Machines 
American Beauty Appliances 
Regina Vacuum Cleaners 


All other standard appliances and 
wiring material 


The House of Service and Quality 


NEW JERSEY 
APPLIANCES 
= Rs o8 ar 








Serving New Jersey 


N. J. Jobbers of G. E. 
Supplies and Equipment 


Tri-City Electric Co., Inc. 
Main Office: 18-20 Mechanie S8t., 
Newark, N. J. 





Where to Get What's 
Selling Strong 


AND WE ARE SHIPPING PROMPTLY 

' FROM ASHEVILLE WAREHOUSE— 
A. B. C. Super Electric Washers 

Peco Rotary Washers 

Marathon O. K. Smal! motors 

Piedmont New Home Biectric Sewing 
Machines 

Peco Motor Driven Churns 

Hamilton Beach Appliances 


Piedmont . 


ASHEVILLE, N. C. 














Prompt 
Oldest and —a 
Sapply Jobbers in New Jersey 
NEWARK ELECTRICAL 
SUPPLY CO. 


3 “The House of Quick Service” ee 
223 Market geet 
A 








“SEARCHLIGHT” 
IS 
Opportunity Advertising 


—to help you get what you 
want. 


—to help you sell what you 
no longer need. 


Take Advantage Of It 
For Every Business Want 


‘Think SEARCHLIGHT First’’ 
0167 
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Advertised at uniform 
prices: $4.00 to $5.00. 











Give it a display, and 


most profit—you'll 
The Wallace Adjustable Lamp is just that and. 
it moves out quickly—you don’t 
have to push its sales. It’s an all-year-round seller. 
besides, it gives you two good profits: 1. 
regular retail discount. 


wo Good Profits on the 





agree. 


Es the quick-and-easy-selling article that nets you the 


order by assortment. 


the beautiful painting, 


Paus. 


Write for our list of assortments. 
also how we help our retailers make big profits. 


A. C. PENN, Inc., Singer Building, New York 


The popular Wallace No. | Assortment consists of 
12 lamps—6 Brass, 2 each of Nickel, Bronze and Verde 
Enamel—cost, $33. With it, a handsome reproduction of 
*“Sun-down—Wallace-time,” 


2. An additional discount if you 


The 


by 


Let us tell you 








Stoves, Electric 


Allmur Mfg. Co. 

Am. Electrical Heater Co. 

Edison Electric Appliance 
Co., Ine. 

Estate Stove Co. 

Simplex Elec, Heating Co. 

Westinghouse Electric & 
Mfg. Co. 


Trumbull Electric Mfg. Co. 
be gt mag Electric & 


Switches, Safety 


Crouse-Hinds Co. 

Trumbull Electric Mfg. Co. 

Trumbull-Vanderpoel E., 
Mfg. Co. 


Tools 


Wiring 
Hykon Mfg. Co. 
er. Elee. Developm’t 


Oo. 
Mayhew Tool Co. 
Neverslip Works 
Western Electric Co. 
Westinghouse Electric & 
Mfg. Co. 


Vibrators, Electric 
Adb 


Violet Ray Specialties 


WHAT AND WHERE TO BUY—Continued from page 230 


dbro. Mfg. Co. 
Fitzgerald Mfg. Co. 
Geier Co., P, A. 
Shelton Elec. Co. 
Western Electric Co. 


Western Electric Co. 
White Lily Mfg. Co. 
Woodrow Mfg. Co. 

Washing Machine Drainers 
Penberthy Injector Co. 


Water Heaters, Electric 
American Electric Heater 


Sterling Elec. Corp’n oO. , 
Table Appliances, Electric Toys and Novelties, Electric Tucker Mfg. C Aqua Electric Heater Co. 














Stoves, Table (See Grills 
and Table Stoves) 


Supplies, Wiring, Electric 
Baltimore Elec. Supply Co. 
Elasticap Co. 

General Electric Co. 

Hart & Hegeman Mfg. Co. 
Hogan-Spencer Whitley Co. 
Johns-Manville Co., H. 
a Metal Moiding Co. 
Pass & Seymour 

Rome Wire Co. 

Western Electric Co. 


Switchboards 
Crouse-Hinds Co. 
Duquesne Elec. & Mfg. Co. 
General Electric Co. 
General Railway Signal Co. 
Globe Elec. Co. 
Sprague Elec, Wks. of G.E. 
Trumbull Electric Mfg. Co. 
aid: ig , Alea pa E., 


4 
Western Electric Co. 
Westinghouse Electr’c & 
Mfg. Co. 
Switches, Knife 
Berry, A. Hall 
Bryant Electric Co. 
Crouse-Hinds Co. 
General Electric Co. 
Hart & Hegeman Mfg. Co. 


Square D. Co. 
— Electric & Mfg. 
0. 
Toga yaeeepem, E., 
g. Co. . 
Westinghouse Electric & 
Mfg. Co. 
Switches, Push Button and 
nap 
Beaver Machine & Tool 
Co., Inc. 
Cutler-Hammer Mfg. Co. 
General Electric Co. 


Hart & Hegeman Mfg. Co. 
Hubbell, Inc., Harvey 





—_— Electric Heater 


Continenttal Radio Co. 
“= Electric Appliance 


Landers, Frary & Clark 
— Elec. Development 
0. 
Manning, Bowman & Co. 
Milwaukee Mfg. Co. 
Satisfaction Guaranteed 
Simplex Elec. Heating Co. 
Wadsworth Elec. Mfg. Co. 
Western Electric Co. 
Westinghouse Electric & 
Mfg. Co. 


Tape, Packing 


Liberty Paper Co. 


Tape and Cloth Insulating 


Clifton Mfg. Co. 

U. S. Rubber Co. | 

Westinghouse Electric & 
Mfg. Co. 


Telephones 


Couch Ine., H. S. 
Stanley & Patterson 


Teste Laboratories (See 


Laboratories, Testing) 


Theater Ap eaten pent 


General Electric Co 

Overbagh & Ayers Mfg. Co. 

Straight & Richards, Inc. 

Westinghouse Electric & 
Mfg. Co. 


Toasters, Electric 


— Electrical Heater 

Raison Electric Appliance 
Co.. Ine. 

Elektro Co. 


Landers, Frary & Clark 
Manning, Bowman & Co. 


Simplex ‘Elec. Heating Co. 


Western Electric Co. 
Westinghouse Electric & 
Mfg. Co. 





Elektro Co. 
Fibreduro, Ine. 


Transformers, Bell Ringing 


Betts & Betts Corp. 

Dongan Elec. Mfg. Co. 

Elektro Co, 

General Electric Co. 

Westinghouse Electric & 
fg. Co. 


Transformers, General 


Acme Apparatus Co. 
Adams-Bagnall Electric Co. 
Dongan Elec. Mfg. Co 
Elektro Co. 
General Electric Co. 
General Railway Signal Co. 
Westinghouse Electric & 
Mfg. Co. 


Vacuum Cleaners, Electric 


Air-Way Motor Co. 
Ans Electrical Distribut- 


ng Co. 
Cinmenta, Mfg 
a Radio & Blec- 


Balson Blectric Appliance 


wee “Vacuum Cleaner Co. 
Eureka Vacuum Cleaner 


Co. 

Federal Electric Co 

Geier Co. A. 

seg “Suction Sweeper 
{0) 


Hurley Machine Co. 
Kent Vacuum Cleaner Co., 


ne. 
Landers, Frary & Clark 
Lockerbie Co., John W. 
Philadelphia Elec. Co., 
Sup. Dep 
Pneuvac Co. 
Ramey Mfg. Co., The 
Torrington Co., The 
United"Electric Co. 
Western Electric Co. 
Wise McClung Mfg. Co. 


Wall piacles — (See Re- 


ceptacles — Base Board 
and Wall 
Washing roll Clothes, 
lectrie 





Oo. 
Western Coil & Elec. Co. 
Shelton Elec. Co. 


Altorfer Bros. Co. 

Amer. Ironing Mach. Co. 

Apex Appliance Co. 

Apex Electrical Distribut- 
ing Co. 

Clarinda Lawn Mower Co. 

Coffield Motor Washer Co., 


The 
— Washing Machine 


Davis Sewing Mch. Co. 
Finucane Co., Bernard E. 
Ellington Elec. Co. 
Federal Electric Co. 
General Railway Signal Co. 
Getz Power Washer Co. 
Geyser Electric Co. 

Haag Bros. Co. 
Hogan-Spencer Whittey Co. 
Home Utilities Co. 

Hurley Machine Co. 

King Washing Machine Co. 
Landers, Frary & Clark 
Laundryette Mfg. Co. 
Lockerbie Co., John W. 
Locomotive Elec. Washer 


0. 
— Distributing 


Mendews pits. 
— Fo “Machine 


Nineteen Hundred Washer 
Pittsburgh Gage & Supply 
Rochester Wash Mch. Co. 
Surf Manufacturing Co. 


Universal Utilities Co. { 
Wayne Mfg. Co. 





Wire Magnets 
D. & W. 


Edison Elec. Appliance Co. 
Hotwat Distributing Co. 
Landers, Frary & Clark 
—_— stic Elec. Developm’t 


Milwaukee Mfg. Co 
Simplex Elec. Heating Co. 
Sterling Elec. Corp’n 


Water Supply Systems, Elec- 
trie 


Ft. Wayne Engineering & 
Mfg. Co. 
Goulds Mfg. Co. 


Fuse Co. 
Independent Lamp , 
Rockbestos Products Corp 
Rome Wire Co. 


bay and Cable 


A. Wire Co. 
Chtexizo oe ‘Wire 


D. & ow. “Fuse Co. 
General Electric Co. 
Habirshaw Electric Cable 


Co. 

om Lamp & Wire 
O. 

Indiana Rubber Insulated 


Wire Co. : 

Rene Metal Molding 
O. 

Rome Wire Co. 
Rockbestos Products Corp. 
Snort Elee. Mfg. Co 
Sprague Elec. Wks. of GR. 
Tubular Woven Fabric Co. 
U. S. Rubber Co. 
Western Electric Co. 


Wireless Apparatus (See 
Radio) 


Wringers, Clothes 


Federal Electric Co. 

Hogan-Spencer Whitley Co. 

Nineteen Hundred Washer 
‘0. 
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WHAT AND WHERE TO BUY 


Electrical Appliances and Supplies Advertised in This Issue with 


Names of Manufacturers and Distributors 











Accessories Cable & 


Wire Ca 
Indiana Rubber & Insu- 


lated Wire Co. 
Adapters 
Betts & Betts Corp. 
Penberth Injector Co. 
Adapters, Lamp base 
Timberlake, J. B. 


aajeepnen, Gaet 9 Teme, 


Agents, Mfrs, (See seg 


Aleem. Row gH Fire, Tank 


Holtece Cabot Co. 
Stanley & Patterson 


Westinghouse E. & M. Co. 


bot 
Partrick & Wilkins Co. 
Stanley & Patterson 


—— Accessories, Elec- 


Anderson Elec. & ht aa 
Cutler-Hammer 
ea ia 4 Mite. Co. 


arvey 

Majestic wien” ++. 
Co. 

Wakefield Brass Co., F. W. 


Batteries, Dry 
Aero Bestery Co. 
Baltimore Elec, Fe Co. 
——, 5 Electric 


Berry 
National Carbon Co., Inc. 
Western ore Co. 


Robbins & Myers Co.. 2 oe 


bine nal E. & M 
Sa 


Globe Elec, Co. 
National Carbon Co. 
Western Electric Co. 


0. 
Holtzer-Cabot Elec. Co. 
Stanley & Patterson 

Benders, Conduit on Pipe 
Martin & Sons, P. 

Blow Torches 
Federal Mfg. Co., Inc. 

Boring Devices 
Hykon — Co. 

Boxes, Pape 
—— a1 Dauch Paper Co., 


Boxes, Junction and Outlet 
Hppleton Electric Co. 
Chicago Fuse Mfg. Co. 
Crouse-Hinds Co 
D. & W. Fuse Co. 
General Electric Co. 


National Metal Mid 
Richards & Co Geo” "a 


Sprague Elec. Wks. of GE. 


estern Electric Co. 


Boxes, Meter and Service 
Chicago Fuse Mfg. Co. 
Crouse-Hinds Co. 
Phcaey — Co. 


me ty & Patterson 


Brass Fixture Parts 
(See Fixture Parts & Ac- 
cessories) 
Brushes 


Calebangh Self-Lubricat- 
ing Carbon Co. 

General Electric Co. 

National Carbon Co. 

Westinghouse E. & M. Co. 


Buttons and Indicators, Rad- 
fant 


t (See Locators) 
Bushings 
rouse Hinds — " 
anhos Rege: 
Walker & Havill 


Bros. & Haviland. 


Cabinets 
Crouse-Hinds Co. 
Chicago Fuse Mfg. Co. 
= ap Vanderpod EB. 


g. Co. 

Western Coil & Elec. Co 
Cable, Armored 

Short Elec. Mfg. Co. 


Riynolds Bee, Co. 


Carbons 
National Carbon Co. 


ulpment 8 Ghicago 2 Mfg. Co. 


tteries, 
Bicctrolyte "Storage Battery 


Estate Stove Co. 


Faucets, Hot Water 
Landers Frary & Clark 


rtons 
Hinde & Dauch Paper Co., Aqua Elec. Heater Co. 
by 


he Manning, Bowman & Co. Hotwat Distributing Co. 

Cash Registers Milwaukee Mfg. Co Penberthy Injector Co. 
(See ea ieee Simplex Elec Heating Co. | Financial 

Content See Wee ke Coal & Iron Nat'l Bank 


Westinghouse E. & M. Co. 
Cord Connectors (See Con- 


New Yor ‘Bdison Co. 


Fittings, Conduit 
Chain Fixtures 


American Wiremold Co. 


Acme Lighting Fixture & nectors) Appleton Electric Co. 
Bryant Electric Co. Cord, Heater pact Fuse Mfg. Co. 
Luminous Specialty Ge. & W. Fuse Co. rouse- 

Wakefield Brass Co., F. W 


Sicne Elec. Ape, Co. 
Chain, Pull Socket General Electric Co. 
Bryant Electric Co. Hall, A. Berry 
Hubbell, Inc., Harvey Independent Li Lamp & Wire 
eae & Seymour, 7 Rockbestos Products Corp. 
Chandeliers — wis Co. sola 
Acme Lighting Fixture Co.| Simplex Hlec Heating Co. 
Art Metal pe Co. Cord, Lam 


Bayley & S Ine. 
Collyer Insulated Wire Co. 
— Chandelier Mfg. rs re en 


Champion Brass — Electric Cable 


Wks. 
Duplex Lighting Wie of] 1.90na Rubber & Insu- 


lated Wire Co. Egan & Egan I 
— = _— — Metal Molding Some A Sane ' "Oo. Robt. 
rink Co., 
oe tae Co., EB. Rockbestos Products Corp. Gleason Mfg. Co.. E. P. 
Incandescent Supply Go. Rome Wire Co. Holophane Glass Co. Ine. 
Liberty Lamp & Shade Co.| Sprague Elec. Wks. of G.G.| Lightolier Co 


Hart & Hegeman Mfg. Co. 
— Metal Molding 


Fire Alarm Apparatus 
Stanley & Patterson 


Fixtures, Lighting, Adjust- 
Anderson Electric & Equip. 
pegntiite Chandelier Mfg. 
Deon Lighting | Wks. 





Lightolier Co. U. S. Rubber Co Miller & Co., Edward 
Miller & Co., Edward Current Taps Fnac Co. & Coil Co 
Moe-Bridges Co. Bryant Electric Co. ican, A € . 
Moran-Hastings Mfg. Co. Hart & Hegeman Mfg. Co. Plaui % Co. 

National X-Ray Reflector Hubbell, Inc., Harvey Wakefiel d Bass Co.. F.W. 
Young, Lorin W. ' Cutouts Whiting & Co., H. 8. 


mes Tree Lighting Out- Bryant Electric Co. Fixtures, Li adie Rigid 
Amsterdam Lighting Fix- 
ture & Novelty Co., Inc. General Electric “ae. 
Betts & Betts Corp. Richards & Co., Geor 
soens _o “a 3 Co. Trumbull Electric Mie. Co. 
ahnestoc! ec. ‘ Lam 
Matador Lamp Shade Co. Diemere 0. ' 
Propp Co., M 
Churns, Motor Driven 
Taylor Bros. Churn Co. 


Circuit Breakers 


Amsterdam Lighting Fix- 
ture & Novelty Co., Inc. 
Art Metal Mfg. Co. 
Bayley & Sons, Inc. 
— Chandelier’ Mfg. 


Biddle Gaumer Co, 
Bryant Elec. Co. 


Dimmer Sockets 
Anylite Elec. Co, 


Dishwashers, Electric Dailas Brass & Copper Co. 


Spinning Co. 
Everson, C. G. & Lo 


Clamps, Insulator 


Mermaid Dish Washer Co. 
General Electric Co. 


Walker Bros. Co. 


Westinghouse B. & M. Co. Western Electric So. ee, ae Co., Robt. 
Chante Whirlpool Mfg. Co. aos ag Mg pply 


Wooten & Co., Inc., L. E. 
Distributors (See Jobbers) 


Driers, Hair 4 to Electric 
Geier Co. 


General inlectite Co. 
Shelton Elec. Co. 


Pass & Seymour, Inc. 


Clipping Machines 
Shelton Electric Co. 


Coils, Armature & Field 
Independent Lamp & Wire 


Co. 
Western Coil & Elec. Co. 


i. 
General Gas Light & 
Gleason Mfg. Co., i 
Holophane Glass co * Ine. 
Horn & Brannen Mfg. Co. 
Incandescent Supply Co. 
Ivanhoe Regent Works 
King Mfg. Co. 


Dynamos Liberty Lamp & Shade Co. 
Conduit Fittings Holtzer Cabot Co. Lightolier Co. 
General Electric Co. Robbins & Myers “Co., The Luminous Unit Co. 


Conduit, Flexible Westinghouse” p tel & Miller & Co., Edward 


Nat'l Metal M Molding Co. Mfg. Co. — & Hastings Mfg. 
ichards Seo. C. Electric Signs 0. 
Short Elec. Mig. Co Flexlume Sign Co. Moe-Bridges Co. 


Sprague Elec. 3. of G.E. 
‘tubular Woven Fabric Co. ee Appliance Distrib- 


Western Electric Co. Lockerbie Co., John W. 


Mohrlite Co. 
Overbagh & Ayres Mfg. Co. 
Panama Lamp & Com’! Co. 


rn Lighting 
Sprague Elec. Wks. of G.E. Floor, Polishing 


Conduit, Rigid Electrophones 
Sins hte Got O% | Lakeside Supply Co. 
Crouse-Hinds. Co. Fan Moto 
Nat’l Metal Molding Co. Adams Bagnall Electric 
Richards & Sons, Geo. C. Co. 

Sprague Elec. Wis. of G.B. Century Electric Co. 
Walker Bros. & Haviland Emerson Electric Mfg. Co. 
Conduit Surface General Electric Co. 
rican Wiremold Co. yo toe ca Elec. Wks. of G.E. 
Nat'l Metal Molding Co. urvevant, B. FF. 


B. 
Western Electric, bo. 4 
Conduit, Underground (Fibre) esternnhouse sulectric 
Sprague Electric Works Mfg. Co. 
Western Electric Co. Fans, Exhaust and Ventilat- 
Connectors, Cord and Lamp ing 
Bryant Electric Co. 
ewe. 16-. — 
erman g. Co 
General E 8 
ee Heating Co. Robbins & Myers Co.. The 
Sprague Elec. Wks. of G.E. 
Western Electric Co. 
Wesjnehouse Electric & 


Ralsimees ee. ane Co. 
El 


Connectors, Wire 
Holtzer Cabot Co. 
Stanley & Patterson 
Westinghouse E. & M. Co. 
Controllers, Motor 
ee aaaner Mfg. Co., 


Ft. Wayne Eng. _& Mite. Co. 
General Electri 

Western Mloctrie Co. 
Westinghouse E. & M. Co. 


os ae Appliances, | Electric 


ae Lighting Plants 


. Farm Lighting Plant Acces- 
sories 
Art Metal Mfg. Co. 
Hogan Spencer Whitley Co. 
Langstad-Meyer Co. 
Lightolier Co. 








Co. Overbagh & Ayres Mfg. Co. 
‘edigon Elec. Appliance Co. Penberthy Injector Co. 


See Plants’ Light, Power) | 





Pennsylvania Sales & Ex- 
port Co. 

Plaut & Co., L. 

Polacheck & bros. Co. 

Reiiance Metal Suinning & 

Scott-Ullman Co. 

Stamping Cc. 

Shapiro & Aronson, Inc. 

Western Electric Co. 

Whiting, H. S. _ 

Williams & Co., 

World Lighting ie. Co. 

Young, Lorin W., Inc. 


ee — ne Show 


dows 
Pan Ky Lighting Fix- 
ture & = Co., Ine. 
Art Metal Mfg. Co. 
— Chandelier Mfg. 


Fibreduro, Inc. 
Holophane Glass Co. 
Luminous Unit Co. 
Moe-Bridges Co. 

Moran Hoisting Mfg. Co. 
National X-Ray Reflector 
National Cash ster Co 
ae tag Reflector & 


Plaut & Co., L. 
Western Elec. Co. 
Whi 


. . * Oo 


Fixture Parts and Accessories 


Beaver Mch. & Tool Co, 
Champion Brass Wks. 
Dallas Brass & Copper Co. 


*| Grinders, Electric 
Louisville 





Empire Stamping & Metal 
Spinning Co. 

National Lighting Fixture 
Mfg. Co. 


&. 
Reliance Stamping & Metal 
Spinning Co. 
Universal Stamping & 
Metai Spinning Co. 


Flashlights 


— Electric Special- 
National Carbon Co. 


ds Co. 
— Blec. & Mfg. Flashers 


Betts & Betts Corp. 
Reynolds ar Co. 
(See Pro- 
-— Scrub- 


bin 
Kent "Vacuum 6! Cleaner Co.. 


ectors) 


bryant Elec. Co. 
Chicago Fuse Mfg. Co. 


Fuses, Cartridge, Non-Refill- 
ee Cartridge, 


Western Electric Co. 
—— Electric & 


fg. Co. 
Fuses, Cartridge, Refillable 


Chase, Shawmut Co. 
Chicago Fuse Mfg. Co. 
Crescent Washing Mach. 


mS 

& W. Fuse Co. 
RRS Fuse & Mfg. Co. 
Federal Electric Co. 
General Electric Co. 
Pierce Fuse Corp. 
Western Electric Co. 
Westinghouse Electric & 

Mfg. Co. 


Acme Lighting Fivture Co. | pyge Plugs 


Bryant "ies. Co. 
Hart & Hegeman Mfg. oe 


Fuses, tog Lge ge 
use 


Chicago Mfg. 

D & W Fuse Co. hee ls 
Economy Fuse & Mfg, Co. 
General Electric Co. 
Western Electric Co. 


Westinghouse Electric & 
Duplex Lighting Works of 
General Electric Co. oe Washing Mach.| Duquesne Elec, Mig. Co. vee tea Refillable 
Holtzer Cabot Co. B. Corporation Egan & Egan Inc. Betts & tts Corp. 
Westinghouse E. & M. Co. Heparin Co., Pohn W Empire Stamping & Metal 


Economy Fuse & a Co. 

General Electric 

Multiple Elec. Product Co. 

Western Electric Co. 

Westinghouse Electric & 
Mfg. Co. 


Glassware, Li 


ighting . 
— fhandelier Mfg. 


Champion Brass Wk 
— Lamp & Glass 


Egan & Egan ; 
Everson, C, G. & Co. 
General Gas Light Co. 
Gleason Mfg. Co., E. P. 
Holophane Co., Ine. 
Horn & Brannen Mfg. Oo. 
Ivanhoe-Regent Works 
Lightolier Co. 

Lincoln Mfg. Co. 

Luminous Specialty Co 
Moe-Bridges Co. 

Mohrlite Co. 

Moran Hastings Mfg. ‘Jo. 
Morgan & Co. 

National X-Ray Reflector 
Panama Lamp & Com’ 


10. 
Pennsylvania Sales & Ex- 


port 40. 
Pulgchedk & Bros. Co. 
Reliance Metal Spinning & 
Stamping Co. 
Riddle, Edward N., Co. 
Shapiro & Aronson. Inc. 
Starbuck & Sons, R. M. 


Grills and Table Stoves, 
ectri 


E ic 
American Electrical Heater 
Edison Electric Appliance 
0. 
Landers, Frary & Clark 
Manning, Bowman & Co 
Simplex Elec. Heater Co. 
Westinghouse Electric & 
Mfg. Co. 
Young. Lorin W. 
Machine Mfg. 


Co. 
Wooten Co., Inc., L. E. 


Guy Anchors 


Crouse-Hinds Co. 


Hair Waving Spec. 


Le Bijou Co. 
(Continued on page 230) 
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=~ — your town will need 
: lots of Columbia Hot Shot 
Dry Batteries for Christmas 


HERE is now an avalanche youngsters delight in possessing. 
of giving electric toys and Stock up now. Sell Columbia 








fascinating educational ap- 
paratus to the youth of all ages 
for Christmas. Wireless telegraph 
sets, miniature railways, lighting 
plants, and electric devices of all 
sorts are sold at popular eprices 
everywhere. 


This provides you a ready mar- 
ket for a brisk Christmas business 
in Columbia “Hot Shot” Dry Bat- 
teries. The “Hot Shot” is one sim- 
ple, single dry battery of several 
cellpower—the portable, safe, inex- 
pensive package of power that the 


“Hot Shot” Dry Batteries to light 
the Christmas trees and for run- 
ning the hundred and one novel- 
ties that use electricity from this 
unique Columbia package. 


Columbia Dry Cells and “Hot 
Shots” are now packed in attrac- 
tive assortments. Write for the 
descriptive circulars today. 


NATIONAL CARBON COMPANY 


Incorporated 
Cleveland, O. San Francisco, Calif. 


Canadian National Carbon Co., Limited 
Toronto 


Fahnestock Spring Clip Binding Posts on Columbia Cell No. 6, No Extra Charge 





Columbia 





Hot Shot 


Multiple Batteries 


121152043 
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Hangers, Cable & Conduit 
Appleton Elec. Co. 
Pass & Seymoure, Inc. 

Headlights 
Crouse-Hinds Co. 

Heater Cord (See Cord, 

Heater) 








) Ranges, Electric 
Am. Electric Heater Co. 
Edison Electric Appliance 


Co. 
Bstate Stove Vo, 
Holtzer Cabot Co. 
Simplex Blec. Heating Qo. 
lectric Co. 


WHAT AND WHERE TO BUY 




















Westinghouse Mientric & 
; estinghouse Wiec' 
Gnating Avetennes (Continued from page 228) Mfg. Co 
Heating Devices, Electric so Base Board and 
American Electrical Heater all 
Co. Electric Heater Co. Carroll Blec. Co. Williams & Co., R. Persons Elec. Co. | encanto Grit. Ce. 
aqua Elect Calic & Hlac-| Doubleday-Hill Elec. Co. Wirt Co Sprague Elec. Wks. of G.R. 


Electric Supply Co. 
Foster & McDonald Co. 
Goulds App. Co. 

Iron City Elec. Co. 


Young, Lorin W. 


Lightning Arrestors 
Starbuck & Sons, R. M. 


Cutler-Hammer Mfg. 
one Electric Appliance 


Estate Stove Company, The 


Universal Utilities Corp. 
Western Electric Co. 


Westinghouse Blectric & Nat'l Pr — 4 Rig 


General Electric Co. 
Hotwat ema oe Co. 
Landers, Frary & Clarr 


Majestic | — Develop- 
ment C 

Beaming. Bowman & € 

Milwaukee Mfg. Co 


Satisfaction Guaranteed 
Simplex BPlectric Heating 


Co. 
Straight & Richards Inc. 
Western Electric Co. 
Westinghouse Electric & 
Mfg. Co. 


Heating Pads and Blankets 


or eae Electrical Heater 


aren A. Hall 
—— Electric Appliance 


Lendere, Frary & Clark 


Knowlson Co., A. T. 
Lakeside Supply Co. 
Latham & Co., E. 5. 
Lockerbie Co., John 
— Electrical Satets 


National Elec. Supp. Co. 
Newark Elec. Supply Co. 
Pettingell-Andrews Co. 
Eo Elec. Co., 
Sup. Dept 
Piedmont Blee. Co. 
Sibley-Pitman Electric Co. 
Southern Electric Co. 
oes Elec. Co., Frank 


Tri-City Electric Co. 
World Lighting App. Co. 


Laboratories, Testing 


Electrical Testing” Labora- 
tories 


Acme Lighting Fivture Co, 
Art Metal Mfg. Co. 
Consolidated Lamp & Glass 


Co. 
Duplex Lighting Works of 


Federal Electric Co. 
Fibreduro, Inc. 

Holophane Glass Co. 
Ivanhoe Regent Works 
Liberty Lamp & Shade Co. 
Lightolier Co. 

Luminous Unit Co. 
Panama Lamp & Com'l 


Co. 
Pass & Seymour 


Lighting Fixtures (See Fix- 


tures) 


Lighting, Industrial 


—" Electric Equip- 


Lighting, Decorative Mfg. 


Motors, Phonograph 
Shelton Elec. Co. 

Motors, Sewing Machine 
Shelton Elec. Co. 


Newspaper & Magazine 
Advertising 
Cleveland Plain Dealer 
New York Tribune 
Quality Groupe 


Novelties (See Toys and 
Novelties) 


Office Equipment, Contractor’s 


Aqua Electric Heater Co. 
Flexlume Sign Co. 


Outlets 
Electric Outlet Co. 
Packing Materials 


Sete n°hies lee. o Mie. “a0. 
Western Electric Co. 
Receptacles, 3-Phase 
Delta Star Electric Co. 
Reels, Extension 
Anderson Electric & 
Equipment Co. 
Rectifiers 
Westinghouse Electric & 
Mfg. Co. 
Reflectors (See Shades and 
Reflectors) 


Resistance Units 
Cutler-Hammer Mfg. Co. 
Edison Elec. Appliance Co. 
General Electric Co. 
Gen’l Railway Signal Co. 
Westinghouse Electric & 

Mfg. C 


Wirt Co. — 


Hinde & Dauch Paper Co., 
Lamp Accessories The 


Manning, Bowman & Co. Anylite Elec. Co. 


Rheostats 
Simplex Elec. Heating Co. 


t Co. 
aot ‘Metal Mfe. Co. Cutler-Hammer Mfg. Co 


Panel-Boards (See Switch- 


a Lom Dips & Frostin Bayley & Sons, Inc. boards) General Electric Co. 
eos —_— Ap Liberty Appliance Corp. y — Chandelier Mfs. Percolators, Electric oa Blectric & 
i 0., Inc., Guy V. : . Co. 
Sterling Elec. Corp. Mange Po oon Duquesne Elec. & Mfg. Co. Am. Electrical Heater Co. 


Rosettes 
Fibreduro, Inc. 


a (See Projectors, 


Edison Elec. Aveianee Co. 
Landers, Frary & Cla 
Manning, Bowman & Co. 
Westinghouse Electric & 


Anderson Electric Equip- 
ment Co. 
Empire Stamping & Metal 


Horns & Sirens 
Moran Hastings Mfg. Co. 
Hospital Systems 


Duplex Lighting Works of 
G. E. 


Fibreduro, Inc. 
General Electric Co. 


Spinning Co. General Gas Light Co Mfg. Co. wing Machines, Electric 
Stanley & Patterson Westinghouse Lamp Co. Holophane Glass Co., Inc. } Plants, Light and Power oor Elec. A’ pliance Co. 
Indicators, Radiant (See Lo-| yamps, Clamp Attaching and Hubbell, Inc., Harvey Allmur Mfg. Co, Western Blectrie Co. 
cators) Extensi Hygrade Lamp Co. Ker-O-el Sales Co. Shade Accessories, Lam: 
Ice Cream Freezers Anderson Blectric & Ivanhoe Regent Works Langstad-Meyer Co. Holophane Glass - 
Taylor Bros. Churn Co. Equip’t Co. Luminous Specialty Co. Lightolier Co. 


Insulating Materials Biddle Gaumer Co. Luminous Unt Co. Universal Motor Co. Liberty og & Shade Co. 





i ’ Berendsen Inc., aoe Moe-Bridges C Western Electric Co. Shade Holde 
Sollee: cehatel Wire Co. Penn. A. C., National X- Ray Reflector Westinghouse Electric & Appleton “Blectric Co. 
Cutler-Hammer Mfg. Co. Tubular Woven “Prabric Co.} Plaut & Co., L. g. Co. Empire Stamping & Metal 
: "| eee. eek Shapiro & Aronson. Inc. Wooten Co., Inc., L. E. Py BO _ 
General’ Blcciric Co. Begpee Chandelier MEE.) chtning Rods _| FlWE® Attachment, and Caps | Holophano Glass Co. 
Rockbestos Products Corp.| Berendsen Inc., Sophus Dallas Brass & Copper Co.| Grouse-Hinds Co. ——— oe . 
—=_.” Electric & Empire Stamping & Metal | 74 hting, Stage and Theater} General Electric Co. National X-Ray Reflector 


ational X-Ray Reflector 
Lighting Units 


Hart & Hegeman Mfg. Co. 


Lightolier Co. Hubbell, Inc., Harvey 


ey ty - Gas Heated i oteaee Metetelee Oo, 


Shades and Reflectors 


Lock hn W. Miller & Co.. Edw ‘Art Metal Mtg. Co watt bg om Molding Co. aor tal te 9 
i “ ° ass eymour, i rt Meta 
I a einem National X- Ray Reflector Duplex Lighting Wks. Propp Co. M. ‘ Beardslee Chandelier Mfg. 
ion Co Penn Plaut & Co., hesesiie Blectric Co. 
Souaat “eioshete Co Shapiro & “Aronson, Ine. Shapiro & anal Inc. gatistaction Guaranteed Consolidated Lamp & Glass 
‘ ‘umbu ec. . Co. 0. 
ironing Boards Maewyant Mec. Co... vosmith 7 Duplex Lighting Wks 


Smith & Co., T. C. 
Logs, Elec. Fireplace 

Straight & Richards 

Universal Elec. Stage 


American Ironing Mch. Co. 


troning Machines, Electric 
— Ironing Machine 


Ivanhoe Regent Works of Pliers, Toll_ Wiring 


Mayhew Tool Co 
Pliers, Wire Cutting 


Empire Stamping & Metal 
Spinning we Ine. 
Frink Co., 


P i E S In P. 
oe oa General fileciric Co. 


Lamps, Incandescent 


Light Co Neverslip Wks. Holophane Co., Ine 
Apex Appliance Co. Ablett Co., Chas. “Harve 
‘ . Marine Wiring, Fittings & | Projectors, Electric ubbef, Inc., Harvey 
——— qomies & Ma- jin Mem eg Co. Fixtures Crouse-Hinds Co. Ivanhoe Regent Works 


Gould Appliance Co. 


2 Appleton Electric Co. General Electric Co. Luminous Specialty Co. 
Hurley Machine Co. General Electric Go. Aqua Electric Heater Co. ee oe | See Ss foe Ee. 
Keystone Ironing Machines| HAvgrade Lamp Co. Bryant Electric Co. Whe ase ae 


Walsh bJElectrical Supply 


Western Electric Co. 
Ironing Machines, Gas Heat- 
, Motor Driven 

— Gage & Supply 


Crouse-Hinds Co. 
Elasticap Co. 

Ivanhoe Regent Works 
Western Electric Co. 


0. 
Western Electric Co. | Pittsburgh Reflector & 
Westinghouse Electric & Illuminating Co. 
Mfg. Co. Sunlight Reflector Co. 
Western Electric Co. 
Signal Systems 
Holtzer Cabot 
8, Electric 
ederal Elec. Co. 
Flexlume Sign Co. 
-— k Co., 2. 


— Lamp & Wire 


Oo. 

International Ince. 
Works 

Liberty Appliance Corp. 

National Lamp Works 

Plaut & Co., - 

Smith & Co., T. C. 

Westinghouse Ee Co. 

Westinghouse Electric & 


Mfg. Co. 
Whitelite Elec. Co. 


— Polishers and Buffers 
Medical Accessories, Electric| General Electric Co. 
Master Elec. Co. = Vacuum Cleaner Co., 
Western Coil & Elec. Co. c. Si 
Mills, Coffee, Motor Driven | Portables, (See Lamps, Port- 
Landers, Frary & Clark 
Modern Radio Equipt. Co. 
Moldings 


Irons, Curling, Electric 
—— oe Appliance 


Lendar, Frary & Clark 
Satisfaction Guaranteed 


Pull Sockets 
Hart & Hegeman Mfg. Co. ‘ Soa 





Irons, Electric 


American Electrical Heater 
0. 

<1! Ironing Machine 
‘0 


Dover Mfg. Co. 
— Electric Appliance 


Elektro Co. 

Landers, Frary & Clark 

Manning, Bowman & Co 
ooacton Guaranteed 


orp. 

Simplex Elec. Heating Co. 
Statite Products Corp’n 
Western Electric Co. 
Westine pours Electric & 


fg. Co. 
Wise McClung Mfg. Co. 


Irons, Soldering 


—— Electrical Heater 


Cutler-Hammer Mfg. Co. 

Dover Mfg. Co. 

Simplex Elec. Heating Co. 

Westinghouse Electric & 
Mfg. Co. 


Jobbers 


Amsterdam Lighting Fix- 
ture & Novelty Co., Inc. 
Baltimore Gas Light Co. 








Lamps, —e 


Acton Elec, 
a “nn Biectric Specialty 


General Electric Co. 
National Lamp Works 
Westinghouse Lamp Co. 
Whitelite Elec. Co. 


Lamps, Portable 


Acme Lighting Fixture Co. 

a — & 
Equip't 

Biddle Gaumer Co. 

— Chandelier Mfg. 


Berendsen Inc., Sophus 
Consolidated Lamp & 
Glass Co. 
Fibreduro, Inc. 
Incandescent Supply Co. 
Ivanhoe Regent Works 
Liberty Lamp & Shade Co. 
Lightolier Co. 
Luminous Specialty ‘Co. 
Miller & Co., Edward. 
National X-Ray Reflector 
Parisienne Lamp & Shade 
‘oO 


Plaut & Co., L. 

Shapiro & Aronson, Inc. 
Tubular Woven Fabric Co. 
Western Electric Co. 





Appleton Electric Co. 
— Metal Molding 


Motors, A. 


Cc. 
Adams- Bagnall Electric ge 0. 
American Radio & 
search Corp. 
Century Electric Co. 
Domestic Electric Co. 
Emerson Electric Mfg. Co. 
General Electric Co 
Gen’] Railway Signal Co. 
H. Manufacturing Co. 
Holtzer Cabot Co. 
“— Electric & Controller 
0. 
Persons Elec. Co. 
Reynolds Electric Co. 
Sprague Elec. Wks. of G.E. 
Universal Utilities Corp. 
Western Electric Co. 
Westinghouse Blectric & 
Mfg. Co. 


Motors, 


D.C. 

Adams-Bagnall Electric Co. 
Domestic Electric Co. 
Emerson Electric Mfg. Co. 
General Electric Co. 
Gen’l Railway Signal Co. 
Holtzer Cabot Co. 
a Electric & Controller 

0. 





Hubbell, Inc., Harvey 
McGill Mfg Co. 

Natl. Metal Molding Co. 
Pass & Seymour 

Wirt Co. 


Pompe Motor Driven 


Prats 
unseen Electric Co. 
Goulds Mfg. Co. 


Push Buttons 
Edwards & Co. 
General Electric Co. 
Holtzer Cabot Co. 
Murdock, Wm. J., Co. 
Stanley & Patterson 


Radio Apparatus 
Acme Apparatus Co. 
American Radio & 
search Co. 
Continenttal Radio Co. 
Home Helps Mfg. Co. 
Modern Radio Equip. Co. 
Murdock Co., Wm. J. 
Pacent Elec. Co. 
Precision Equipm't Co. 
Westinghouse Electric & ~ 
Mfg. Co. 


Radium Compound Special- 


ties 
Smith & Co., T. C. 


Wayne Engineering & 


Re- 





Oakley Chemical no 
Sockets and Begg 
(See also Pull Sockets) 
Crouse-Hinds Co. 
General Electric Co. 
Hubbell, Inc.. Harvey 
National x- Ray Reflector 
s & Seymour, Inc. 
Stanley & Patterson 


Solder and Soldering 
Compounds 
Burnley Battery & Mfg. Co. 
a Lighting Apparatus 
reneral Electric Co. 
ational X-Ray Reflector 
Iniversal Electric Stage 
Lighting Co. 
Starters, Motor 
General Electric e. 
Walker Bros. C 
Westinghouse Electric & 
Mfg. Co. 
Store Equipment 
Aqua Electric Heater Co. 
Denver Electrical Labs. 
National Cash Register Op. 
Store Fixtures (See Fixtures, 
Lighting, Show Case and 
Window) 


(Continued on page 227) 





az 








Sa eae 








December, 1920 ELECTRICAL MERCHANDISING 231 





100% Safe to Use and 
100% Sate to FUSE. 





1—All fuse clips are dead when access to both fuse compart- 
switch is in off position. ment and interior. 
2—Switch cannot be closed 10—Upper section may be 
until door is closed. locked or sealed, preventing 
access to wiring and switch 
3—Door cannot be opened mechanism. 
until switch is open. 11—Lower section of box may be & 
GnEé te Gable teehee installed either as flush or 
line and load sides of circuit , surface type, and upper sec- 
are disconnected from fuse ~— eer ese ms saachaw- 
; : , ism and electrical parts may 
clips, when switch is open. be added at any time after 
5—It is quick break all building and wiring ope- 
' rations are completed. 
6—It is positive make. 12—It is compact—Mason 


Safety Switches require only 
one-half to one-quarter the 
space of others, making 
them superior to all other 
switches for application dir- 
ectly on motor-driven ma- 


7—It has self adjusting con- 
tacts. 





8—Handle may be locked or 
sealed in open position, pre- 


You can’t touch live parts even with door venting operation of switch. — where space is lim- 
a cates 9—Door may be locked or ee 
You can’t open deer with sulteh clued. sealed closed, preventing 13—Competitive prices. 
Ee Sree een ene ce eee The Trumbull Vanderpoel Electric 
You can’t connect live line to wrong ter- ° 
orth Manufacturing Company 


Sole licensees under Mason Patents 
You don’t fumble among charged clips 


in replacing fuses on the Mason Safety Factory: Bantam, Conn. 
Switch. 
NEW YORK PHILADELPHIA BIRMINGHAM CHICAGO 
oP i 38 Murray St. 1817 Sansom St. 2317 First Ave 9 S. Clinton St. 
....cannot be installed or used so as to penny - 
expose normally current-carrying parts . Li ENVER SEATTLE SAN_FRANCISCO 
te csntect by persons replacing oe iu 1515 Pine St. 7th & Lawrence St. 1252 First Ave., S. 279 Minna St. 
specting fuses.’’ LOS ANGELES CINCINNATI BOSTON TORONTO 
240 Azusa St. 141 E. 4th St. 176 Congress St. 1710 Royal Bank Bldg. 


Underwriters Laboratories, ‘‘AA’’ Clas- PITTSBURGH 
sification. 332 3rd Ave. 


W MASON SAFETY SWITCHES 
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Insulated Wire and Cable 


A section of our testing laboratory 
where all rubber-covered and insu- 
lated wire is carefully tested and 
proved perfect before leaving the 
factory. 



































Factory: 
National India Rubber Co., Bristol, R. I. 


Branch Offices and Warehouses: 


Boston Detroit Salt Lake City 
Chicago Seattle San Francisco 
Denver Los Angeles New York 


Foreign Distributors: 


UNITED STATES RUBBER EXPORT CO., Ltd. 
1790 Broadway, New York City 


ae su mee” United States Rubber Company 


PUI) RRR Hoare: 3 ub 
| : Wire Division 




















The Fall and Xmas Rush 


will make extraordinary demands on the 
contractor and dealer. 


Because of our advantage in location we are 
in a position to assure a prompt fulfillment 
and shipment of orders. 


We carry an ample stock at all times and 
welcome an opportunity to prove that 
Southern Service Satisfies. 


Southern Electric Company 
Distributing Jobbers Baltimore, Maryland 
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Ready! 


| The Metal Molding Hand-Book 
“For the Man on the Job” 


Every contractor and wireman in the business 
needs this new Hand-Book—the most complete 
book ever issued on the subject of metal race- 
ways for surface wiring. It gives full instruc- 
tions — with many illustrations — for using 
National Metal Molding under all conditions. 
It also lists the various fittings and devices that 
are used in connection with Metal Molding. Be- 
cause of its convenient size, the book can be 
easily carried and used right on the job. We 
will be glad to send you a copy, without charge. 
Write, or use the coupon below. 








Fill in, tear out and mail this coupon 


National Metal Molding Co. 
1217 Fulton Bldg., Pittsburgh, Pa. 


Please send me a copy of your new Metal Molding Hand-Book “For the Man on the Job.” 





Address 





Company 
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crt ELIVERIES on X-Ray Reflectors are 
4 Rie = improving. With production facilities 
| MW) taxed to the utmost we have been 


unable to supply the demand of the last 


two years. 


(Materials used in the manufacture are 
becoming more easily obtained, production 
has been continually increased, and we 
have at last met the situation. 


(| Mid-January will see us on a shipping 


basis such as you enjoyed before the war. 


(I Big possibilities exist for the sale of X-Ray 
lighting equipment during the coming year. 
Your share of this business will be what 
you make it. 


(Ql The National X-Ray Reflector Company 


will co-operate with you to the extent of 
their ability. 





















The R & M motor shown above was 
installed by the Addressograph Com- 
pany in 1905. The same workman has 
operated the machine it drives con- 
tinuously during this 15 year period, 
and he has never Jost a minute because 
of the motor.. It has delivered power 
for him day after day unfailingly with- 
out requiring repairs or attention other 
than the usual oiling and renewal of 
the brushes. 


This first motor installed by Address- 
ograph is one of several hundred R & 
M motors which have since been in- 
stalled in their factory. And because 
of their demonstrated reliability in the 
Addressograph factory, thousands of 
R & M motors have been used by 
Addressograph on the Addressographs 


15 Years of Continuous Service and Not 
One Minute cf Lost Time 





and Graphotypes they manufacture. 
As Mr. J. F. Jackson, Superintendent 
of the Addressograph Company, said: 


“The type of work done by the Ad- 
dressograph is very exacting. We 
wanted a motor which would insure 
the good reputation of our product—- 
a motor which would run and keep 
running.” 


Manufacturers everywhere who use 
motors in their factories or on their 
products have found R & M motor re- 
liability a valuable asset. And because 
of the preference these motors have 
won among users, distributors of 
motors and motor-equipped devices 
have found them their best insurance 
of a healthy, growing motor and ap- 
pliance business. 


THE ROBBINS & MYERS COMPANY 


SPRINGFIELD, OHIO 


w York Boston Buffalo 


Philadelphia 


Chicago 


Cleveland Cincinnati St. Louis 























San Francisco 


Robbins & Myers Motors | 





